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Nathanson of Toni Criticizes New TV Code: 
Tells How White Rain, Prom Were Promoted 


Cuicaco, March 19—Why should 
a national advertiser with an ex- 
pensive program have only three 
minutes of commercial time per 
half-hour, while sponsors of much 
more inexpensive programs get as 
much as six minutes per half-hour 
on participation shows? 

Addressing members of the Chi- 
cago Television Council today, Don 
Nathanson, director of advertising 
and public relations for Toni Co., 
said he posed this particular ques- 
tion to Cy Norton of the Assn. of 
National Advertisers recently. 

Mr. Nathanson also told Mr. Nor- 
ton that he could not understand 
“why TV has to take the same 
commercial code on length of its 
commercials just because radio did. 
It costs a lot more for an adver- 
tiser to keep a program going in 
this new medium.” 


@ He said that the ANA refused 
to take a siand, and merely passed 
the letter on to Harold Fellows, 
president of the National Assn. of 
Radio and Television Broadcasters. 
The gist of Mr. Fellows’ answer, 
Mr. Nathanson said, was something 
like this: 

“It has long since become tradi- 
tional and accepted that almost 
every form of ‘participating’ ad- 
vertising follows a pattern some- 
what apart from the ‘house rules’ 
which apply to a single sponsor or 
a single advertiser.” 

He then went on to compare 
these programs with classified ads 
in newspapers, the Toni executive 
said. Mr. Fellows neglected to men- 
tion, however, that the NARTB 
code makes no mention of time 
limits on shopping programs or 
cooking shows, or those triple 

(Continued on Page 130) 


TV Code Unfair to 
Local Advertisers, 
Says Adman Green 


Cuicaco, March 20—Benjamin J. 
Green, radio and television direc- 
tor of Arthur Meyerhoff & Co., 
stated flatly today that the new 
TV code is unworkable for many 
advertisers. 

Mr. Green told AA that if local 
retailers were forced to conform to 
the prescribed time limits for com- 
mercials they would have to give 
up TV entirely. 

Many TV stations realize this 
too, he added, and they will not cut 
their own throats by adhering to 
the “ridiculous” standards set by 
the National Assn. of Radio and 
Television Broadcasters. 


@ Mr. Green explained his position 
this way: 

It’s all right to limit nationally 
known products to six minutes of 
commercials on a one-hour evening 
program. Those are impulse items. 
Big companies like Lever Bros. are 
only promoting brand preference. 
However, when a local used car 
dealer buys a TV program, he must 
have more time to do a selling job. 
All local retailers have a hard sell- 
ing job to do and if they can’t have 
adequate time, then they might as 
well not waste their money. 

To back his argument, Mr. Green 
cited two Meyerhoff clients—Wrig- 
ley gum and Brach candies. Wrig- 
ley and Brach, he said, can easily 
stay within the code limits because 
they are brand items which need 
only a mention. However, this is 

(Continued on Page 130) 


Agency Develops from 
Unique Service Setup 


Ross Roy Space, Time 
Billings Grow Out of 
Auto Service Idea 


By JOHN CRICHTON 

Detroit, March 20—Ross Roy 
Inc. got into the agency business 
by the side door. It started with 
the by-products and so far has been 
able to jack itself up to a billing of 
$15,374,000. 

In fact, Ross Roy—the man, that 
is, not the agency—was 14 years 
in getting his organization into the 
agency business at all. It was 1926 
when Ross Roy Inc. began putting 
into practice the things that Roy 
had observed as an auto salesman 
for a Dodge agency in Janesville, 
Wis. There he discovered that 
comparison selling was important; 
that the salesman and the cus- 
tomer needed to know the differ- 
ence between products. 


Highlights of the Week's 
News and Feature Index 
Appear on Page 4 


When Mr. Roy began publishing 
a service for Dodge salesmen, 
showing how a Dodge differed 
from its competitors, he was on 
his way. A couple of years after 
Chrysler Corp. bought Dodge, it 
came back in to get his service 
on the Dodge line; then Plymouth 

(Continued on Page 122) 


Tax Unit Approves 
Premium Offer for 
Heublein Cocktails 


Hor Sprincs, Va., March 21— 
The March 24 issue of Life will 
carry a full page for Heublein’s 
cocktails, offering two glasses for 
$1. 

The unusual premium offer was 
first cleared with the federal Al- 
cohol Tax Unit, which permitted 
G. F. Heublein & Bro., Hartford, 
to ask for proof of purchase. Sub- 
sequently, however, several states 


refused to let the company make 
the deal conditional on sale of the 
product, and the copy was altered 
to simply offer the glasses. 

Scheideler, Beck & Werner, New 
York, handles the account. 


INCREASES AD SIZE TO TELL STORY—In order to point up technical improve- 


ments in its calculator, 


Marchant Calculating Machine Co. 


increased its regular 


ad size from a page to a spread. And to add general interest, the company tagged 
on a historicel review of Marchant. Doremus & Co., San Francisco, is the agency. 


Chlorophyll Products 
-and Sales—Multiply 


Advertisers Will Invest 
Many Millions This Year 
Backing Greener Lines 


By LAWRENCE BERNARD 

New York, March 20—There’s 
a magic word in the advertising 
business today—chlorophyll. 

Magic is almost a mild word 
for it. Chlorophyll-ed products 
went on the consumer market only 
a couple of years ago, but their 
sales by the end of 1951 were at 
the rate of $35,000,000. And ad- 
vertisers, many about as green as 
their new products, were invest- 
ing at the rate of $8,000,000 to ac- 
quaint the public with the wonder 
qualities of chlorophyll. 

Right now, new items are en- 
tering the market almost weekly, 
with most major toothpaste com- 
panies talking chlorophyll and the 
possibility existing of a no-holds- 
barred battle if many more tooth- 
pastes enter the field. 


® The chlorophyll sales potential 
now is estimated at around $100,- 
000,000 a year. Advertising could 
hit $20,000,000 by December if the 


trend continues. 

The green stuff has become part 
of lozenges, chewing gum, dog 
food, deodorant tablets, cigarets, 
toothpaste, mouthwash, reducing 
pills, shampoos, skin ointment and 
many more. 

Inevitably, marketing men com- 
pare chlorophyll with the anti- 
histamines. It wasn’t so long ago 
that the latter made their own 
grand sales entrance, that debate 
raged whether antihistamines’ 
proof of value had been established 
and that big ad budgets were set 
up by new marketers. 

The comparison is natural—but 
chlorophyll seems sure to surpass 
antihistamines in their heyday. 


s It is the most challenging factor 
in the dentifrice field. 

It bids fair to disrupt the exter- 
nal deodorant market with its em- 
phasis on internal deodorization. 

In ointment form, it may line 
druggists’ shelves as a wound heal- 


‘er. 


And yet, within six months some 
expect it to take a back seat in 
dog food copy—because all dog 
foods will have it. 

(Continued on Page 90) 


Last Minute News Flashes 


Admiral Names Seeds for Political Campaigns 
Cuicaco, March 21—Admiral Corp. has appointed Russel M. Seeds Co. 
to handle its radio and TV sponsorship of the political campaigns. Ad- 
miral is spending in the neighborhood of $2,000,000 for ABC coverage of 
both conventions, election day returns and other special events. Erwin, 


Wasey & Co., 
miral’s 
picked yet for Admiral’s 


“World News with Bob Trout” 
All-Star football game program. 


New York, will continue to do the programming for Ad- 


over CBS. No agency has been 


Dentifrice to Be Tested in Six Cities 


Cuicaco, March 21—A dentifrice will be tested from April 15 to May | 


ANA Spotlights 
Sales Problems 


at Annual Meet 


Hor Sprincs, Va., March 20— 
The Assn. of National Advertisers 
focussed on sales at its spring 
meeting here this week and signs 
of an era of hard sell were every- 
where. 

| Where—a year ago—the adver- 
tisers were concentrating on re- 
ports of budgets being maintained, 


For other news of the ANA 
meeting in Hot Springs see Pages 
3, 8, 103, 106 and 129. 


little emphasis this year was 
placed on the problems of keeping 
present appropriations from being 
shaved. 

The sales difficulties facing 
many of the 460 representatives 
who came to the ANA meeting 
captured the spotlight and held it. 

Possibly the keynote for the 
meeting came from an agency man, 
William H. Howard, v.p. of Young 
& Rubicam, who said flatly that 
many marketing managements had 
dug themselves into a Maginot 
Line of sales thinking. 


@® The fact is, Mr. Howard said, 

quoting Dexter Keezer of Mc- 

Graw-Hill, that “the difference 
(Continued on Page 127) 


Point of Sale 
Ad Voiume Is 
$560,000,000 


That Is National Only; 
POPAI Releases Figure 
on Eve of Annual Meet 


New York, March 20—National 
advertisers in 1951 spent about 
$560,000,000 for point of purchase 
advertising material. 

That is the finding of the latest 
survey made by Point of Purchase 
Advertising Institute. The figure 
was released this week by J. King- 


This issue of AA is devoted 
in large part to point of pur- 
chase advertising. Numerous 
stories and pictures showing 
developments of interest to ad- 
vertisers are presented. 


| sley Gould, executive director of 
Popai. 

The association holds its annual 
convention and exhibit April 1-3 


1 in six midwestern cities via Needham, Louis & Brorby. However, the! at the Waldorf-Astoria here. This 
agency declined to name either the product or the company. Test cities| year, Mr. Gould said, attendance 


will be Sioux City, 
port, Ind., 


Marshalltown, Waterloo arid Freeport, Ia., Logans- 
and Kalamazoo, Mich. Newspapers and door-to-door dis- 


tribution of coupons are expected to be used. 


McCaffrey Joins Hewitt, Ogilvy Media Staff 


New York, March 21—James J. McCaffrey is quitting as media di- 
rector at Anderson & Cairns to take up a similar post Monday with| symposium-luncheon April 2, he 


Hewitt, Ogilvy, Benson & Mather. 


(Additional News Flashes on Page 131) 


at the exhibit is expected to ex- 
ceed 10,000. All available exhibi- 
tion space has been booked. There 
| will be 60 major exhibits, about 
ten more than last year. 

Advance reservations for the 


said, exceed those of last year, and 
(Continued on Page 131) 
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‘Parade’s’ Moses Says 
Premium Users Should 
Allow Liberal Markup 


Cuicaco, March 18—Premium 
makers were told today that their 
product, while important, is only 
part of an over-all merchandising 
program 

Ralph Smith, v.p. of Sullivan, 
Stauffer, Colwell & Bayles, told 
the National Premium Buyers Ex- 
position here that the premium “is 
a means and not an end.” 

The agency man pointed out 
that the premium can never be a 
substitute for “sound selling copy.” 
He said the product story must 
come first and then the premium 
offer is important in tacking down 
the promotion 


@ Mr. Smith showed slides of ads 

using a premium and noted that 

the offer is not self-sufficient, but 

fits into a general plan of attack. 

The lack of market research in 

the premium field was deplored 

—. by Mr. Smith. He said the pre-| 

ymium as a low cost promotion | 

= could contribute greatly to 

Operating profits. However, he 

Said advertisers must be shown 

that premiums deliver. They can | 

be shown, declared Mr. Smith, if! 

Market tests are made on the ef- 
fectiveness of premium offers. 

A premium offer, Mr. Smith add- 

@d, actually makes an ad dollar 


using full-page magazine 
jads could, for the same money, 
Gnclude a premium offer by tak- 
ing only four-fifths of a page for 
the product story, he said. 


sabes Speers tony goss 


ee ® The importance of merchandis- 

ang a premium properly was| 
3 Stressed in a talk by Lionel Moses, 
- W.p. of Parade. 


“Don’t sell the premium,” ad- 
vised Mr. Moses, because adver- 
tisers have little interest in the} 
item itself. What they are in- 
terested in, he pointed out, is how | 
@ premium can help them. Mr.! 
)Moses said the best way to sell a| 
“a premium is to have salesmen con- | 
~ sider it as “a sales promotion pow- 
2 er tool.” 

The Parade executive also told 
the meeting that retailers and cus- 
tomers are skeptical about the 
value of a premium. He recom- 
mended two ways in which pre- 
mium salesmen can convince deal- 
ers of this value. One is to go to 
another store and actually buy 
the premium item—whatever it is, 
a knife, a doll or toy. Then take 
the sales slip and show it to the | 
retailer. A second way is to bring | 
along a shopper's report on the 
value of an item being offered as 
a premium. 


@ These techniques, said Mr. Mos- | 
es, will help build confidence in| 
the premium as a selling force. 
Another suggestion he made 
was: allow dealers a good markup 
en premiums. As an example, he 
cited an Aunt Jemima doll of- 


| 


Premiums Are a Means, Not an End, 
SSC&B’s Smith Tells Premium Men 


fered by Quaker Oats. He pointed 
out that 2,000,000 of these dolls 
were sold at 25¢ each and that 
Quaker Oats gave the dealer 5¢ 
on each sale. Allowing a good 
markup, he explained, will stimu- 
late the dealer to push the pre- 
mium 

Mr. Moses, incidentally, struck 
i new note at recent business 
meetings by having a good word 
for the retailer. “There may be 
some dumb retailers,” he _ said, 
“but there are also dumb people 
in the premium and advertising 
business. Consider the retailer as 
smart as yourself and you'll be 


surprised to find out how many 
times you are right.” | 


® The public relations program of 
the Premium Advertising Assn. 
was outlined briefly by W. Parlin) 
Lillard, PAA president and sales 
promotion manager of General! 
Foods Corp. 

Mr. Lillard said the association 
conducts a continuing campaign | 
to increase acceptance of premi-| 
ums among admen and the general 
public. One of its activities is the 
fight against legislative moves to 
restrict premium use. Mr. Lillard 
said the PAA worked last year 
against two such bills introduced 
in the Idaho and Montana legisla- 
tures. The one in Idaho, he re- 
ported, was defeated by a 21 to 
20 vote 


Sani twice as hard. Many com-'|® The healthy state of the pre- 
anies 


mium industry was indicated by 
the record 170 exhibitors at this 
year’s exposition. The PAA points 
out that in each of the past two 
years the industry has “used more 
than $1 billion worth of merchan- 
dise at wholesale prices.” 

The PAA also notes that “30% | 
of the chinaware annually man-| 
ufactured in this country, 15% | 
of the enamelware and 10% of! 
the aluminumware are said to be 
consumed by the premium trade.” 


@ Nine hundred and nine pre- 
mium promotions during 1951 
were reported by Premium Prac- 
tice & Business Promotion, indus- 
try magazine. Of these, 716 were 
straight premium offers and 193 
prize contests. The biggest users 
were Quaker Oats Co. (30), Gen- 
eral Mills Inc. (23), Procter &| 
Gamble Co. (19), General Foods 
Corp. (18), Kellogg Co. (17) and 
Lever Bros. Co. (14) 

The magazine tabulation showed 
the largest single type (339) to 
be the self-liquidator—offer of an 
item for cash plus purchase tokens. 


@ Premiums aimed at children 
gained ground as the “games, toys 
and sporting goods” class took ov- 
er first place from “kitchenware, 
general,” the perennial leader. 

“Breakfast cereals” used the 
greatest number of premiums, fol- 
lowed by “flour, mixes and feeds,” 
“fats and dairy products,” “con- 
fections and desserts,” “tea & cof- 
fee,” “canned and frozen foods” 
and “soft drinks.” 


New York, March 19—Eighty- 

one per cent of the country’s top 

‘ users of direct mail advertising are 
optimistic about business condi- 
tions for the spring and summer, 
according to the latest question- 
naire returns in a continuing study 
by Mailings Inc. 

Improved business conditions 
and better mail order returns are 
predicted by a majority of the 
respondents. Continued higher na- 
tional income, no fear of a tax 
increase during an election year 


Direct Mail Users Expect Better Returns 


and continuation of a slight infla- 
tionary trend are among the rea- 
sons given. 


@ On the negative side, fears of 
higher cost per order, competition 
for the consumer’s dollar and the 
increase in postal rates partially 
offset the optimistic forecast. 

The survey covered companies 
using mass mailings to advertise 
magazines, books, foods, horticul- 
tural products, gifts and financial 
and business services. 
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100 YEARS AGO—This was the start of 
premium offers. Above picture, a colored 
lithograph, was offered to consumers in 
1851 for 25 of B. T. Babbit’s soap wrap- 
pers. Collection of old premium ads is 
presented in “100 Years of Premium Pro- 
motions,” published by the Premium Ad- 
vertising Assn. of America. 


Tobacco Tax Group 
Plans Radio and TV 


Information Program 


New York, March 20—The Na- 
tional Tobacco Tax Research 
Council intends to make smokers 
aware of how much tobacco tax 
they are paying. 

To get the message across, the 
council has planned a radio-TV 
information program. All  seg- 
ments of the industry have been 
asked to cooperate in the cam- 
paign, which will be sponsored by 
tobacco growers, to “tell the story 
of tobacco to the public.” 

Tobacco manufacturers are al- 
lotting radio and video time to the 
tax research council. Sixty AM 
and TV shows are being used each 
week during the six-week drive. 


@ Explaining the 
seph Kolodny, 
council, said: 
“The cigaret smoker is paying 
the major portion of the tobacco 


campaign, Jo- 
president of the 


Advertising Age, March 24, 1952 


“Big Show’, ‘Ken Murray Show’ Win Awards 


Hottywoop, March 18—“The 
Big Show” (NBC-radio) and the 
“Ken Murray Show” (CBS-TV) 
|yesterday were awarded $1,000 
cash each, and trophies, by the 
Dinky Foundation for carrying the 
best public service messages dur- 
ing 1951. 

The presentations were made at 
the Hollywood Ad Club. by 


Groucho Marx and Art Linkletter, | 


respectively. 

John Guedel, radio and televi- 
sion packager who established the 
foundation, said the awards will 
be made annually. In describing 
the objectives of the foundation 
he said it hoped to accomplish two 
results: 

1. To corral all the public serv- 
ice activities of radio and televi- 
sion, so the public will become 
more aware of what these media 
are doing. 

2. To encourage the far more ef-. 
fective integrated type of public 
service message, rather than the 
too-frequent hitchhikes given 
breathlessly by an announcer run- 
ning out of time. 


e “Very few radio and television 
producers push the accelerator to 
the floor when putting over pub- 
lic service messages,” he asserted. 
“We usually just take the Adver- 
tising Council announcement and 
tag it on the end of the show. 
Now, I don’t mean that we must 
donate complete programs to a 


‘Amateur Hour,” 


message. 

“The networks do very well 
with sustainers along this line, 
and they’re not included in #his 
contest because it would be un?air 
to commercial shows whose 4e- 
strictions don’t allow them to4 go 
all out. 

“But the sponsored shows have 
the big audiences. And to effec- 
tively sell the public service mes- 
sage to these big audiences, it 
should be either placed or inte- 
grated into the body of the pro- 
gram, It’s not the amount of time 
you donate to it; it’s how you do 
it...the imagination and ingenuity 
used in making a lasting impres- 
sion.” 


s Judges of the hundred-odd en- 
tries were Dr. Robert Gordon 
Sproul, president, University of 
Southern California, housewife 
Rowena Willis, and writer Rupert 
Hughes. 

Cups also were awarded to the 
following radio shows: “Father 
Knows Best,” “The Phil Harris- 
Alice Faye Show,” “Halls Of 
Ivy,” “The Fibber McGee & Molly 
Show,” and “Life Can Be Beauti- 
ful,” on NBC; ABC’s “Old Gold 
and the CBS 
“Bergen and McCarthy Show.” 
Television cup-winners were: 
“Suspense” and “See It Now,” on 
CBS; “The Ruggles,” on ABC; 
“Goodyear Playhouse” and “Bob 
Hope,” on NBC. 


United Action tor Small Business Forms; 
Tells Program in‘N. Y. Times’ Page Ad 


New York, March 21—A new 
group takes up the cudgels Mon- 
day for small manufacturers 
caught in the squeeze between the 
shortage of materials and “the 
failure of government agencies to 
provide sufficiently for them in 
awarding defense contracts.” 

United Action for Small Busi- 
ness, the new national organiza- 
tion, will take the back page of 
Monday’s New York Times calling 
on small business to act together 
to survive. 

Core of the ad is a seven-point 
program designed to help small 
business. Among them: United ac- 
tion will “guarantee a fair share 
of defense orders ... form regional 
pools so small business can bid for 


|contracts on an equal basis with 


tax and it is only fitting that he big business ...allot enough con- 
should have first place of promi- trolled materials to save the small 


nence in our program. 
“The federal government now 
collects 8¢ a pack on cigarets and 


41 states add another tax, rang-| 


ing from 1¢ to 8¢ per package. 

“The smoker is paying 5lle¢ 
in tax out of every 
spends for cigarets, figuring it out 
on a nationwide average. In one 
state the combined cigaret tax is 
59'e¢ out of every purchase dol- 
_ 


Dan River Realigns Dept. 

Dan River Mills Inc., New York, 
has realigned its merchandising 
department heads. W. J. Fullerton 
has rejoined the company as mer- 
chandise manager of the dress 
goods department. Mr. Fullerton 
has served as a consultant to Ca- 
nadian Cottons Co. since last sum- 
mer. Prior to that he had been with 
Dan River for 23 years. W. C. Har- 
ris has been appointed merchan- 


dise manager of the _ shirtings, | 
chambrays, plain colored fabrics | 
and storm wear and outer wear 


departments. Ira Silver continues 
as merchandise manager of Dan 
River’s men’s and women’s suiting 
department. 


Promotes Enamels in Canada 
Acme Paint & Varnish Co., Long 
Branch, Ont., is beginning a cam- 


paign in Toronto and Hamilton 
daily newspapers for a new line 
of flat super-white enamels. The 


promotion will run to June. Stew- 


art-Bowman-Macpherson, Toron- | 


to, is the agency. 


dollar he} 


plants...” 


. The agency placing the ad is 
Reiss Advertising, a company with 
| several small manufacturing cli- 
ents. Back in the early days of 
World War II, Ben Reiss, presi- 
dent, organized a production pool 
among his clients—an unusual 
agency service. Then he went to 


Washington and secured armed | 


forces’ contracts for the poo! mem- 
bers. 

When United Action for Small 
Business was formed, a member of 
the wartime pool recalled the 
Reiss agency’s work. So Mr. Reiss 
was called on “to provide the am- 
mo for the opening gun in a na- 
tionwide promotion campaign.” 

Mr. Reiss expects the ad to have 
editorial repercussions and to make 
Washington agencies aware of the 
problem. 


Daughter's Clothes 
Cost ‘WHC’ Readers 
More Than Brother's 


New York, March 18—The re- 
search department of Crowell- 
Collier Publishing Co. has nailed 
down a long-held notion: young 
daughters are more expensive to 
clothe than their brothers. 

A study among 2,079 readers of 
Woman’s Home Companion found 
that the average clothing expendi- 
ture for girls under 18 was $87 
a year. For boys of this age brack- 
et the figure was $73. 
| The survey covers a 12-month 
| period ending Nov. 1, 1951. Per- 
sonal clothing expenses of WHC 
|readers during this time averaged 
$206, compared to $186 in 1948. 

Ray Robinson, research direc- 
tor, also reported 75% of Com- 
panion readers “usually look for 
a label or descriptive tag before 


purchasing ready-made 
ments.” 

Half of the respondents listed 
fabric quality as most important 
in making a selection. Qualities 
which concerned shoppers are 
“non-shrinkable,” “colorfast” and 
“washability.” 


gar- 


Waterman Promotes Fowler 

Ross O. Fowler, for the past 
six years assistant export manager 
of L. E. Waterman Co., New York, 
maker of fountain pens, pencils 
and ink, has been appointed export 
manager. He succeeds William H. 
Kernan, who retired March 1 after 
56 years of service with the com- 
pany. Mr. Fowler joined Waterman 
in 1937. 


Promotes Leather in Fall 

The Kid Leather Guild of the 
Tanner’s Council of America will 
use women’s fashion magazines 
and trade publications on an inten- 
sive schedule this fall. The account 
is handled by R. D. Northrop Co., 
Boston. 
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Advertising Age, March 24, 1952 


FTC Orders IGA 
to Stop Taking 
Brokerage Fees 


WasHINGTON, March 18—The 
Federal Trade Commission yester- 
day ordered the Independent Gro- 
cers Alliance Distributing Co., 
Chicago, to stop accepting broker- 
age fees from sellers of grocery 
products and similar commodities. 

The FTC said that IGA acted 
as intermediary for wholesalers 
and other buyers. It said it passed 
on brokerage fees to them “in the 
forms of ‘territorial advertising’ 
allowances to promote IGA mer- 
chandise or as stock dividend pay- 


Use Publicity Early 
for an Ad Campaign, 
Gottlieb Tells ANA 


Hor Sprincs, Va., March 19— 
Edward Gottlieb, president of his 
own public relations company in 
New York, told the ANA that 
publicity can be a tremendous sup- 


ANA Meeting 


| port to advertising, provided it is 
femployed early in the strategy, 
and is not tacked on as an after- 
thought. 

He cited the success of the Toni 
campaign in combatting a crossfire 
of criticism from professional hair- 
dressers, the successful introduc- 
tion of Amm-i-dent, and the build- 


pt 
mt 


ments.” | up for Schering Co. before its sale. | 

This order also applies to the | | 
Grocers Co., Chicago. The FTC} He had this advice for the ad- 
said that Grocers owns 50% of the| men: “If you have a public rela-| 
capital stock of IGA, and 60% of| tions counsel, take him into con- | 
Grocers’ own stock is controlled | fidence in the earliest phases of | 
by wholesale grocers affiliated| campaign planning. Don’t buy a| 
with or under contract to IGA. one-shot publicity campaign ome | 


anybody. Publicity may some- 
® Four sellers of grocery merchan-| times be an inexpensive tool in| 
dise also are prohibited from pay-| letting an advertiser get the most} 
ing brokerage on purchases in-|out of his advertising, but too} 
volving the IGA or its affiliated | little money will achieve too little | 
wholesalers or other buyers. FTC) publicity, despite the skill of peo- 
listed the four sellers as Jersey ple employed.” 
Cereal Co., Chicago; Stokely-Van| Also, said Mr. Gottlieb, publicity 
Camp Inc., Indianapolis; Dean} works best with advertising which 
Milk Co., Chicago, and Cuples Co.,| both sells products and performs 
St. Louis. | a public service. 

Concurring with the FTC opin- 


ion, Commissioner Lowell B. Committee Battles, 


Mason said that “IGA, one of the} 
pioneers in the voluntary coopera- Hf 
tive movement, has just celebrated But Okays McGuire 
its 25th and, with this order, per- | H H 
haps its last, birthday.” Fair Trade Bill 
WASHINGTON, March 19—The 
® There is no doubt, Commissioner | Interstate Commerce Committee’s 
Mason said, that this decision will all-out fair trade bill was reported 
have a major impact upon distri- by the House rules committee to- | 
bution in this country. It will ap-| day, but may have taken mortal! 
ply in many other fields, such as} wounds in the process. 
small town retailing of dresses,| Interstate’s McGuire bill (H.R. | 
hats, furs and other specialties | 5767) nosed out rival fair trade} 
where retailers merchandise legislation—judiciary committee’s 
through resident buyers who are|less comprehensive Keogh bill 
paid by manufacturers. (H.R.6925 )—after two torrid rules 
“Until the decision in this case,” | committee sessions. 
he went on, “buyer interest indi-| While the vote was “unanimous,” 
cating direct or indirect control in| the significance was clouded by 
an intermediary operation had not/| the fact that the rules committee 
been declared illegal. As a conse-| also voted to permit substitution 
quence, in the grocery field alone of the Keogh bill during House 
over 120,000 small independents debate. 
buy their supplies today through; At the rules committee meeting, 
retail-owned wholesalers, volun-| Rep. Eugene Cox (D., Ga.), the 
tary cooperatives or straight co-| committee’s leading legal authori- 
operatives to the tune of about $8.9 


CHAPTER HEADS—These three are new officers of the Southern California chapter 
of the American Assn. of Advertising Agencics. From left, Russell H. Nagle, Erwin, 
Wasey & Co., v.p.; Lee Ringer, Ringer & Associates, president, and Herbert C. 


Brown, McCarty Co., 


secretary-treasurer. 


‘Register and ‘Tribune’ Readership 
Inside and Outside of City Reported 


tested other language in the Mc- 
Guire bill which permits foreign 
manufacturers to enjoy price 
maintenance rights. 

“We give foreign manufacturers 
a benefit which our people do not 
have in other countries,’’ commit- 
tee members complained. 


@ While he objected to both fair 
trade bills, Rep. Cox said the 


| Keogh -bill seemed preferable. He 


suggested that sponsors of the Mc- 
Guire bill accept sections of the, 


$30,000 ARF Study of 
2,300 People Shows It’s 


High Outside Des Moines 


New York, March 21—A four- 
in-one readership study of the Des 
Moines Register and Tribune, pre- 
senting for the first time complete 
information about the readership 
of newspapers inside and outside 
the city where they are published, 
was issued today by Advertising 
Research Foundation. 


Keogh bill which permit retailers} The 158-page report contains 
to ignore fair trade prices if a| four complete readership surveys. 
manufacturer is not making a| Two separate studies were made 
reasonable effort to force other | and reported individually for each 
retailers to observe them. |mewspaper. It is the first ARF 

“Unless the sponsors of the Mc- | newspaper readership study to cov- 
Guire bill are willing to accept a|er the total circulation area of 
reasonable provision of this kind the newspapers surveyed. The 2,- 
they have no business expecting | 100 interviews completed for the 
any consideration from this com-| Study were distributed to repre- 
mittee,” Rep. Cox said. | sent at least 90% of the total cir- 
culation of eacn paper. 


® Outcome of the House debate— 
which will probably take place|# The $30,000 study marks the 
next week—is further complicated | first time ARF has obtained data 


by the fact that Rep. Emanual |on the readership of a newspaper | 
(D., N.Y.), chairman of|in a large number of communities | 


Celler 
the judiciary group, notified the) outside the city where it is pub- 
rules committee that he is against | lished. In previous ARF newspaper 
both fair trade bills. | studies, interviews have been con- 


billion annually.” 


® Thus, he stated, it can be seen 
that this decision cuts deeper into 
our food economy than any other 
case that has ever come before the 
FTC for consideration. 

The law of the case, as explained 
by the commissioner, is that com- 
pensation or allowances paid by 
sellers to any intermediary is il- 
legal if the buyers [retailers and 
wholesalers] are interested in the 
intermediary, and if the commis- 

(Continued on Page 6) 


| prices on mail order sales in other 


ty, warned that sections of the Mc- 
Guire bill clearly violate the com- 


merce clause of the Constitution. 


® He centered his fire on sections | 
which attempt to prevent retailers | 
in fair trade states from cutting | 


fair trade states. 

“Congress is powerless to dele- 
gate authority over these inter- 
state sales to the states,” he told 
interstate commerce committee 
members. The Keogh bill has more 
moderate mail order provisions. 

Rules committee members pro- 


m  ¢ 
KRONE 
EE 


YAWNING CLOCK—Clock and copy are tied in in this painted display of Kronheim 


Furniture Co., Cleveland retail firm. The 
yawns with uplifted pajamo-clad arms. 


personified clock face, 11’ in diameter, 
The design was developed by Lustig 


Advertising Co. for Central Outdoor Advertising Co. 


He said he intends to ask the| 
House to substitute an anti-loss 
leader bill (H.R.6986) which he} 
introduced last week. | 


LAA Appoints Attorneys 
Attorneys Morton J. Simon and 
Louis N. Field have been named to 
serve as legal advisers to the) 
League of Advertising Agencies 
and its members. Mr. Simon has 
been a specialist in legal prob- 
lems affecting agencies for 15) 
years. Mr. Field has specialized in 
collections and credit and has a 
number of agencies as clients. 


Puts Out Book on Retail Sales 


Real Property Inventory of Met- 
ropolitan Cleveland, a non-profit 
organization, has issued “Retail 
Stores and Sales,” a 54-page re- 


| port on retail stores in the Cuya- 


hoga County area. Information on 
the book may be had by writing 
to the organization at 1001 Huron 
Rd., Cleveland 15. 


GE Promotes Chanon 

The lamp division of General 
Electric Co., Cleveland, has pro- 
moted Henry J. Chanon, manager 
of the Lighting Institute, to man- 
ager of original installation sales. 


Hall Joins Ball Bros. Co. 

Lem Hall, formerly an account 
executive for Columbia Broadcast- 
ing System, has been appointed 
sales promotion manager of Ball 
Bros. Co., El Monte, Cal. 


fined to readers within the city in 
which the paper is published. In 
this study interviews were made 
not only with readers of the Regis- 
ter and of the Tribune in Des 
Moines, but also with readers of 
each paper in communities outside 
the city but within the state of 
Iowa. 

As a result, it is pointed out, the 
report makes it possible, for the 
first time, to compare readership 
of advertising and editorial items 
in the same paper in the city 
where it is published witn the 
readership in other communities 


| throughout the state. 


® The study is based on examina- | 


tions of the Wednesday, Oct. 3 
1951, issue of Des Moines Tribune 
the evening paper, and the Thurs- 
day, Oct. 4, 1951, issue of Des 
Moines Register, the morning pa- 
per. 

The 2,100 interviews, equally di- 
vided between men and women 
readers, were completed in two 
days, Oct. 4 and 5. Although the 
special study is not a part of ARF’s 
Continuing Study of Newspaper 
Reading, the readership data ob- 
tained from interviews made with- 
in Des Moines are comparable with 
data compiled in the 140 daily 
newspaper studies which the foun- 
dation has made for the continu- 


(Continued on Page 128) 


Court Rules Parts 
of Lobbying Law 


Unconstitutional 


Wasuincton, March 19-—A spe- 
cial three-judge federal court to- 
day killed sections of the federal 
lobbying law which worried busi- 
ness groups that use advertising 
to discuss economic and legisla- 
| tive problems. 
| In a unanimous decision, the 
| court struck down language which 
| requires all persons or groups, oth- 
jer than political committees, to 
report contributions and expendi- 
tures which may influence pas- 
sage or defeat of legislation, di- 
rectly or indirectly. 

The court said the language of 
the statute was “too vague to con- 
stitute an ascertainable standard 
= guilt.” It concluded “no one 
can tell in advance what activities 
are comprehended within the 
scope” of these sections. 


| 
|= “This could be through commun- 
‘ications with committees or 
members of Congress, causing oth- 
|er people to do so, influencing pub- 
lic opinion by speeches, advertise- 
ments, or influencing others to do 
so 


| “It might,” the court held, “cov- 
ler any one of a multitude of un- 
defined activities.” 

The decision resulted from 
forts of the National Assn. of 
Manufacturers to obtain an in- 
junction preventing the Depart- 
ment of Justice from forcing it to 
file reports under the act. NAM 
denied that its principal occupa- 
tion is lobbying, and contended the 
law—passed in 1946—does not ap- 
ply to it. 


ef- 


@ While the court outlawed sec- 
tions dealing with reports on con- 
tributions and expenditures as un- 
constitutional, it did not pass on 
other sections which require lob- 
byists to register. It did, however, 
rule out certain penalties which 
the statute set up for failing to 
register. 

The case was heard by a three- 
judge court consisting of Circuit 
Judge Wilbur K. Miller and dis- 
trict judges Henry A. Schweinhaut 
and Alexander Holtzoff. The case 
will be appealed by the Justice 
Department to the Supreme Court. 


Complete Details 
of Quality Bakers 
Ad Program Told 


New York, March 18—Quality 
Bakers of America this year will 
use 431 daily newspapers, 25,000 
24-sheet posters, 40,000 3-sheet 
posters, broadcasts over 336 radio 
stations, spot showings on 25 tele- 
vision stations and 1,000,000 pieces 
of point of purchase display adver- 
tising. 

These figures were given to AA 
this week by R. L. Schaus, director 
of Quality Bakers advertising. 

In addition, the 1952 advertising 
program calls for 482 showings of 
| theater movie trailers and the use 
| of 125,000,000 special labels by 
members of the group. 

Quality Bakers’ Sunbeam loaf 
| advertising, Mr. Schaus said, will 
| continue last year’s movie star tie- 
up through M-G-M studios. More 
perry 105 bakeries in 40 states, he 
| Said, will tie in with this year’s 
Quality Bakers advertising pro- 
gram, 


_Appoints Lloyd Kern Marquis 

Lloyd Kern Marquis has been 
appointed assistant to Arthur C. 
Croft, publisher of Educator's 
Washington Dispatch, Teacher's 
Letter and Education Summary, 
all published in New London, 
Conn. Mr. Marquis formerly was 
connected with the Center for 


Field Studies, Harvard Graduate 


School of Education. 
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Rorabaugh Reports Appoints 
Boerst Associate Publisher 

James M. Boerst has_ been 
named associate publisher of Ror- 
abaugh Reports on spot radio and 
TV to direct a new expansion pro- 
gram for the radio section of the 
service. He is the owner of Execu- 
tives Radio-TV Service, which 
publishes the quarterly Radio-TV 
Factuary and Time Buyers Regis- 
ter. N. Charles Rorabaugh is pub- 
lisher of the Rorabaugh Reports, 
New York 

With the expansion, Mr. Rora- 
baugh will step up efforts to get 
all advertising agencies to make 


EXECUTIVE COMMITTEE—Shown here are the executive committee members of Ted 
Botes & Co., elected at a recent meeting. This group forms the nucleus of the 
agency plans board and will work on general management problems. Left to right 
are Rosser Reeves, William H. Kearns, Thomas F. Harrington, D. Robert Parman and 
Clifford Parsells. Mr. Harrington is chairman of the plans board committee. 


data on their monthly 
activities available for 
reports. In the future, 


spot radio will be collected through the of- 
use in the fices of Executives Radio-TV 
radio data Service in Larchmont, N. Y. 


DAVENPORT, |OWA | 


-Unquestioned Leader in 


QUAD-CITY Retail 


acs 


“ROCK ISLAND — $54,446,000 


Lp 


Use the 
DAVENPORT 
NEWSPAPERS 


; 7 
MOLINE — $53,175,000 : 


EAST MOLINE — $13,009,000 


@ ONLY THESE NEWSPAPERS PROVIDE HOME- 


DELIVERED 


CIRCULATION THROUGHOUT THE 


QUAD-CITIES. THE DAVENPORT NEWSPAPERS 
ARE UNQUESTIONED LINEAGE LEADERS IN THE 


$402 MILLION QUAD-CITY MARKET. 


The Sunday DEMOCRAT 


FIGURES COPR 195) SALES MANAGEMENT 
SURVEY OF BUTING POWER 
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Advertising Age, March 24, 1952 


The TV code was attacked last week by two admen—Benjamin Green 
of Arthur Meyerhoff & Co. and Don Nathanson of Toni Co. They 
say it’s unfair of broadcasters to saddle sponsors with the code’s 
“unfair, ridiculous” rules 


For a detailed survey of the chlorophyll product business, and the 
most complete list to date of lines using the chemical, see ....Page 1 


The premium is a means, not an end, according to Ralph Smith, v.p. 
of Sullivan, Stauffer, Colwell & Bayles. He told a Chicago premium 
buyers meeting that premiums never will be a substitute for sound 
selling copy 


America does not have a competitive economy, nor does it have 
a monopoly system. Prof. J. K. Galbraith of Harvard expounds his 
views on “countervailing power” in a new book on “American Capi- 
CU IIT ID bio hock a gxdWiosdetavescacOnsseeecsaet Page 22 

Advertisers now can print full-color magazine pages on balloons up to 
30” in diameter. Imagine a food store with a ceiling covered by 
ad reprints on balloons. Impossible? Just see ............... Page 38 


You will hear more about Kraft Foods Co.’s new cruet. What’s a cruet? 

It’s a useful new gadget. For a cruet briefing, see .......... Page 50 
new in point of purchase advertising copy, see 
..Pages 54, 56, 58, 84 


For a review of what’s 
AA’s gallery of the latest in P-O-P material ... 
Deglin-Wood Inc. is a New York agency with 11 active accounts. The 
twist? The agency hasn’t placed any copy for a year and hasn’t col- 
lected 15% commissions. But its accounts advertise and the agency 
is thriving. AA tells how on . ..Page 72 


The fast-growing aircoach business looks like it’s destined for big 
things. But there are some very important problems that must be 
solved before scheduled carriers will go all out .. Page 96 


“There is no greater futility in my book,” writes Jim Woolf this 
week, “than the futility of reaching out for universal readership.” 
He pours vitriol over all the “obscure, indiscriminate, meaningless 


headlines” in sight in hiscolumn on ............... .. Page 114 
REGULAR FEATURES 

Advertising Market Place ...100 Information for Advertisers . 100 
Along Media Path ....... 52 Magazine Linage ........ 107 
Chain Store Sales ..... on Mail Order Clinic ........ 116 
Coming Conventions ... lll ee 4, 98, 99 
Creative Man’s Corner . 114 Photographic Review ....... 104 
Department Store Sales ......78 Production Tips ......... 116 
EE ee ee ee 12 PPC Terre 
Employe Communications ._. 116 Salesense in Advertising oo ABO 
Eye and Ear Department ... 116 This Week in Washington ... 30 
Farm Publications Linage ... 128 Voice of the Advertiser 110 
Getting Personal .......... 32 What They're Saying ..... 12 


NORBERT C. BEEREND 

MILWAUKEE, March 19—Norbert 
C. Beerend, 60, who retired from 
the local advertising staff of the 
Milwaukee Sentinel in October, 
1950, because of ill health, died 
here last Thursday after a stroke. 

Mr. Beerend had been with the 
Sentinel since March, 1944. He 
spent many years before that with 
the U. S. Advertising Agency in 
Toledo. 


‘Food Topics’ Hikes Rate 


Food Topics, published every 
other Monday by Topics Publishing 
Co., New York, has increased its 
advertising rates about 12%. New 
one-time base rate is $1,097.60 a 
age based on 70 column inches 
at $1.12 a line. This is the first 
rate change made by Food Topics 
since Jan. 1, 1947, and has been 
made necessary because of in- 
creased publishing costs, Harrison 
S. Fraker, president, said. 
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delvery ON time 


Eliminate your production deadline worries with 
Globe’s on time engraving service. Solve your 
other engraving problems with Globe’s expert 


work and complete facilities . . . all under one 
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roof. Fifty-nine years of experience assure qual- 


ity and satisfaction on black and white, four 


color process, and electrotypes. For prompt, 


dependable service call HArrison 7-5305. 


711 SOUTH DEARBORN STREET.... CHICAGO 5 


GLOBE ENGRAVING AND ELECTROTYPE CO. 
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9th in a series 


In short... ."To influence major decisions in 
sales and advertising”. . . always remember . . . 


—— New York Leaders Are 


Herald Tribune 


Readers ! 


~ For further data, write to Herald Tribune Market Research Department, 230 West 41st Street, New York 36, N. Y. 
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Ricker to Brown Advertising 
Paul Ricker, formerly research 
director for Watt Publishing Co., 
Mount Morris, Ill., has joined the 
copy and research staff of the 
agricultural department of E. H. 
Brown Advertising, Chicago. 


Lauber Joins Mackay Co. 
Charles Lauber, formerly in the 
ad department of Weisfield’s, Seat- 
tie, has been appointed a copy- 
writer at Wallace Mackay Co., 


Seattle agency 


IGA Appeals from 
FTC's Order to 
Cease and Desist 


Cuicaco, March 18—Independent 
Grocers Alliance Distributing Co 
yesterday filed its appeal from an 
order entered by the Federal 
Trade Commission which prohibits 
IGA from accepting brokerage fees 
from sellers of grocery products 


and similar commodities. The ap- 
peal was filed in the U.S. circuit 
court of appeals here. 

Don R. Grimes, newly elected 
president of IGA, denied that the 
company had violated the broker- 
age provision of the Robinson- 
Patman Act. He said that “IGA 
had been created to meet the very 
purposes of the act by aiding inde- 
pendent retail food stores to meet 
chain store competition.” 


s “The action of the FTC,” he 
said, “threatens the very existence 
of a cooperative movement started 
more than a quarter of a century 
ago. If sustained, it would tend to 
increase the cost of food.” Mr. 
Grimes stressed that the effort of 
the IGA on behalf of the individual 
wholesalers and independent re- 


tailers would be continued. 

Mr. Grimes told AA that IGA 
would continue with its proposed 
national advertising program (AA, 
March 17). 


Basinger Buys Agency 


The entire stock and good will 
of McGiveran-Child, Chicago 
agency, has been bought by Paul 
J. Basinger. Mr. Basinger came to 
McGiveran-Child in 1946 as ex- 
ecutive v.p. Prior to that he owned | 
and operated Coronet Advertising | 
Art Studio, Chicago. 


Holce Appointed PR Head 


Eugene C. Holce, formerly with 
the Seattle Post-Intelligencer, has 
been named publicity director and 
assistant manager of Greater Seat- | 
tle Inc. He succeeds Guy Williams, 
who has resigned. 


“They spend the most 


where the most 1s spent” 


The New Yorker Magazine. Inc 


82% of THE NEW yorker’s U.S. circulation is concentrated in the 41 city-trading 


areas where most of the retail dollars are spent. These 41 areas account for 754% 


to 80% of the sales of many nationally advertised brands of quality foods. 


NEW yorkER subscribers live in the finest 
neighborhoods and suburbs of these rich 
areas. They patronize the finest shops. 


They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43x0 STREET 


NEW YORK, 36, N. Y. 


SELLS THE PEOPLE 


OTHER PEOPLE FOLLOW 


| commission 


Advertising Age, March 24, 1952 


FTC Orders IGA 
to Stop Taking 
Brokerage Fees 


(Continued from Page 3) 
sion believes that interest amounts 
to a direct or indirect control. 

He pointed out that the inter- 
mediary who helps the grocer 
move food by furnishing market- 
ing and merchandising services 
and stock controls is under the 
control of the small grocery buyers. 
Congress, he said, commands that 
a manufacturer’s intermediary 
cannot be under the direct or in- 


direct control of the buyer. 


® This case closely parallels the 
recent Carpel Frosted Foods FTC 
decision (AA, Jan. 14) which pro- 
hibited two grocery buying co- 
operatives and a food broker from 
accepting brokerage fees from 
Carpel. In the Carpel decision, 
Commissioner Mason issued a dis- 
sent because he felt that the ban 
on promotional payments to the 
cooperative deprived 275 neighbor- 
hood grocers of the opportunity 
to obtain assistance which enabled 
them to compete effectively with 
chains and other mass distribu- 
tors. 


@ Other findings of the commis- 
sion are, in part: 

IGA specifies and controls the 
quality of merchandise that se- 
lected sellers, packers, manufac- 
turers and producers may pack and 
sell under IGA brands. IGA con- 
trols, restricts and designates the 
number and type of buyers to 
whom the merchandise may be 
sold and, through negotiation with 
the sellers, determines the prices 
at which it may be sold. 

IGA, through the operation of 
franchise agreements with its af- 
filiated wholesale grocers, receives 
compensation from them for buy- 
ing and other services it renders 
in connection with their purchases 
and sales of merchandise. It also 
allots, restricts and designates the 
territory and channel through 
which merchandise packed under 
IGA labels may be sold. The fran- 
chise agreements grant to the 
wholesalers exclusive rights to all 
the merchandising, publicity, 
sales and promotion services of- 
fered by IGA. 


s Brokerage fees received from the 
sellers by IGA are passed on to 
the buyers in the form of serv- 
ices, including advertising allow- 
ances restricted to the promotion 
of IGA-branded merchandise, and 
in the form of stock dividend pay- 
ments, half of which is given to 
Grocers Co. for the benefit of the 
wholesalers who own the majority 
of its stock. The advertising allow- 
ances are provided for in agree- 
ments under which a wholesaler 
receives payments in direct ratio 
to the amount of brokerage or 
IGA collects from 
sellers on the wholesaler’s pur- 
chases of IGA-branded products. 

The commission's findings con- 
tain financial data on IGA’s in- 
come and expenditures for the 
years 1937-1946. They show that 
in 1945 IGA’s income from all 
sources was $807,816, of which 
$396,112 was derived from broker- 
age and commissions. The total 
amount expended for territorial 
advertising was $228,543, and stock 
dividends were paid in the amount 
of $25,000. 


Evans Appointed Chairman 

Trevor Evans of Pacific National 
Advertising has been appointed 
awards chairman for the fifth an- 
nual advertising awards contest of 
the Seattle Advertising and Sales 
Club. Awards will be announced 
May 8 this year. 
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Plan to Attend... 6th Annual 


POUNT-OF- PURCHASE 


ADVERTISING SYMPOSIUM 


and 


NATVONATL JEXOHIBINE 


‘April, 2,3, 1952 Waldorf-Astoria Hotel 


~NEW YORK CITY, N.Y. ee ee —*. 


3 IDEA-PACKED DAYS 


for Admen 


- 


Agency Men aun’ ony! 
, 7 neo FO 
Sales Managers oe er a 
e : a\ 1- : 
Merchandise 4% TUES. APE Led aS 
Managers” | Eni MERE Gates ta 
R grore DiSPIOY 
andSalesmen 4 wre ogo AM 


USE THIS COUPON TO ORDER YOUR TICKETS NOW! 


: POINT-OF-PURCHASE ADVERTISING INSTITUTE, inc. 
: 16 EAST 43RD STREET*NEW YORK 17, NEW YORK 


check is enclosed: 


April 2nd Symposium Tickets, including luncheon, 
at $7.50 each 


a 
ant 


all three days — April Ist, 2nd, and 3rd 


GENTLEMEN: Please send the following tickets, for which my 


FREE EXHIBIT Tickets for admittance to Exhibit Floor 


> NAME TITLE 
a + Tee > COMPANY. 
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ANA Hears Talk 
on Effect of TV 
on Other Media 


Hor Sprincs, Va., March 21 
What does TV do to other media? 

William E. Steers, v.p. and sec- 
retary of Doherty, Clifford & Shen- 


ANA Meeting 


field, tried to summarize what pre- 
vious studies have shown on the 
subject for the benefit of the ANA 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 


EGTABLIGHED !980 


Direct Mail - Catalogs - Publications 


here today, and here’s a recap 
Newspapers—No particular dif- 
ference in exposure in TV and non- 
TV homes, and TV owners seem 
to spend about 10% less time with 
newspapers than those who don't 
own TV sets 
Magazines—Readership in TV 
homes seems to be around 10% 
lower than magazine readership in 
non-TV homes. TV owners spend 


about 15%-20% less time with 
Magazines than non-owners. The 
net effect is about 25% fewer 


reading minutes in all TV homes, 
as compared with non-TV homes. 


® Sunday newspapers—Exposure 
is high in TV homes, but reading 
time is about 10%-15% lower than 
in non-TV homes. The net effect 
is about 10% difference in the 
reading minutes for the two groups. 

As for what difference length of 
TV ownership makes, Mr. Steers 
pointed to an NBC analysis, which 
tends to show that TV owners ac- 


divided on what happened to other 
media: Low income group’s radio 
listening rises after the TV set is 
two years old, newspaper reading 
drops slightly, magazine reading 
rises slightly. In the upper group, 
radio drops very slightly, newspa- 
per reading and magazine reading 
rise, 


® Mr. Steers notes that the TV au- 
dience at night reaches a size twice 
as large as radio’s peaks (in terms 
of sets in use) and from this he 
deduces that the TV audience can- 
not be drawn exclusively from ra- 
dio. 

People who are casually inter- 
ested in other media may be at- 
tracted to TV, which functions as 
a “time killer.” Accordingly, Mr. 
Steers figures there are two big 
problems: (1) How numerous ere 
the marginal readers, and (2) Did 
printed advertising ever have any 
effect on them in the first place? 

Printed media, he said, ought 


internal appeals required. 

C. G. Shaw, v.p., A. C. Nielsen 
Co., sketched in the characteristics 
of the radio and TV audiences for 
the ANA, which had a fairly peace- 
ful radio-TV session, since none of 
the explosive time value studies 
were being analyzed or unveiled 

He pointed out that, at the end 
of 1951, total home hours of radio 
and TV found radio accounting for 
about two-thirds of the total. How- 
ever, radio’s importance ranges 
from 96% in the early morning 
hours to less than half during late 
evening hours. 


® He pointed out that programs 
make a difference—‘Welcome 
Travelers” is strong in non-TV 


Jenny” does as well in TV as in 
non-TV areas. 


areas and low in TV homes; “Aunt | 


| 
} 
| 
| 


Similarly, in radio-only homes, | 
some programs are strongest in the | 


TV areas (like Walter Winchell 
and “Lux Radio Theater”) while 


one or more colors tually spend more time with TV to regard the studies as a storm others do best in non-TV areas 
714 S. Adams St., Marion, Indiana after they have owned it two years. warning, showing that greater mo- (“People Are Funny,” “Sus- 
High and low income groups tivation is necessary, and stronger, pense”). 
. | 
: <4 
The circus 
comes . 
an The 
i. 
0 town— 
[=~ 
) 


This spectacular program for our client, National 
Dairy Products Corporation, has won top ratings 
among all network shows on daytime television. 


every Saturday 


A clown and a calliope, performing animals, aerial 
acts, a side-show barker and a ringmaster . . 
are the ageless appeals of ‘the circus” to the heart 
of a child. 


The Sealtest Big Top mixes these glamorous circus 
ingredients into the biggest show on television— 
with some 350 performers and participants. Every 
Saturday, at noontime, finds millions of children and 
grownups glued to the television screen. Commer- ‘ 
cials, in the circus atmosphere, tell youngsters and 
their mothers about Sealtest Dairy Products. 


N.W. AYER & 


. these 


SON, INC. 


Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


| 


Advertising Age, March 24, 1952 


As for multi-station markets, the 
indication is that total television 
usage is higher than in single sta- 
tion markets, but the difference is 
minor. 

As for totals: In January, 1952, 
an average daytime radio program 
reached 2,033,000 homes. A broad- 
cast at night reached 3,210,000 
homes. 

The corresponding figure for TV 
is 1,198,000 homes in daytime, 2,- 
884,000 homes at night. In the 20 
top shows for each medium, the 
figures were remarkably similar. 
In AM, “Amos ’n’ Andy” scored 
7,019,000 homes per broadcast and 
Bob Hawk had 4,152,000. In TV, 
Red Skelton had 7,745,000 and “Big 
Town” had 4,790,000. 


8 On a cost-per-thousand basis, he 
figured that two dozen representa- 
tive shows from both media aver- 
aged roughly 50% higher for TV 
programs, a differential ascribed 
to TV’s higher production cost and 
pioneering stage of development. 
Of greater significance, he 
thought, is the fact that the range 
of costs (for both media) was 


|about four to one. “Opportunities 


for the alert advertiser exist in 
either field,” he said. 

Finally, Mr. Shaw said indica- 
tions are that duplication of radio 
and TV is very small, and radio 
and TV can be combined in ad- 
vertising plans. He said this held 
true even ina case involving three 
radio and two TV shows, where 
the duplication was less than 8%. 


® Harold E. Fellows, president of 
the National Assn. of Radio and TV 
Broadcasters, carried the ball for 
the media under discussion—and 
the ball was crystal. Here are some 
of the Fellows forecasts: 

1. TV time costs will go up, with 
advertisers getting a bonus in in- 


| creased listenership and results. 


2. TV won't lower the value of 
good radio stations. A total of 29 
have gone out of business since 
1947 in TV markets—the same 
number as expired in non-TV mar- 
kets during the period. 

3. TV will have greater effect 
on magazines than on newspapers. 

4. Talent costs will come down— 
because TV will produce new 
talent, and because broadcasters 
and sponsors will dig for effective 
lower-cost shows. 

5. Advertisers will be able to 
foot the bill, because TV will pro- 
duce the business. 

6. No other medium will be hurt 
fatally. 


Anti-Trust Suit 
Filed Against IBC 


New York, March 20—Charging 
conspiracy to monopolize the pro- 
motion and broadcasting of pro- 
fessional championship boxing, the 
government this week filed an 
anti-trust suit against the Inter- 
national Boxing Clubs of New 
York and Chicago. 

Listed as defendants, with the 
IBC, were Madison Square Gar- 
den Corp. and James D. Norris 
and Arthur M. Wirtz, principal 
stockholders of the clubs. Mr. Nor- 
ris is president of IBC. 

The International Boxing Club 
has the contracts for network radio 
and television’s leading network 
series—the Wednesday (Pabst) 
and Friday (Gillette) fights. 
Rights for top bouts are negoti- 
ated individually, but the two 
contracts reportedly bring in more 
than $1,000,000 annually. 

The suit charges the defendants 
with having tied up all leading 
fight contenders as well as the 
choice arenas in the country. 


To Kenyon & Eckhardt 

Robert G. Criar, formerly of 
Maxon Inc., New York, has joined 
Kenyon & Eckhardt, New York, as 
program supervisor and commer- 
cial producer in the radio-TV de- 
partment. 
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L cooled my heels 
and got a HOT IDEA... 


I learned to Say it with 
FLOWERS-BY-WIRE 


A swell idea blossomed from the receptionist’s roses. Hugh Crane appreciates 


the personal touch in business . . . so I congratulated him on his new 


job with Flowers-By-Wire. 


Next day I drove out to his office. Instead of Cooling my heels in the 


reception room, I was ushered in on a red carpet. My flowers had 


glad-handed Mugh . . . later I rode down the elevator with a big order. 


Now F.owers-By-Wire is standard operating procedure with me. 


And my hot idea has shown up in my commissions, too! 


ee: Sg! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 
Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days * On anniversaries » on special events « asa ‘thank you” for the 


order « on almost any business occasion « for those at home when you're away 


You can wire flowers to anyu here... from anywhere... more than 18,000 F.T.D. 


\ Look for the famous F.T. D. Mercury Emblem. 
' lt identities the right shops! 


and Interflora Member Shops at your service! 
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if it’s a drought in KANSAS 
a flood in IOWA 


Kier | a famine in INDIA 
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WOMEN’S WEAR DAILY DAILY NEWS RECORD 


She aes Aid Heals te ee ee Sa de Moos ; ; : : Fame crane FS a emcee oS ae or es ae o “sas 
: He : bs oe 
aS ig 
eae Ten 
4 a 
a | inn. < - ge bie re 
7 me, *. cae Tinea 3 : 
ak 10 oh mes e it 
FD i Le = - 
: ES : 
i pect OTe § ce 
t te wets “tees Caps. fi : . i 
t ge my Hes bp wt 
oe Siem ee * ae ~ : ; 
, Tipe. e . “SAY ve sit 
i % Yr ae 
1s o i 
ci % 2 
4s . : : * 
4 i all ; i 
7 -” Ce ee Si - ; ae - 
on | _— 44 ‘ . 7 A Ny & 
ie: Te. . es, ‘ POU ; 
a a a \ a ee a rm MS 
i Sy y> 7 
a 4 oa ie ie, D 
't > SS ? 
E mt s bd Rh, cA 
+ ; ww %  & Y 
og . * “ : 
_ Se > P ; 
~ ; piles ih >. i a | 
| LF ao lr f h 
ney or Aree ~ & 
ty - te eae. “ 4 5 
q 3 JP apis ta: y 
. Omer if f Pie { j i 
a —~Chlcuttae.\ 
q ~ yr ae E 
ee Sd 2 BEAL ‘ : 
' * 7 
; Pa “Bo 
: , nl : ~ : . 
‘ hk Art 2 . 
*f : ™ ag Kj DQ; | 
, ty. ieee | 
it velit + Ie KS = 
amn“ys Nee ; ‘ A } 
ns p ? 
Cy: : é 
s } * . F ’ 
7 
y ? 7 id *, € 
, ie fo ae 
. , Wi ae s : we 
te “ id 
| OLS | 
Pd 
I 
i 
if : 
i 
a, -. 
-_ & 
} Wi 
; Ss. a 
= ‘ " : . a “= 
7 ies eaten | ees ; ; A Se eae 089 tela Wee ea kc eee Se iy oe nee ; NR Tes 


We have our own facilities for news-gathering all over the world. It will come 
over our major wire service the same day it happens... will be rewritten, 
interpreted, set, and cast the day it will appear in the forthcoming issue (in at 
least half the time it can be carried by any other food periodical). Our giant 
presses are geared to stay open until the last minute (they’re capable of 


printing 40,000 full newspapers an hour). 


SUPERMARKET NEWS is a FAIRCHILD publication—serviced by 
24 branch offices in all major areas of this country and around the world... 


350 correspondents...a fully staffed Washington Bureau...1600 personnel. 


Thus you will get the news in time to do something about it — 


because you will know what is happening that much sooner. 


Introductory subscription offer: $1.00 a year. 


News will carry the news. 


© Supermarket News. 


A Fairchild Publication 7 East 12th Street, New York 3,N. Y. 
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Point of Purchase Must Be Better 
To a surprisingly large extent, point of purchase material has taken 
the place of the retail salesman. In an era in which retail selling is de- 
clining to that of order taking, much of the influence that once was 
exerted across the retail counter by people must now be done me- 


™ 
Ghanically 


In more and more retail operations, there is no personal selling 
contact at all. In others, the contact is becoming less and less impor- 
tant as an influence on sales. Even in those areas where personal 
salesmanship continues to be of major importance, the times demand 
sales helps that can bolster the salesman’s story and his knowledge 
of the product and its virtues 

It is clear that in this sort of selling atmosphere, point of purchase 
pRomotional material must do a better job than it has ever done be- 
fare. A bigger, harder job has been assigned to it. In many cases it 
mus! carry the whole load at the point of sale, without help from 
pérsonal salesmanship 

At the same time, and for much the same reasons, retailers are 
Mich fussier about the kind of point of sale material they will have 
im their stores. They, even more than the manufacturers, realize how 
potent a sales weapon point of sale material can be, and they screen 
itwith the greatest care. 

All of this means that point of purchase material must be con- 
timually improved if, first, it is to be used, and second, it is to do a 
job when it is used 

Great strides have been made in this field in recent years, but there 
is still room for plenty of improvement. The physical appearance of 
p@int of purchase material has improved greatly, and a host of new 
Materials and techniques have been developed. But many retailers 
still insist that too much point of purchase material, no matter how 
expensive or how nicely executed it may be, misses the major point. 

They say that too much of it is still created from the wrong point 
of view. The perfect material for store use, they insist, is that which 
does a job for the retailer first, and only secondly for the manu- 
facturer. And they insist that anything which is designed primarily 
to be of service to ‘the manufacturer, and only incidentally to do a 
job for the retailer, is almost foredoomed to failure 

The point can be argued interminably, but the fact remains that 
the most successful users of point of purchase are those who supply 


retailers with material whose value as a retail sales aid is obvious 


Plain Talk on Space Selling 


Art Porter, manager of the media department of Leo Burnett Co., 
told newspaper representatives the other day that competitive selling 
is essential! 

With the comparisons agencies and media are constantly making 
on various types of media, the salesman who does not sell competi- 
tively is not making a strong bid for the business, he said. The sales- 
man who says: “l don’t want to discuss my competitors, I just want 
to tell you about my publication and keep this conversation nice and 
clean,” Porter thinks 


that the media buyer has to discuss his buys in a competitive frame- 


is a little boring, Mr The reason, of course, is 
work, and he needs assistance 

Many media men and many advertising and agency executives 
will be at least mildly shocked at Mr. Porter's advice on media selling 
It runs counter to the pious platitudes that have so frequently been 
voiced 

But we suspect that the advice is reasonably sound. That is, if 
Mr. Porter was talking about constructively competitive selling, and 
not the kind of vicious selling which consists of making the other 


fellow out to be a liar and a thief 


“What | really want is a good ‘no’ 


Dun's Review 


man who will respect my judgment 


What They're Saying 


Forget You Are an Advertiser 

The Quaker Oats Co. is one of 
the largest advertisers in newspa- 
pers and on radio and television 
stations. This is handled through 
advertising agencies and through 
the advertising departments of the 


newspapers, radio and television 
stations. In the majority of the 
newspaper, radio and television 


stations across the country the ad- 
vertising department and editorial 
department are two separate units 

The newsmen you deal with are 
members of the editorial staffs 
Their job is news. Whether or not 
you are an advertiser has no bear- 
ing on making an item news Nev- 
er try to place a news story 
through the advertising depart- 
ment of the newspaper, radio, or 
television station because Quaker 
Oats is one of their big space buy- 
ers. True, it will work occasionally 
but such pressure tactics will only 
make enemies for you with your 
news contacts. 

When particularly good coverage 
is given to a Quaker item, don't of- 
fer to buy some additional ad- 
vertising to show your gratitude. 
If the item wasn’t worth the space 
as an interesting news item, it 
would not receive any special cov- 
erage. 

“Quaker Oats and the 


policy booklet dealing with 
Oats Co.'s press 


Press, 
Quaker 


relations 


Trend Moves to Canada 

The 40-hour week has certainly 
changed the living habits of Ca- 
nadians. With Saturday off each 
week the average male has been 
shackled more closely than ever to 
the female of the species. Whereas 
in the past the unhappy male was 
allowed to go to his office on Sat- 
urdays, he now has the dubious 
pleasure of staying at home and 
being the chore boy for the lady 
of the house. 

Go into any shopping center any 
Saturday from early morn to clos- 
ing time and who cdo you find do- 
ing the family shopping? Poppa! 
Of course many times Momma 
comes along too, but the signifi- 


cant thing is Poppa is there. And 
the fact that he is there should 
cause advertisers to take another 
look at their advertising appeals 

Here are some suggestions for 
advertisers to take advantage of 
the new trend. 

Advertising should be directed 
more at the male—that guy who 
for some reason was credited for 
years with doing only about 15% 
of total buying. 

With more women working the 
man is called upon to do more and 
more of the family buying. A re- 
cent survey shows 25% of grocery 
purchases are made by men shop- 
ping alone... 

The man makes decisions quick- 
ly. Shopping tempo is speeded up. 
That means there'll be more will-| 
ingness to accept one advertised | 
brand or another. If people buy 
faster, advertising must be strong- 
er to presell. With the male play- 
ing a greater part in the purchas- 
ing power of the nation adver- 
tisers will have to be more direct 
in their selling approach. Most 
men are realists and subtleties just 
go right over their heads. It be- 
hooves advertisers then to be more 
direct, more vigorous in their ap- 
peals. .. 

James R. Knox, in 


lished by the Advertising 
Club of Toronto 


Events, pub-| 
and Sales 


Precious Days 

Through some strange oversight, 
24 days out of the calendar year 
are going begging without a spon- 
sor. They are pathetic, unwanted 
little days but precious ones to a 
long-suffering public bombarded 
with slogans and sales promotien 
aimed at emotional soft spots. 

The Commerce Department re- 
ports 147 weeks adopted for var- 
ious types of commemoration from 
deep mourning to loud laughter. 
As for the months, each has been 
taken at least once and some twice. 

May we suggest that one of the 
24 days be used to pray that we 
may be let alone for the other 23. 


Editorial in the Chicago Daily News, 
March 11 
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Rough Proofs 


{ 


Harriet Bruce Moore says the 
all-important theme for adver- 
tisers to play on is anxiety or fear 

The idea is as old as halitosis. 

e 


The federal payroll in the na- 
tion’s capital, says a newspaper 
promotion ad, is up 265% since 
1940, a statistic that seems particu- 
larly menacing about March 15. 


The government, an official re- 
port shows, is using 3,633 p.r. men 
to promote its ideas, but President 
Truman thinks it’s all wrong for 
the public utilities to advertise 
their views on the public power 
program. 

* 

Quick's feature article, “Why 
wives are going back to work,” 
should bring a quick retort from 


| the ladies of the kitchen who will 


want to know, “Who says doing the 
cooking, cleaning, washing 
mending isn’t work?” 


and 


Catalina Inc. thinks 500,000 girls 
will enter the Miss Universe con- 
test, reports the world’s greatest 
advertising journal. 

Fortunately for the gals and 
their admirers, the contest will be 


decided on beauty of face and 
figure alone. 
. 
“Every smart salesman,” re- 


marks Nation's Business, “loves to 
talk about the toughest sale he’s 
ever made.” 

Like the fisherman who re- 
counts the saga of the big one 
that didn’t get away. 

e 


Video advertisers stand on the 
side-lines and cheer for Cecil 
Hoge, who is cleaning up on the 
sale of “TV Owners’ Guide,” 
which tells how to keep the set 
in shape to receive those com- 
mercials. 


Max Palatnik sold a lot of Deer- 
Stalker caps by getting a wrong 
number on a Detroit phone call. 
Seems as if the l.d. operator con- 
cerned ought to be cut in on the 
commission. 


« 
“She can catch only one cold at 
a time,” says the CBS Radio Net- 
work, referring to the typical 
housewife, who is undoubtedly 
grateful that it’s so. 


Scotty Reston, the New York 
Times star reporter, served un- 
successfully as the Cincinnati Reds 
press agent during a season when 
they finished last. Now he’s in a 
field where mind has a _ better 
chance of triumphing over matter 


“Government officials are re- 
sisting any suggestions that con- 
trols should be scrapped,” says a 
so-called news story, but who 
ever heard of a Washington agen- 
cy that was willing to relinquish 
controls? 

Ty Cobb says they don’t play 
baseball more, Either they 


should move the fences back or 
take the rabbit out of the ball. 
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The facts confirm what every successful 
advertiser in Philadelphia well knows: first 
choice in Philadelphia means Philadelphia’s 
first paper, THE INQUIRER. 


And the “First 50” report of Media Records 
shows the standing of the nation’s leading 
newspapers with accurate figures of actual 
linage; once again shows beyond question that 
Tue INQuiRER is FIRST in Philadelphia . . . 

in ninth place in all America! 


Need we say more? 


/ Now in its 19th 
/ Consecutive Year of Total 
_ Advertising Leadership 


HILADELPHIA 


...accotding to Media Records, Inc. 
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The Philadelphia Mnguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, los Angeles, Michigan 0259 
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Chicago retailers are increasingly proving at the cash register what 
a recent Publication Research Service study® points out: 


—that Chicago has outgrown the power of any single daily newspaper to reach 
even half of the prospects in America’s No. 2 Market, 


—that it now takes two Chicago daily newspapers to reach a majority 
of the market, and that 


—for most net unduplicated coverage, one of the two must be 
The Chicago SUN-TIMES. 


Study the changes in the retail picture at right. Then do as Chicago merchants 
do to Move More Goods at local levels. Make sure that one of your Chicago 
newspaper advertising media is The Chicago SUN-TIMES! 


“Good to see a little mass hysteria 


over something besides the world situation!” 


...for action, advertise in} 


* Chicago Daily Newspaper Coverage and Duplication, 1951. 
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takes 2 to round up big figures—and 


know which Z it takes TODAY! 


Tribune* 
+10% +12.5% SUN-TIMES 
+10.9% — | Tribune* 
a SUN-TIMES 
+5% Daily News 
Herald-American 
0 
—5% 


% CHANGE IN TOTAL RETAIL ADVERTISING, DAILY AND SUNDAY COMBINED 
Jan. and Feb., 1952, vs. Jan. and Feb., 1951 (Source, Media Records) 


Jan.-Feb., 1952 Jan.-Feb., 1951 Gain or Loss 

2,871,952 lines 2,553,953 lines +317,999 lines 
1,607,494 lines 1,449,258 lines +158,236 lines 
1,601,204 lines 1,681,270 lines —80,066 lines 
1,083,194 lines 1,164,537 lines §—81,343 lines 


Daily News” 
* --4.8% 


*Less Zone 


Herald sek anes rican 


~ + = F.0% 


IN OUR 4 YEARS OF OPERATION 


(The Daily SUN-TIMES was established Feb. 1, 1948) 


— AND HERE'S HOW THE TOTAL ADVERTISING PICTURE HAS CHANGED 


+ 5.0% 
Tribune* ° 
+5% ‘ oe (41,955,421 lines) 
anne +1.2% 
(Base: Each Newspaper’s Total Advertising Volume tne, TIMES ° ‘ 
For 12 Months Ending Jan. 31, 1949.) Fil (+197,901 lines) 


—10% 


ur i 

15% Source, Media Records 
12 Months 12 Months 12 Months 
Ending Ending Ending 
Jan. 31, ‘49 Jan. 31, ‘50 Jan. 31, ‘51 


Daily News 


oer 4's 


(--418,145 lines 


—17.0% 


( 3,012,619 lines 


eee C AG O- 


The SUN-TIMES 


* 991 W. Wiktier Brive, Ghicoge 6 + 250 Park Avenue, New York 17 » 


TOTAL CIRCULATION 586,970 AVERAGE NET PAID DAILY 
(ABC Publisher’s Statement For 6 Months Ending Sept. 30, 1951.) 


CONCENTRATED WHERE MOST 
OF THE BUYING IS DONE! 
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The Sun Shines Bright On PADUCAH... 
=" @ $500 Million Atomic Plant Is Going Up. 
" @ Bank deposits up 76% in 1951. 
4\~ @ More than 20,000 new jobs in year. 
SS” «The Paducah FunDemocrat 
27 ,000-Plus Paducah, Ky. Burke, Kuipers 


Daity - Sunday & Mahoney 


Liquor Is a Good Gift the Year Around, 
Seagram Will Emphasize in April Campaign 


New York, March 21—Seagram 
Distillers Corp. will launch a na- 
tionwide campaign in April to 
promote liquor as a year-round 
gift purchase item. It is an attempt 
to help retailers stabilize their 
gift market volume, according to 
George E. Mosley, v.p. in charge 
of advertising and sales promotion 
at Seagram's 


“We believe that this campaign | 


will provide services of great value 
to retailers,”” Mr. Mosley said, “by 
providing new merchandising ideas 
and methods. 

“We are gearing a large part of 
our advertising and promotion in 
a drive specifically aimed at as- 
sisting the retailer in his liquor 


gift market. Until recently, retail- | 


Read by 2,000,000 free enterprising, 


money-earning boys each month... 


Published by the Boy Scouts of America 
Read by more boys 10 to 17 than any other magazine in America. 


Advertising Age, March 24, 1952 


ers’ gift promotion began and 
ended with the Christmas season. 
Most retailers did not discover un- 
til recently that they were missing 
opportunities in the year-round 
gift market, which is now in the 
multi-billion dollar class.” 


@ Seagram's will open its cam- 
paign in April with birthday pro- 
motion advertisements in 544 daily 
newspapers, and with full-page, 
four-color ads in American Legion 
Magazine. Argosy, Collier's, Life 
and Look. Warwick & Legler han- 
dles the advertising. 

Announcement of the campaign 
has already broken in March issues 
of business papers with copy 
headed, “Why wait until Decem- 
ber for gift business?” 

Of the 33 pieces of original pro- 
motional material designed for re- 
tailer use, virtually none mention 
Seagram's products. 

One gaily-striped sign reads, 
“Every day is somebody's birthday 
or anniversary.” It is illustrated 
with confetti, gift-wrapped pack- 
ages and a candle-topped cake. 

Other point of purchase pieces 
direct consumers’ attention to spe- 
cific suggestions, such as, “make 
your gift shopping easy”; “for the 
new groom”; “for the new father”: 
“shower gifts”; “birthdays”; “stag 
parties”; “special occasions”; “‘an- 
niversaries,” and “wedding 
parties.” 


@ Tying in with the package store 
promotion, Seagram's is providing 
window display materials for bar 
owners that invite the passerby to 
enter the tavern and have a toast 
in honor of that particular holiday, 
birthday or special occasion. 

“All of this promotion material 
has been thoroughly pre-tested,” 
Saul C. Rickoff, Seagram's national 
sales promotion manager, empha- 
sized. 

“We recently conducted a gift 
promotion campaign,” he said, “in 
one sample area. Tabulated results 
showed an appreciable rise in re- 
tail sales, which were directly at- 
tributable to an increase in gift 
purchases of liquor. 


e “If, as had been stated by a 
former economic adviser to the 
government, 71% of all mufflers 
and scarves, 47% of all neckwear, 
46% of all pen and pencil sets, 47% 
of all sweaters and 40% of all 
sports shirts are sold as gifts,” Mr. 
Rickoff said, “then there is no rea- 
son why the present low of the 
liquor market (only 15% of all 
liquor is sold as gifts) cannot be 
raised considerably 

“This is particularly true,” he 
said, “when it is taken into con- 
sideration that the items I have 
mentioned are in the price class of 
almost any nationally advertised 
bottle of whisky. 

“From 1940 through 1950, there 
were 19,050,732 marriages in the 
United States. This meant at least 
19,000,000 showers and wedding 
parties, plus an untold number of 
anniversaries each year. From the 
age group of 21 through 75 there 
were 99,038,000 anniversaries. 
There could be a lot of happy gift 
givers and gift receivers among all 
those people.” 


Tea Men to Meet in May 

The Tea Assn. of the U.S.A 
will hold its mid-year meeting 
May 1 at the Hotel Plaza, New 
York. Arthur Motley, publisher of 
Parade, will be the featured 
speaker. Carl Dipman, editor of 
Progressive Grocer, will open the 
afternoon session which will be 
addressed by Robert B. Small- 
wood, Tea Council chairman and 
president of Thomas J. Lipton Inc. 


CBS-TV Appoints Two 

John A. Schneider, formerly of 
the CBS spot sales department’s 
Chicago office, and Arthur C. El- 
liott, previously with DuMont 
Television Network, have been 
added to the New York staff of 
CBS Television spot sales depart- 
ment. 
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T.R. who counseled America to ‘‘speak softly and carry a big stick” [sound advice today!) 


used to say: “I want to see you shoot the way you shout.” In that singing sentence 


you have the difference between a hard-hitting publication and a weak-kneed one. Fortunately 


practical builder is edited by the men who own it, 


They are not “ténant farmers” who serve faraway masters. 


They are guilled only by their own judgment. They listen 


| 


only to their awn convictions. They don’t hesitate to go out 


on a limb ifvit’s for the good of the industry they serve. 


That’s why they shoot the way they shout. And that’s why 


PB is the book it is...a book worth shouting about! 


Affiliated with 6 Building Industry Magazines compris- 
ing the largest, most distinguished publications in the 


building industry: Building Supply News, Building 
Material Merchant, Ceramic Industry, Ceramic Data 
Book, Brick and Clay Record, Masonry Building. 


... Of the light construction 
industry 


Send for our 64-page book... THERE'S MONEY IN 
REMODELING ...free to any manufacturer who asks 
Sor it on his letterhead. 


© woustaiar PUBLICATIONS, INC., CHICAGO 3 
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7,360 Customers Is 
Average Capacity of 
New Supermarkets 


New Yorx, March 18—A picture 
of the average new supermarket 
emerges from a survey made by 
Super Market Merchandising, pub- 
lished in its March issue 

In’ 1951 there were 1,166 new 
supermarkets built. Here’s how 
they shape up, on the average 

Size: 10,200 sq. ft. (in 1950: 
9,662). Bigger chains concentrate | 
on 5,000-15,000 sq. ft. Smaller out- 
fits generally build markets of 
15,000 sq. ft. and over. 

ParkKINnG Lot: 2.8 times its own 
size 

VoLUME: Built to do $1,300,000 
to $1,500,000-——“geared to do a vol- 
ume twice the size of the average 
industry market in about twice 
the space.” 

Emp.oyes: 30. 

CusToMers: 7,360 a week. 

Bui_t: About two-thirds of all} 
new markets were built by indi-| 
vidual or local multi-store groups. | 

Location: 37% in metropolitan 
areas, 54.3% in suburban areas 


® “The 100% self-service market 
is rapidly becoming a reality,” 
says Super Market Merchandising. 
“In addition to 100% self-service 
for all in grocery, dairy and frozen | 

of the markets | 


wfoods, over 90% 
we self-service in drugs and cos- | 


Metics, wines, magazines, house- 
Wares, stationery, toys, beer, hard- | 
Ware and sundries. In 72.5% of | 
these new markets, the produce} 
dé@partment is self-service Meats | 
are self-service in 54.9% 
*Non-food departments are get- | 
timg a firm foothold in the indus- 
try: 90.1% of the 1951 supers have 
dgmgs and cosmetics departments; | 
% have magazines; 56.2% 
have housewares; 49.4% have sta- | 
ti@mery; 27.2% have hardware; | 
494 sundries, and 24.1% toys.” 


Fighler Buys into ‘Commercial’ | 
Bennett H. Fishler has succeeded | 
Russell H. Peters as president of | 
Penobscot Publishing Co., pub- 
lisher of the Commercial, Bangor, 
Me. Mr. Fishler became associate | 
publisher when he bought Mr.) 
Peters’ financial interests in the) 
v. Mr. Fishler is editor and| 
pubiisie of the Herald-News, | 
idgewood, N. J., and two weeklies 
in Teaneck, N.J. He is also di- 
rettor of the Journal, Elizabeth, | 
N.J. James D. Ewing, formerly | 
co-publisher in Bangor, becomes 
publisher of the Commercial and} 
retains the positions of v.p. and) 
treasurer | 


Standard Oil Names Hawk 


Standard Oil Co. (Indiana), 
Chicago, has promoted P. C. Hawk | 
from manager of the Joliet, IIL, 
sales field to manager of the tires- 
batteries-accessories department. 
H. E. Prunty, manager of the 
consumer sales department in the 
general office, succeeds Mr. Hawk. 
A. K. Smith, assistant manager of 
consumer sales in Detroit, will re- 
place Mr. Prunty 


; PRESS 


CLIPPINGS. 


+ from all Newspapers 
} and Magazines { 
| 4 
i 
> y ‘ 
» 4 
> yan iat eae 4 
: 
165 Church St., New York 7,.N. Y. 


If it’s printed, 
Burrelle's will clip it 


Adams Reelected President 
Grant H. Adams, Canadian 

Johns-Manville Co., Toronto, has 

been reelected president of the 


Canadian Circulations Audit 
Board. E. Salmond, Monetary 
Times Printing Co. of Canada, 


Toronto, is treasurer. 


Joins ‘American Magazine’ 

H. Trevor Waters, formerly ad 
manager of Schieffelin & Co., New 
York, has joined the New York 
advertising staff of American 
Magazine. 


ABC Appoints Joseph Henry | 
Joseph P. Henry, formerly ra-/| 


dio and television time buyer for 
MacManus, John & Adarns in De- 
troit, has been appointed spot sales 
representative in Detroit for 
American Broadcasting Co. 


Sherrill Joins Bates & Co. 

Leicester H. Sherrill, v.p. at Bat- 
ten, Barton, Durstine & Osborn for 
the last 15 years, has joined Ted 
Bates & Co., New York. He will 
work in an executive capacity on 
the Standard Brands account. 


McGaughey Named Exec V.P. 


Emmett C. McGaughey has been 
appointed executive v.p. in charge 
of the Pacific Coast offices of Er- 
win, Wasey & Co. in Los Angeles. 
Formerly, he was southern Cali- 
fornia manager for Cappel, Mac- 
Donald & Co. and before that was 


| with General Motors Corp. in an 


advertising capacity. 


Fremd Elected a V. P. 


Ted Fremd, account executive, | 


has been elected a v.p. in the New 
York office of Ralph H. Jones Co. 


Advertising Age, March 24, 1952 


Latin American Guide Out 


American Foreign Credit Un- 
derwriters Corp., New York, has 
issued the 1952 edition of its 
“Market Guide for Latin Amer- 
ica.” A free folder describing 
auxiliary services and subscrip- 
tion terms can be had by writing 
the company at 170 Broadway. 


Beullac Joins Stanfield Ltd. 
Pierre B. Beullac has been ap- 
pointed an account executive and 
director of French advertising for 
Harold F. Stanfield Ltd., Montreal 
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N Y Savings Bank Assn Plans Campaign Savings Banks of New York/}terial for schoo! distribution will 


State. | probably also be distributed. The 
° j agency is Muir & Co. 
in 70 State Newspapers; BudgetIsUp50% , a aia sl m 


New York, March 19—A budget lines. The headline will say, “Get restricted to mass circulation pa-| Weber Joins Liquinet 
of more than $350,000 will be used | ready for the thrill of your life—| | pers in savings bank trading areas. Ray A. Weber, formerly with| 
by the Savings Bank Assn. of the Open a savings bank account to- | | The association will provide mem-| Phil Kalech Co., has been ap- 
State of New York this year—the| day.” Copy will explain, for ex-| ber banks with a newspaper ad-| Pointed merchandising director of 
llth year the banks have adver-| ample, that savings are the key to|vertising mat service, local tie-in | Liquinet Corp., New York. 
tised cooperatively. The figure “the trip you've always wanted.” | promotions, and a motion picture §teejograph Names Guttman 
represents a 50% increase over last) The campaign will continue plug- | distribution service based on seven | Stevey Guttean bas bein wine 
year. ging the thrills that come with| films (four of them produced by) sume to nos tel of Senha. 
The kick-off ad, scheduled for| saving for specific purposes. Sig-| the banks), schedules in radio | graph Co., New York. He joined 
70 state newspapers, runs 600/ nature on the ads will be “The | and TV, and thrift education ma-| the company in 1947 as a salesman. 


and § d Service means Sales! 


ike most useful service is timed to fit 
_- needs and designed to be of prac- 
tical help. To a housewife, there's nothing 
more timely, more useful, than help in the 
solution of her household problems. 


That's why Herald-American home 
service features fill such an important role 
in the planning of household operations 
for well over a half-million families. 
They're designed to meet today's needs in 
a practical, workable way. 


The spontaneous response from Chica- 
go's homemakers to a stimulating Herald- 
American series, “How to Modernize with- 
out Remodeling”, reveals the alertness with 
which Herald-American home service fea- 
tures are followed by Chicago's housewives. 


The series presented new, workable ways 
of putting home furnishings and accessories 
to work in overcoming structural defects, 
without expensive remodeling. It was 
written at the household level, by experts 
who knew everyday household problems. 


Home furnishings described and pictured 
in the Herald-American's popular Today's 
Home feature are always currently avail- 
able, and are presented with full informa- 
tion as to where and at what price they 
may be purchased. House Doctor, another 
special Herald-American service feature 
answering decorating questions of indivi- 
dual readers, is the only decorating service 
of its kind in Chicago, supplying answers 
to hundreds of questions each month. 


Home service features are a most impor- 
tant part of the Herald-American and are 
among the reasons for the high regard the 
Herald-American has earned among 


Chicago's homemakers. 


Service means sales. The newspaper 
which serves its readers best, best serves 
its advertisers. The enthusiastic response 
of Chicago women to Herald- American 
service features offers advertisers an 
important plus when their message goes 
home in Chicago's No. 1 home service 
newspaper. It's proof, again, that, if what 
you sell goes into the home, your adverti- 
sing belongs in the 


Chicago Herald-American 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


compression 
q industrial 


Here's a way to get better 
combustion out of your 
sales engine... with non- 
premium fuel. 


Follow one of the oldest 
principles of selling and 
apply your greatest 
power where your great- 
est potential is. 


} 


If you sell industry, then 
your market is packed 
into 650 counties out of 
all the U.S.A.’s 3,072... 
each worth $10,000,000 
or more in manufactur- 
ing...all accounting for 
92.9% of this country’s 
manufactured goods. 


If you sell industry, that 
means putting your 
advertising in the Sunday 
New York Times, because 
The Times puts 1,000,000 
newspapers into their 650 
counties ... bought and 
paid for by those same 
businessmen you want to 
sell. 


And if you want to catch 
them at peak interest, you 
specify “REVIEW OF THE 
WEEK” because more ard 
more businessmen tell us 
they are reading this 
newsreview regularly... 
and like it. 


Ask your agency, or ask 
us, for the rest of the 
story. 


| The New York Times 
REVIEW 
OF THE 
WEEK 


the newsreview you get 
every Sunday exclusively 
with The New York Times 
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Straight as a main line, the country’s railroads have highballed to 
NEWSWEEK’s profitable marketplace for passenger and freight traffic. 
Result: 

...For two years straight, NEWSWEEK has held first place among 
all magazines in number of railroad and railroad equipment ad- 
vertising pages. 

...This caps a 13-year rise among the railroads’ preferred media. 


NEWSWEEK—FOR THE BEST OF REASONS: 


.»s NEWSWEEK’s 800,000-plus circulation delivers more $5,000- 
and-over income families—per dollar invested—than any other 
weekly, biweekly or monthly magazine. 


...94.6% of NEWSWEEK’s circulation is concentrated among people 
of influence and decision in business, industry, government and 
the professional fields. 

On all counts, NEWSWEEK is the express ticket to America’s spendable 
incomes— a waybill to American business. 
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‘Countervailing Power’ Analyzed in New 
Book on Workings of the Economic System 


Boston, March 18—By and 
large, present-day America does 
not have a competitive economy, 
in the classical economic sense. In- 
stead, it is—except in a few areas 

an oligopoly; that is, a rela- 
tiveiy small number of sellers 
dominate a market 

Hence, competition in the usu- 
ally accepted economic sense does 
not exist in large areas of our eco- 
nomy. But we do not have mo- 
nopoly, either. The reason we don't, 
and the reason the economy works, 
is that “countervailing power” 
has taken on the functions of clas- 
sical competition 

The accepted economic concept 


of competition is that of many 
sellers competing in the market 
place. They compete with each 


other; if one gets out of line, the 
get the business. When 
there are few sellers, rather than 
many, this type of competition 
tends to weaken. “Countervatling 
power” largely takes place 
This is the power exercised by 
buyers against sellers—pressure 
exerted from the other side of the 
buying fence were 


its 


as it 


of corollary 
startling economic concepts are 
advanced by Prof. John Kenneth 
Galbraith of Harvard in “Ameri- 
Capitalism—The Concept of 
mintervailing Power,” published 
3 Houghton, Mifflin Co. ($3) 
The jacket statements that this 
k is “a bold new concept of the 
a of power in the last 
f@fuge of avowed capitalism,” and 
book 


@ These and a host 


that “this is an economics 
that ail literate Americans can 
read" are no mere blurbs. The 


k is not only readable, but ac- 

liv entertaining 

rof. Galbraith, once one of the 

tors of Fortune, writes with a 
fafile pen and no lack of humor 
ABd his concepts are certain to be 
pa as bold, and to invoke 

siderable discussion 
@ The present organization and 
Management of the American eco- 
nammy are in defiance of the rules 
—fules that derive their ultimate 
authority from men of such New- 
tofian stature as Bentham, Ri- 
cafdlo and Adam Smith,” says Prof 
Ga)braith. “Nevertheless it works, 
an@ in the vears since World War 
I Muite brilliantly. The fact that 
ft does so, in disregard of precept, 
has caused men to suppose that all 
must end in a terrible crash.” 

The fact is, he says, that the ac- 
cepted “rules” seem to be wrong 
The system works. But, because it 
works differently than the rules 
say it is supposed to work, every- 
one believes it will fall apart 

Prof. Galbraith spends perhaps 
two-thirds of his book on an anal- 
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Year after year, more NATIONAL 
ADVERTISERS are adding THE 
BAYONNE TIMES to their News- 
paper Schedule .. . word is getting 
around that 


“BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE” 
BAYONNE TIMES 


BAYONNE, NEW JERSEY 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


THE 


ysis of how the economy shapes up 
at present, and in demonstrating 
his theory that classical economics 
do not provide the answer. It is 
the assumption that these classical 
notions of economics are still true, 
he says, which makes everyone 
unhappy—the conservative as well 
as the liberal. Both seem to have 
the. fear that, while the system is 


obviously working well at present, 
there must be some ultimate “day 
of reakoning,” because the “rules” 
are being broken. 


® But, says Prof. Galbraith, the 
“rules” aren’t rules at all; they 
are assumptions based on circum- 
Stances that seemed to justify 
them when they were made. We 
don’t realize this, and therefore 
we are suffering from “the in- 
security of illusion.” 

What he calls “countervailing 


power” has taken the place of 
competition as a regulatory factor 
in the economy, the author says. 
Countervailing power, he says, de- 
| velops whenever classical compe- 
tition declines. He states it this 
way: 

“The long trend toward concen- 
tration of industrial enterprise in 
[the hands of a relatively few 
firms has brought into existence 
not only strong sellers... but also 
| strong buyers...The two develop 
| together, not in precise step but 
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in such manner that the one is in 
response to the other. 

“The fact that a seller enjoys a 
measure of monopoly power, and 
is reaping a measure of monopoly 
return as a result, means that there 
is an inducement to those firms 
from whom he buys or those to 
whom he sells to develop the 
power with which they can defend 
themselves against exploitation ... 
In this way the existence of mar- 


ket power creates an incentive to 
the organization of another posi- 


For the full power of 
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tion of power that neutralizes it.” 


® The practical evidence of this 
theory, Prof. Galbraith says, is 
the rise of chain stores, mail order 
houses, cooperative buying organi- 
zations of the voluntary chain type, 
buying syndicates, etc. 

These large buying organizations 
provide countervailing power 
against large sellers. In doing so, 
to a large extent (and primarily 
because it is to their interest to do 
so) they provide protection for the | 


public at large. They help prevent 
the accepted consequences of mo- 
nopoly. 

Countervailing power, Prof. 
Galbraith warns, does not seem to 
be equally effective under all 
conditions, It loses most of its ef- 
fect, he says, under conditions of 
shortages or serious inflation. Then 
the holder of countervailing power 
is unable to exercise it, because 
his greatest problem is to get what 
he needs, under any circumstances. 

If the concept of countervailing 


\ ee een 


23 


power is accurate, the author says, velopment of countervailing power | of original market power in the 


then anti-trust prosecutions di- 
rected at the holders of such 
countervailing power (for exam- 
ple, A&P) may actually be foster- 
ing monopoly rather than prevent- 
ing it. The balance of power can 
be seriously disturbed if the holder 
of countervailing power is pre- 
vented from exercising this power 
effectively. 


@ There are broad areas in the 
economy where no effective de- 


has been developed, Prof. Gal-| 


braith concedes. One of these is 


agriculture, where true competi- | 


tion in the classical sense still is 
the order of the day, with what- 
ever modifications government 
edict has been able to develop. An- 
other is the building field; another 
is textiles. 

The role of government in a 
| society of countervailing power is 
‘clear, in principle, he says. It 
should probably attack positions 


im Los Angeles, 
it’s the ABC City Zone! 


THE RICHEST prize of the vast, sprawling Los Angeles 


metropolitan area is the highly concentrated ABC City Zone. 


It’s truly the retail gem of Western America. And what a gem! 


Almost 500 square miles in area, it accounts for 58.6 percent 


of metropolitan Los Angeles’ total population and 71.8 


percent of the area’s total retail sales. 


THIS RICH PRIZE is yours when you concentrate your 


advertising in the one Los Angeles newspaper that 


concentrates more than two-thirds of its total circulation in 


the ABC City Zone to lead al] Los Angeles newspapers in this 


vital area. That newspaper is the Los Angeles 


Evening Herald-Express. 


Uli the f batt. 


HERALD-EXPRESS 


Represented Nationally by Motoney, Regan and Schmitt 


economy if they are not effectively 
| offset by countervailing power. In 
theory, at least, it should probably 
be concerned about all positions of 
market power. But there is co 
justification for attacking counter- 
vailing power when original power 
in the same area is left untouched. 

On the other hand, Prof. Gal- 
braith believes that it is equally 
the role of government to foster 
the development of countervailing 
power in those areas where it does 
not effectively exist. 


@ In general, he presents an opti- 
mistic conclusion: 

“Speaking with all the caution 
that broad generalization requires, 
the experience of these years sug- 
gests that there are no problems 
on the side of depression or infla- 
tion with which the American eco- 
nomy and policy cannot, if it must, 
contend.” 

The role of advertising and sell- 
ing in the present economy is dis- 
cussed in a chapter called “The 
Unseemly Economics of Opulence,” 
which was printed in full in the 
Feb. 4 issue of ADVERTISING AGE 


NBP Names New Committee 

A new member relations com- 
mittee has been named by Na- 
tional Business _ Publications, 
Washington. Russell L. Put- 
man, NBP president, and presi- 
}dent of Putman Publishing Co., 
| Chicago, is committee chairman, 
Others include: A. F. Voss, pre 
dent, American Paint Journal 
St. Louis; James W. Peaslee, p 
lisher, Boating Industry, St. 
seph, Mich.; Fred C. Johnst 
| publisher, Construction Dig 
| Indianapolis; Robert W. Linl 
| publisher, Linley Publishing Ci 
'Los Angeles; and Elliott Tay! 
| publisher, American Gas Jourr 
| New York. 


Crist Rejoins Indiana Bell 

| E. W. Crist has returned to 
national trademark service di 
sion of Indiana Bell Telephone C@., 
after several months’ absence 
his new assignment he will co 
northwestern Indiana and 

| visit all manufacturers who hay 
| merchandising problems outside 4 
the city in which they are locat 


Wilmotte to Workman Servi 

J. Edward Wilmotte, forme 
manager of the machine accoun 
ing division of Cummins Engif 
Co., Columbus, Ind., has b 
named tabulating consultant 
Workman Service Inc., Chicago. 
will be in charge of questionnai 
design, analysis and _ tabulati 
methods. 


ore 


68% 
MORE 
MONEY 


with which to 


BUY 
YOUR 
WARES 


in Greenwich, Conn., 
where the average family 
has 68% more spendable 
income than has the aver- 
age U. S. family. Only one 
newspaper gives effective 
coverage of this rich mar- 
ket, it is Greenwich Time, 
often called “the best su- 
burban daily newspaper in 
America.” National Repre- 
sentatives, Bogner and 
Martin, N. Y. and Chicago. 
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Belmont Promotes Henry 


Allen Henry, contracts adminis- 
trator and ad manager, has been 
promoted to product manager for 
television and radio of Belmont 
Radio Corp., Chicago. Charles Mc- 
Kinney, formerly assistant ad man- 
ager of Armour & Co., Chicago, 
has been appointed to succeed Mr. 
Henry. Raul Frye, manager of the 
Washington office, has been trans- 
ferred to Chicago as genera! sales 
manager for technical products. 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
Or 5-3523 


When you 
need 


RECENT 
BIRTH 


Trendex TV Ratings 
March 1-7, 1952 


Multi-Station TV Cities 


I Love Lucy (Philip Morris, CBS) 47.1 
Talent Scouts (Lipton, CBS) 46.1 
Texaco Star Theater (NBC) 412 
Red Skelton Show (Tide, NBC) 37.8 
Show of Shows (Several sponsors. NBC) 36.6 
Fireside Theater (P&G, NBC) 35.1 


You Bet by Life (DeSoto- Plymouth 


Dealers, NBC) 32.9 


Mama (Maxwell House, CBS) . 32.7 
Man Against Crime (Camel, CBS) 32.1 
Racket Squad (Philip Morris, CBS) 316 


Trahan Returns to Agency 

Ed Trahan has returned to Clark 
& Rickard, Detroit agency, as di- 
rector of television and public re- 
| lations. 


Charland Elected a Director 


Wilfrid Charland, v.p. in charge 
of radio and television, has been 


elected a director of McKim Ad-| 


vertising, Montreal. 


Leaves Luckoff, Wayburn 

Ivan Frankel has resigned as 
secretary of Luckoff, Wayburn & 
Frankel, Detroit agency. He is 
leaving in order to devote full 
time to outside business interests. 


Blue Top Names Agency 

Blue Top Brewing Co., Kitch- 
ener, Ont., has appointed Paul- 
Taylor-Phelan, Toronto, to direct 
its advertising. 


Agency Opens in Colorado 

R. A. Denis, formerly assistant 
ad manager of Montgomery Ward 
& Co.’s retail division in Denver, 


and E. M. Halverson, formerly 
professor of advertising at the 
University of Nebraska, have 


opened an agency in Boulder, Colo. 


Gannett to ‘Kennebec Journal’ 

John H. Gannett, a son of Guy 
P. Gannett, president of Guy Gan- 
nett Publishing Co., Hartford, has 
been named assistant business 
manager of the Kennebec Journal, 
Augusta, Me. 


Gray Manages ‘Sentinel’ 

Howard Gray has been ap- 
pointed general mianager of the 
Sentinel, Waterville, Me. He re- 
places Caleb Lewis, who will con- 
tinue as editor. 


Champion Leo Drake 


Plows a Straight Line... 


7 
ME tg cheatin « 


LEO DRAKE, Memphis, Missouri, is the win 
ner of the National Plowing contest held last 
summer at Bethany, Missouri. Thousands saw 
Leo's demonstration when he plowed his way 
to victory! 


and so does MISSOURI RURALIST! 


advantages; accordingly, Missouri farmers 


Yes sir! Missouri farmers know how to plow a 
straight line to better farming, greater yields, 
and bigger dollar returns. Missouri Ruralist is 
tailored for Missouri's special problems and 


Typical of Missouri's 


handsome new elevator on 


Editorial Office, Fayette, 


like Leo Drake rely on the Ruralist for this spe- 
cialized information—information they can put 
to work on their own farms with confidence! 


dollar states!” 


Belief in MISSOURI RURALIST SELLS FOR YOU 


Missouri farmers and their families look to Missouri Ruralist for in- 
formation they can trust—and use! Your advertisement next to 


MISSOURI is a BILLION DOLLAR Farm Market 


Missouri has the sixth largest farm cash income in the country...and 
for almost a decade has rated in that exclusive group of “billion 


these trusted editorial columns gives you the same friendly support. 


progressive farming is this 
the Leo Drake farm. Memphis, 
Missouri, said to be one of the finest buildings of its 
kind in Northeastern Missour: 


Mo. 


PUBL 


That's why you need Missouri Ruralist to sell this vast farm market. 
Write for complete information today! 


SHEO BY CAPPER PUBLICATIONS 


Business Office, Topeka, Kansas 


LET THE GOLDFISH SELL—Baver & Black 
is using goldfish to help sell its new 
waterproof adhesive Curad bandages. A 
field salesman and one of his customers 
set up the first display and boosted sales 
250% in three days. As a result, the 
company is supplying all salesmen with 
goldfish. 


Business Papers 


Aim to Standardize 


Rate Card Wording 


Cuicaco, March 18—ABP efforts 
to promote standardization are 
limited strictly to practices and 
have nothing to do with policies, 
the Chicago Business Papers Assn. 
was told last week. 

William K. Beard Jr., president 
of Associated Business Publica- 
tions, and Angelo Venezian of Mc- 
Graw-Hill Publishing Co., chair- 
man of the uniform practices com- 
mittee, explained the activities of 
the group and asked voluntary 
support of all business paper 
publishers. They stressed that 
findings and recommendations, 
worked out with the help of the 
American Assn. of Advertising 
Agencies’ business paper commit- 
tee, are being made available to all 
business papers, whether ABP 
members or not. 


® Objective of the effort is to de- 
velop a manual of uniform prac- 
tices which will avoid confusion 
in stating policies. The committee 
found hundreds of variations in the 
way such simple things as agency 
commission, cash discount, charges 
for color and bleed, etc., are stated 
—or not stated—on rate cards and 
in listings. 

They aim to develop standard 
phraseology covering all practices 
But they emphasize that the actual 
policies and terms which such 
phraseology covers are strictly the 
province of each publisher. 


H. D. Hadden Leaves Dorland 
for Nat'l] Foremen’s Institute 


H. Douglas Hadden, formerly 
president and director of Dorland 
International Inc., has joined Na- 
tional Foremen’s Institute, New 
York, as assistant to the president. 
The institute is an industrial pub- 
lishing organization which services 
40,000 companies in the U. S., Can- 
ada and South America with su- 
pervisory training and industrial 
relations publications. A. C. Croft, 
president of NFI, is also president 
of the American Arbitration Assn., 
a non-profit organization for set- 
tling business disputes, with tribu- 
nals in 1,600 cities. 

Mr. Hadden servec with Dor- 
land as account executive, secre- 
tary, treasurer, v.p., and was elec- 
ted president in 1932. The agency 
has 66 branch and associate offices 
in all principal commercial centers 
in the world. 


Hilliard Heads Research Dept. 


Harry Hilliard has been ap- 
pointed manager of the newly cre- 
ated research division in the ad- 
vertising department of the Eve- 
ning Express and Press Herald, 
Portland, Me. 
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USE / C D FOR EFFECTIVE YEAR ‘ROUND DISTRIBUTION OF 
YOUR CATALOG MATERIAL 10... 


THE INSTITUTIONS MARKET 


rs ; B 
Les HT é HHT < — LT i Y. oiaoe PT 
Ph Nag) eg Faye 
Public and Private as +4 eal 
Institutions Hotels and Motels Army, Noval, Airforce Bases Transportation Systems 


of MASS FEEDING and MASS HOUSING 


REMEMBER THESE 4 VITAL FACTS... 


Institutions’ buyers and specifiers overwhelmingly prefer to receive man- 
ufacturers’ catalogs conveniently bound in INSTITUTIONS CATALOG 
DIRECTORY. 


Only a small portion of institutions have facilities for the filing of catalogs POSS SERVICE BQUIPIENT 
received through the mail, left by salesmen, obtained at conventions, or — <= 
secured by other means. 


beaese Jucrty 


Among those few institutions having filing facilities, only a small portion 
of all catalogs received are filed. 


* YOUR CATALOG, BOUND INTO INSTITUTIONS CATALOG 
DIRECTORY, IS PREFILED AND THOROUGHLY CROSS INDEXED. 
IT CANNOT BECOME LOST, DISCARDED, OR MISFILED. 
INSTITUTIONS CATALOG DIRECTORY IS 
THE EASY WAY FOR INSTITUTIONS’ BUY- 
ERS AND SPECIFIERS TO FIND YOUR 


PRODUCT. 
The 1953 edition closes <9 
September 15, 1952. gv? 
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1801 PRAIRIE AVENUE ~* CHICAGO 16, ILLINOIS 
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Audit Bureau Board 


Rejects Proposal 
by Weekly Papers 


PaLM Beacu, Fia., March 18— 
The board of directors of the Audit 
Bureau of Circulations has turned 
down a request that a representa- 
tive of the weekly newspapers be 
added to the ABC board 

The ABC board decided at its 
meeting here earlier this month 
that it would be unwise to change 
the present structure of the board 

Weekly newspaper members of 
the Audit Bureau for several years 
have petitioned for representation 
on the board. The issue again was 
raised last fall, at the annual ABC 
meeting in Chicago (AA, Oct. 29) 

A spokesman for the weeklies 
presented the case during the di- 
visional meeting of newspaper 
members. Several publishers of 
daily papers backstopped_ the 
weekly members’ request and the 
division—both daily and weekly 
papers—-unanimously adopted a 
resolution asking the board of di- 
rectors to hear and consider the 
weeklies’ case 


8 The rejection took the form of 
a motion which read: 

“Resolved, that the board of directors 
having given careful consideration to the 
request of the weekly newspaper mem- 
ber for a weekly newspaper member 
on the board of directors, directs that a 

ly be made to the representative of 

weekly newspaper members making 

request, that the board of directors 
G@éernis it unwise to increase the number 
of directors or to change the present 
Structure of the board of directors as 
On tained in Sections 1, 2 and 3 of Article 
TY of the Bylaws.” 

The ABC board also voted to 
simplify circulation records main- 
tained by the ABC weeklies that 
afe audited every other year. The 
a@@tion reads as follows 


| 
S “In the case of weekly newspa- 
p@s audited every other year, 
Where the unpaid distribution is 
Its than 10% of the total net 
paid circulation, the publisher 
shia)! have the option of breaking 
d@wn the unpaid distribution as 
Pfoevided for in the present form 
of of showing only one total fig- 
ufe for the unpaid distribution.” 

Seventeen advertisers and three 
agencies were elected to member- 
ship. The agencies elected are 
Earle Ludgin & Co. Chicago; 
N@ale Advertising Associates, Los 
Afigeles, and Wilson, Haight & 
Welch, Hartford 


Goodman Names Marchand 
To Head Atlas Operation 

Arthur Marchand, formerly di- 
rector of circulation of Popular 
Publications and Argosy, has been 
named v.p. and 
general manager 
of Atlas Maga- 
zines, di:tribut- 
ing subsidiary of 
Martin Goodman 
Publications, 
New York. 

Mr. Marchand 
will have control 
over distribution 
services for the 
71 Goodman pub- 
Arthur Marchand lications. Atlas 

will begin na- 
tional distribution activities on 
June 1 and wili handle only house- 
owned publications 


Promotes Canned Apple Sauce 

The Apple Growers Assn., Hood 
River, Ore., is breaking a two- 
month newspaper and radio ad- 
vertising campaign for Hood Riv- 
er canned apple sauce. The Port- 
land office of Pacific National Ad- 
vertising is the agency. Point of 
purchase and merchandising ma- 
terial will tie in with meat and 
other related items 


Lovalon Products Campaigns 

Lovalon Products Ltd., Montre- 
al, will start promoting its hair 
rinses between April and October 
in newspapers and magazines. W. 
H. Emmett (Canada) Ltd., Mont- 
real, handles the account 


AMERICAN 


ao 


89,303 


JUNE 30, 1951 
NOW OVER 


94,000 


Press run, April issue 


103,000 


Advertising Age, March 24, 1952 


CIRCULATION 


Highest Renewal Percentage 
Lowest Arrears Percentage 
is still the best measure for determining 


Luality Cineulatiou 


AMERICAN BUILDER has both, plus 


Largest Circulation 


AT LOWEST PAGE RATE 


@ More Builders pay to read AMERICAN BUILDER than any other 
building magazine. 


@ More Lumber and Building Supply Dealers pay to read AMERI- 
CAN BUILDER than any other building magazine. 


®@ More Building Professionals pay to read AMERICAN BUILDER 
than any other building magazine. 


Compare all 5 - 


and you'll buy AMERICAN BUILDER 


“hy 


AMERICAN BUILDER'S 
SEE IT—DO IT 


— 


/MPORTANT CHANGES SHOWN /N RED FROM AUDIT BUREAU REPORTS 
12 MONTHS ENDING JUNE 30,/951 
Foreign Paid Circulation: AMERICAN BUILDER STO; pRacTicAL BuiLER 56; maGazine OF BuLoING 7,629 ” 


a a asc orop PAGE RATE 
NEWAL A A BASED ON JUNE * . . 
PERCENTAGE | PERCENTAGE | MAY ISSUE] ABC eo ames = Editorial Technique 
makes it ¢ 
AMERICAN BUILDER | 67.50 | 202 | 90,160] 89,904] 256 | -$660 | $7.39 he most 
Term sub. in bulk 92.61 useful magazine in 
5210 the buildi 
PRACTICAL BUILDER | S5-TS 4.88 81,427] 81,040] 387 | 700 | 8.66 marmap ek 
Term sub. in bulk a5} 
MAGAZINE OF BLDG. 62.33 7.97 72,322 | 68,445 | 3,877 695 9.86 


Continued proof of A.R.F. Readership Study that AMERICAN 


rene 
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One of our contemporaries is disturbed by AMERICAN BUILDER’s circulation growth. It’s no circula- 
tion race! A look at any recent issue (see editorial examples in box below) will convince you 
its just smart buying on the part of building men to get on the AMERICAN BUILDER subscrip- 
tion list and start enjoying the benefits of reading and using AMERICAN BUILDER. They buy it 


on editorial merit. 


Let's not confuse AMERICAN BUILDER’s growth nor its circulation methods with those of other pub- 
lications in the building field. AMERICAN BUILDER has its own experienced field staff (with two 


These AMERICAN BUILDER Money-Making, 
Money-Saving Editorial Ideas build top 


readership for your Advertising 


@ EXCLUSIVE—24-page manual of Housing Activities of the Federal 
Government, published as a supplement to the September 1951 issue. 


@ EXCLUSIVE—Modular Co-ordination. Monihly information on this 
cost-cutting building method. 

@ EXCLUSIVE—Washington News Letter—last minute news from the 
nation’s capital. 

@ Ask the Experts—problems solved by the outstanding experts in the 
light construction field. 


@ A cross-section of houses built during 1951—40 houses, with plans, 
collected from 5 geographical sections. 


@ Quorterly report on Labor, Materials and Mortgage Money. 


@ Monthly feature—a full 's-inch scale blueprint and quantity list of 
materials for a well-designed house. 


@ Features on How Color Helps Sell Ranch Homes . . . Building for less 
than $7 a square foot . . Versatility of Concrete Products . . . Light- 
ing Houses Inside and Out. Visual Aids in Selling Homes . . . How 
to Build in Winter. 

@ Special issues devoted to kitchens and bathrooms with feature arti- 
cles on 40 ways to Plan Bathrooms, Kitchens—the Focal Point for 
Sales, New Kitchen Lighting Recipes, Ready-Made Cabinets, Kitchen 


Modernization, etc. 


@ EXCLUSIVE—Four-color covers. 


BUILDER is the Readbook of the Light Construction Industry 


additions last year) who get their shoes muddy 
while selling active building people. We use 
no special reduced’ prices to get subscribers 
—no trick appeals—no LIFE ads. We sell the 
builder right on the job. That's why we have 
the highest renewal percentage and the low- 
est percentage of arrears—the best measure 


of editorial quality. 


AMERICAN BUILDER is a better magazine for 
building men—that’s why it’s a better maga- 
zine for advertisers, too. 

* The publication which hollered “CIRCULATION RACE” offered 

19 special reduced prices to produce 3,369 subscriptions during 

the twelve months ending June 30, 1951, according to the Audit 


Report for twelve months ending June 30, 1951 
AMERICAN BUILDER, NO SPECIAL REDUCED PRICES. 


AMERICAN 
BUILDER 


A SIMMONS-BOARDMAN PUBLICATION 


@ @ 


30 Church St., 
New York 7, N.Y. 


79 West Monroe Street, 
Chicago 3, Illinois 


3 Radio Stations 
in Cleveland Join 
45rpm Movement 


CLEVELAND, March 20—Three 
| Cleveland radio stations this week 
adopted the 45rpm system of re- 
corded music as standard broad- 
cast equipment. 

WTAM, 50,000-watt NBC sta- 
‘tion; WHK, 5,000-watt Mutual af- 
filiate, and WERE, 5,000-watt in- 
dependent, all started 45rpm op- 
erations on March 17. At the out- 
set each acquired a basic record 
library of 5,000 selections. 

The stations conducted a joint 
| promotion campaign to acquaint 
|the public with the innovation. 
|Main Line Cleveland, RCA Vic- 
tor’s record distributor in this 
area, also cooperated in the kick- 
off drive, which featured radio 
}announcements, newspaper ads 
|and window and store displays in 
| local music shops. 

Among the stations which re- 
;cently have “gone 45"”—a move 
| RCA, the creator of the system, is 
| fostering to stimulate 45rpm rec- 
|ord sales at the retail level—are 

WFIL, Philadelphia; WGMS, 
Washington; KFI, Los Angeles; 
WHODH, Boston; WMAQ, Chicago; 
KOA, Denver, and KNBC, San 
Francisco. 


| 


Names Brisacher, Wheeler 


The Monterey County Industri@l 
Development Committee has 
| named Brisacher, Wheeler & Staff, 
San Francisco, to direct advertig- 
ing promotion of Monterey Couf- 
ty, Cal. The agency is prepari 
a complete report on the county 
as a potential industrial locati 
for large and small industries. 


' 
Pacific-Mercury to Edwards i 


Edwards Agency, Los Angel 
has been appointed to direct 
vertising for Pacific-Mercury Te 
vision, Los Angeles. Good Hou 
keeping, trade publications a 
other consumer media will 
used. 


s re . 
Prize Winning Deal 
Four major transactions, involving 
| $3,000,000, were necessary for David 
|W. Settle, Newark Realtor, to win the 
| National Industrial Realtors’ award for 
“the most ingenious deal of the year.” 
Continental Can Company needed 
| 15,000 square feet of warehouse space. 
| To arrange for the space. Mr. Settle 
(1) persuaded a warehousing firm to 
lease and roof an island platform for 
Continental Can; (2) induced Bendix 
Aviation to buy Continental Can’s 
| Utica plant; (3) outhid General Elec- 
tric for the space recommended for 
Continental Can; (4) and, finally, lo- 
| cated other space for G. E. 

As one of The Wall Street Journal's 
376,330 regular readers, Mr. Settle. 
|who is associated with the David T. 
| Houston Company, has found that The 
Only National Business Daily constant 
ly provides him “with ground work 
and clues for creating business.” 

In that way, Mr. Settle is typical of 
men in all lines of business who loo! 
to The Journal every working day for 
the basic news on which to peg im- 
portant decisions. 
| Recently he said: “The Wall Street 
|Journal has provided me daily with 
a window to see a picture of industry's 
activity and thinking.” 

( ADVERTISEMENT } 
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TRUE STORY WOMEN’S GROUP delivers 
maximum coverage and impact in the great. 
wage-earner market—largest market for con- 
sumer goods in our economy today! 


ALL-TIME 
WIGH / 


Newsstand 


5,910,666 
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This Week in Washington 


Food Additives Draw Crawford's Fire 


By STANLEY COHEN | 
Washington Editor 

Wasuincton, March 20—Food 
and Drug Administrator C. W. 
Crawford used his annual report 
to Congress as a forum for a blast 
at food additives. He insisted that 
normal food diets are amply nu- 
tritious for normal people. 

“Those who are fomenting the 
idea that plentiful foods must be 
supplemented by pills and ‘elixirs’ 
usually have a commercial inter- 
est,” Mr. Crawford said. “They 
perform a disservice to the eco- 
nomy by causing consumers to lose 
confidence in the staples they are 
buying.” 

“Eating should be fun,” the 
Food and Drug chief contended 
“Breads, cereals, meat, dairy prod- 
ucts, fresh fruits and vegetables 
and other staples are more delec- 
table than mill and refinery resi- 
dues, designated greens, pills and 
bottled medicines, and equally, if 
not more, nutritious.” 

e oe 

The House interstate commerce 

committee has approved legisla- 


-tion overhauling operating proce- 


dures of the Federal Communica- 
tions Commission. The first re- 
riting of the Communications Act 
18 years, it helps broadcasters 
by setting safeguards which pre- 
ent career employes from influ- 
@tcing judgment of commissioners. 
On the other hand, the House 
Version (the bill originated in the 
Sénate as S. 658) gives FCC a 
whole new arsenal of sanctions to 
apply to erring broadcasting, in- 
cluding cease and desist orders, 
pension of licenses and the right 
levy fines of $500 a day. 
s it stands now, FCC's only 
ction is to cancel licenses. 
ce the penalty is so severe, the 
wmission considers itself help- 
in the face of minor rule in- 
ngements 
he bill has a headline-catching 
POvision prohibiting FCC from 
diicriminating against newspapers. 
The commission long said this was 
@ Moot point, as an antt-newspa- 
per rule would undoubtedly be un- 
comstitutional 
et . 
Department of the Army is try- 
ing to promote cost consciousness 
@Mong its soldier and civilian em- 
ployes by pointing out that Army 
people paid more than a billion 
dollars in federal taxes in 1951. 
As Army figures it, soldiers paid 
$150,000,000 in income taxes, an- 
other $366,000,000—-or $183 per 
person—in excise and custom 
taxes. In addition, the department 
reminds its people, corporation 
taxes—which are included in the 
price of goods and services—-pro- 
rate at about a half billion dol- 
jars, or another $326 per person 
In a March 15 statement, Secre- 


PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— 
AND STILL GROWING! 


Negro income up. employment up. pur- 
rq er up nd they're still 
rising! the Negro market is big business 
— and getting bigger every day! 15 mil- 
lion American Negroes must eat, drink. 
clothe themselves; spend $15 billion on 
things you sell. Sell the Ne, market — 
the way iy 2y- to be sold — through 
their own ce publications, the news- 
pers and magazines they welcome into 
ir homes and hearts. Negroes are loyal! 
to their own publications — they e 
things they see advertised there; ey'll 
buy your product when they see it ad- 
vertised there, too. Don't let your share 
of this aaa $15 billion slip away! Ad- 
vertising effort pays off big in the Negro 
ress! For full details write Interstate 
Inited Newspapers, 545 Fifth Ave., N. Y 
serving America's leading advertisers 
over a decade 


ONE EXAMPLE: tor « pubiication that 


of this rich market, you can 


for 


h week Color comics, magatine 
section, and news section help make it Ameri- 
en's most complete weekly newspaper. Tell the 
Hegto--rou'll eet! the Negro! Act sow! 


tary Frank Pace Jr. says the cam- 
paign “has caught on amazingly 
well” and brought about substan- 
tial savings in materials and mon- 
ey. 
- + a 

Big newspaper publishers have 

promised National Production Au- 


thority that ample newsprint will 
be released voluntarily to protect 
newsprint-starved papers in ex- 
panding defense areas. 

At the same time, publishers 
learned that U.S. and Canadian 
newsprint production in 1952 will 
increase about 200,000 tons. This 
will more than offset any paper 
which might be diverted to hard- 
pressed users here or abroad. 

Most of the 1952 increase takes 
place in Canada. But capacity for 
a 229,000-ton increase in domestic 


production by 1954 is 
getting under construction, and 
the total increase in U.S. news- 
print activity may reach 494,000 
tens. 


newsprint 


e e * 

Home builders were out to con- 
found the experts again last month, 
by starting 77,000 nonfarm units. 
On the basis of past experience 
that looks like a 1952 total in ex- 
cess of 1,000,000 homes, compared 
with a maximum of 800,000 vis- 
ualized by National Production 


Advertising Age, March 24, 1952 


Authority. 

Builders are finding ample ma- 
terials and are more concerned 
about the difficulties of selling 
what they produce, in view of 
stringent mortgage restrictions 
which require astronomical down 
payments. The National Assn. of 
Home Builders told the Senate 
banking and currency committee 
that credit restrictions should 
come off. “The problem in coming 
months will be to find and en- 
courage markets in many lines of 


gute TRADING ZONE 


COMPRISES 66° BEDROOM 
TOWNS” IN APPROX.5O MILE RAD 
OF SAN FRANCISCO CITY 
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UPPER 
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> 


CONTROLS 86 200F EVERYSIOD J oe 
" OF SPENDABLE MARKET - 


INCOME 


— Zl 
CITY ZONE SAN FRANCISCO 
COMPACT: ONLY 44 SQUARE MILES 


Statistics from 1950 
U.S. Census and Sales 
Management’s 1951 
copyrighted survey 
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business, rather than to restrict 
them further by controls,” the 
home builders warned. 

Note: The Bureau of Labor 
Statistics says Long Beach, New 
York, Philadelphia, San Diego and 
Washington were off to particu- 
larly fast starts in the 1952 build- 
ing derby. 

* * + 

Grandiose expansion plans of 
the Federal Communications Com- 
mission were deflated some $1,- 
966,000 by the House appropri- 


oan Naser 2 


ations committee, leaving FCC 
with less funds for the next fiscal 
year than it has at the present 
time. 

Biggest budget cutback was 
levied at FCC’s plan for a new net- 
work of monitoring stations to 
spot illegal transmitters. But the 
axe also chopped heavily into the 
projected $200,000 increase for the 
broadcast division, to process TV 
| applications. 

Since the appropriations com- 
mittee yielded only $52,000 for 


TV staff expansion, FCC will un- 
doubtedly ask the Senate appropri- 
ations committee to up the ante— 
unless Congress wants to accept 
responsibility for serious delays in 
TV licensing. 


Lippold Joins KPFM 

W. H. Lippold, formerly an an- 
|nouncer on the state FM network 
| for the Wisconsin State Radio 
!Council, has been appointed an 
account executive of KPFM, Port- 
land, Ore. 


Sleds Appointed Ad Manager 

Kenneth Sleds, formerly Cleve- 
land manager for Muntz televi- 
sion, has been appointed director 
of sales, advertising and sales pro- 
motion for Cleveland-Sandusky 
Brewing Co. 


Dodds Joins Arco Co. 

Richard P. Dodds, formerly 
a v.p. with Lang, Fisher & Stash- 
ower, Cleveland, has been ap- 
pointed to the newly created post 
of merchandising director of Arco 
Co., Cleveland paint manufacturer. 


THEY READ 


THE CHRONICLE 
OF COURSE 


. 
[ his is the house The Chronicle serves—the 
\ San Francisco Bay Area market. 


And here in this market, a special Chronicle 
pattern of circulation coverage delivers the 
=—_> area’s most important buying audience. 


Chronicle coverage concentrates in the 


~ 


isthe 


oe Sy) ww 
“1 fy 
{ a ‘ TRADING ZONE 
Ce A) FAMILIES LOVE THE 
CHRONICLE ~ 
CHECK YOUR ABC 
> > < 
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CHRONICLE CITY “Us 
ZONE CIRCULATION \: 

CONCENTRATES INTHE 
A and B DISTRICTS 


SAWYER, FERGUSON, WALKER CO., New York - Chicago - Philadelphia - Detroit - Atlanta - San Francisco - Los Angeles 


r*| Sales maker 
the market 


bigger-population, bigger-spending Trading 
Zone ... also in finer residential districts of 
the San Francisco City Zone. 


Knowing the potent buying power tapped 
by this circulation pattern, San Francisco’s 
top-volume department stores and famed spe- 
cialty shops major in The Chronicle. Leading 
national advertisers do likewise. 
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]. A. Robinson Leaves R&R 
to Open His Own Agency 
J. A. Robinson, who has been an 
account executive for 15 years 
with Ruthrauff & Ryan in Chi- 
cago, has opened 
his own agency 
at 22 W. Monroe 
St., Chicago. 
Accounts al- 
ready assigned to 
the agency in- § 
clude the Linen 
Supply Assn. of j 
America, Chicago 
(formerly han- 
dled by Ruth- 
rauff & Ryan); 
M. Snower & Co., 
Chicago, division 
of Opelika Mfg. Corp.; Whitehouse 
Mfg. Corp., Chicago, maker of 
washable uniforms and hospital 
garments (C. Franklin Brown Inc., 
| Chicago, is the previous agency). 


| Appoints Eldridge Inc. 
| Philadelphia Textile Finishers 
|Inec., processor of flame-resistant 


J. A. Robinson 


l!canvas, has appointed Eldridge 
J., to direct its 
advertising. 


| aes Trenton, N. 


wi 
OF MORE PEOPLE 
WITH MORE MONEY 
TO SPEND 


A 9-COUNTY MARKET 
with 
1951 BANK RESOURCES of 
$378,621,741.69 
A 10-year gain of 141%, 


The JOURNAL & SENTI- 
NEL are the only papers 
that cover this rich, grow 
ing market in the South's 
A No. 1 state 


The JOURNAL & SENTI- 
NEL are the only papers 
in the South offering a 
Monthly Grocery Inven- 
tory, an ideal test market 


The JOURNAL & SENTI- 
NEL are the only papers 
completely blanketing an f 
important 9-county seg- 
ment of North Carolina 


YOU CAN'T COVER WORTH 
CAROLINA WITHOUT THE 


WINSTON-SALEM == = TWIN CITY 
JOURNAL and SENTINEL 
MORNING SUNDAY EVENING ~ 
National Representative: KELLY. SMITH CO. 
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HIGH 


& median income, 
BS RAPID 

growth rate, 
LOW 


line rate... 
distinguish The Elks Magazine. 


Elks’ incomes are twice the national 
median. 

The Elks subscribers have doubled since 
1942 to better than 1,000,000. 


An advertising rate of $5.50 a line gives 
you a class income market at a mass cost 


per thousand. 
VX 
SN’, 


, Pod (os al 


New York * Chicago * Detroit + Los Angeles 


Audit Bureau Meet 
Discusses Function 
of Bureau Statement 


PHILADELPHIA, March 18—The 
first of a series of clinics designed 
to tell the Audit Bureau of Circula- 
tions story to agency men and ad- 
vertisers was held here last week 
at the Poor Richard Club. 

The clinic was a huge success 
About 300 persons attended. Basi- 
cally, speakers at the clinic de- 
scribed each of the 28 paragraphs 
contained in the ABC statements 
and explained their purpose and 
significance. 

James F. Devine, who will lead 
the series of clinics across the 
country, acted as moderator here 
Clarence Palmer, media director 
for John Falkner Arndt Co. here, 
and Robert Beard, manager of the 
Philadelphia office of McGraw- 
Hill Publishing Co., participated in 
the panel. 


@ H. H. Kynett, head of Aitkin- 


Kynett Co. and ABC president, 
participated ex-officio to supple- 
ment data offered by the other 
men. Al Morgan, of the Richard A. | 
Foley Advertising Agency and 
chairman of the Philadelphia chap- 
ter, American Assn. of Advertising | 
Agencies, was host for the evening. | 

A highlight of the clinic was the 
introduction of a new series of} 
colored slides illustrating the duties 
of the ABC auditor. The slides 
then showed close-ups of each 
paragraph in the ABC statement} 
and, in a conversational style, Mr. | 
Palmer and Mr. Beard pointed out 
what the paragraph meant to me- 
dia people, agencies and advertis- 
ers. 

Mr. Palmer stressed the fact that 
even though all of these figures are 


All Three WORCESTER 
NEWSPAPERS Hit New 
Circulation Highs in 1951 


Wont es sONDaY 


TELEGRAM 
* FRLRORAY 


ALL EGYPT UNDER MARTIAL LAW 
104,542 


™ GROWTH BY DECADES 
DAILY SUNDAY 


Since 1921 the combined Since 1921 the circulation 
daily circulation of the of the Sunday Telegram 
Worcester Telegram and has more than DOUBLED. 
: The Evening Gazette has Here's the record by 10- 
more than DOUBLED. These yeor periods. 

figures tell the story by 

10-year periods. 


: 1921— 72,222 
1931 — 105,117 


~ 


The Socning Gamite 


100,774 


1921— 41,451 
1931— 53,378 
1941 — 134,302 1941— 75,708 
1951 — 153,234 1951 — 104,542 


Through these newspapers advertisers may effectively culti- 
vate the entire Worcester Market, one of the richest and 
most responsive in the nation. Telegram and Gazette 
advertisers get complete coverage at minimum cost. 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMITT, Inc. 


Notional Representatives 


WORCEST a 
-GALEVIE | 


OF 


4 George F. Booth, Publisher 


OWNERS RADIO STATION WTAG AND WIAG-FM 


available, agency men still have to 
add to them a “big dose of horse 
sense.” 


8 In reply to a complaint from the 
floor that an advertiser has no way 
of knowing what the unpaid part 
of the circulation distribution in 
a report means, Thomas B. Haire, 
v.p. of Haire Publishing Co., re- 
plied: “You're asking ABC for an 
impossibility when you want pub- 
lishers’ hopes audited,” he stated 
from the floor. He explained that} 
much of the future paid circulation 
comes out of the unpaid list. 
Although the facts presented at 
the meeting were not new, adver- 
tisers and media people generally 
applauded the manner in which the 
speakers handled the information 


Gundlach Names 3 V.P.s 

G. P. Gundlach & Co., Cincin- 
nati, national dairy industry con- 
sultant, has made v.p.s of three 
executives. Louis B. Lampe, pro- 
duction director, has been elected 
v.p. in charge of production; Ross 
J. Winning, formerly with the 
Sheffield Farm division of Nation- 
al Dairy Products, New York, has 
been named v.p. in charge of na-| 
tional sales; and George B. Gund- 
lach, son of the president and with 
the company since his return from | 
Merchant Marine service during 
World War II, has been appointed 
v.p. in charge of promotion. 


Havens Leaves Crosley 

V. C. Havens has resigned as as- 
sistant general sales manager in|} 
charge of advertising of the Cros- 
ley division of Avco Mfg. Corp., 
Cincinnati. He has been in his 
present position for the past three 
years, coming to Crosley with W.A 
Blees, v.p. and general sales mana- 
ger, from Consolidated Vultee Air- 
craft Corp. Mr. Havens is moving 
to the West Coast. 


Mrs. Stevenson Adds Duties 
Mrs. Ann Elgar Stevenson, pub- 
lic relations assistant, has added 
duties as assistant to the v.p. of 
passenger and public relations of 
Chesapeake & Ohio Railway Co. 
She will travel the line’s trains to 
check on passenger service and 
facilities. Mrs. Stevenson's head- | 
| quarters will be in Washington. | 
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Getting Personal 


Three of the members attending the Women’s Advertising Club 
of St. Louis Gridiron dinner April 3 are assured of exclusive gowns. 
Agnes McCaddon, Gridiron chairman and ad manager of Godefroy 
Mfg. Co., Norrie Passino, art director of Famous Barr Co., and Joan 
Gardner, promotion and publicity director of St. Louis Fashion Cre- 
ators, will wear the evening gowns judged winners of a contest 
among senior dress design students at Washington University. . . 

Mr. and Mrs. Vernor M. Schenck (he’s director of public relations 
for the Joseph R. Gerber agency, Portland, Ore.) observed their 
sixth wedding anniversary with a gathering of friends on March 5 
—the first of three wedding anniversaries they celebrate each year. 
They were married in a civil ceremony and later in each of their 
families’ churches. ..Charles A. Bier, formerly in charge of public 
relations for the Portland, Ore., office of Northwest Air Lines, 
has been placed in charge of NWA’s new public information office 
for the Far East with headquarters in Tokyo... 

Richard A. Foley Advertising Agency’s president, Charles H. Eyles, 
was named “PCAW Man of the Month” at the March meeting of 
the Philadelphia Club of Advertising Women. The honor is in 
recognition of his encouragement of young people who are seeking 
a career in advertising. . . 


FULFILLMENT—The top picture shows how Charles LeFevre, ad manager of Sealed 

Power Corp., Muskegon, Mich., decorated his living room windows with blown up 

pictures of his five children early in December. The bottom picture shows the children 

with their new sister, Lianne Louise. Left to right: Denis, Rochelle, Pau! (holding the 
baby), Jenine and Joffre. 


Peorians H. S. Eberhard, executive v.p. of Caterpillar Tractor, 
and J. J. Keith, secretary-treasurer of Mace Advertising Agency, 
broke the routine awhile ago with some golf at Grand Hotel on 
Mobile Bay. ..WEEI Operations Director Jack Murray returned from 
a Florida vacation happy to find he’d missed Boston’s worst snow- 
fall of the season... 

One of the lucky business men to be invited by the Secretary of 
the Navy to learn more about naval and Marine Corps installations 
is George Hartman, head of George H. Hartman Co., Chicago agency. 
His group left Alameda, Cal., March 21 aboard the aircraft carrier 
Princeton for a tour of the Hawaiian Islands by car and plane. They 
return about April 1 on the Navy flying boat Mars... 

First son in the family of Norman Cash, assistant general sales 
manager of Crosley Broadcasting Corp., Cincinnati, is Jeffrey Mac- 
donald, 8%4-pounder, born on March 4. Jeffrey has two sisters, 
Camilla, five, and Deborah, three. ..There’s a new baby—a boy—at 
the home of Joe Fisher, sales manager of WENR-TV, Chicago. His 
birthday is March 1. ..It was also a boy for Ed and Julie Race, 
whom they’ve named Roger Edmund. Julie is a former Boston ad- 
woman now with the Patriot-Ledger, Quincy, Mass... 

Bob Bouleware, sales manager of WSAI, Cincinnati, who’s wear- 
ing a patch over his left eye these days, is taking a lot of kidding— 
but his eye injury is the result of an auto accident. He smashed his 
car into a bus that stopped suddenly in front of him... 

Heber Wolsey of Gillham Advertising Agency, Salt Lake City, 
has been named special instructor in journalism at Brigham Young 
University, Provo, to teach a course in commercial writing for radio 
and television. He was executive secretary and script writer at KSL 
before joining Gillham... 

Service awards were handed out at Tide Water Associated Oil 
Co.’s western division, San Francisco, with four members of the 
advertising and sales promotion department on the receiving end. 
Harold R. Deal, manager of the department, was honored for com- 
pletion of 30 years with the company: J. Vance Blackman, art di- 
rector, and Elmer Thuener, assistant, for 15 years’ service; and Jack 
Shaw, Mr. Deal’s assistant and TV and radio sportscaster, for ten 
years’ service... 

William A. McGuineas, commercial manager of WGN, Chicago, 
is on a three-week vacation at Desert Willow Ranch, Tucson. . . 
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HEART OF 
THE PACIFIC 
NORTHWEST 


just 


90-1950, $942,522,000 


TION (i a a The Spokane Market just naturally sells itself. And 


no wonder! Parts of four states . . . bigger than New 
up 12.7% IN YEAR’ England . . . it’s a major Pacific Coast market and a 


must in the Pacific Northwest. Farm income from fruit, 


999 
$3,907 749,560-195", $4,404,964 ’ 


livestock, wheat and other field crops is more than 

“IN YEAR’ double the U. S. farm average. It has the world’s largest 
Rage po" UP 5.57% stand of white pine timber and over 630 sawmills with 
* POSTAL RECEIPTS o@ 7-195), $2,472,554 an annual production valued in the millions. Three of 
1950, $2,342.66 the only seven mining districts in the world to produce 
a billion in wealth are located in the Spokane area. 
There are over 1100 diversified factories in the market 


and Spokane city is the light metals capital of the West. 


Grand Coulee dam and six other dams under con- 
struction . . . an atomic energy plant . . . the million- 
acre Columbia Basin Irrigation Project which is creating 
a new farm empire the size of Delaware, and scores of 
other projects are pouring additional wealth into an 
already wealthy market. Spokane and the Inland Empire 
enjoy a never ending influx of new business firms . . . 
and new residents. More people on more payrolls . . . 
more customers with more spendable dollars mean more 
sales and profits to be had in the Spokane Market. 


ating, ERY 


CIRCULATION 


Now Over 
: 160,000 
81.84% UN-duplicated 
-. — 


Hey, Pim I 


Accepted as hometown newspapers 
throughout the vast Inland Empire, 
your most effective sales medium is. . . 


Advertising Representatives Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
los Angeles, Son Francisco, Atlanta. Color Representatives, SUNDAY 
SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 


Combined Daily ay 
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Lineup of Sponsors 
Changes for Baseball 


New York, March 18 While) WFIL-TV—will rotate the tele- 
Leo Durocher, Casey Stengel, | casts of home games. On days 
Paul Richards and other mana-| when there are doubleheaders only 
gers whip their lineups into shape the first game will be seen. At- 
for the baseball season, advertis- | lantic (60%) and Valley Forge 
érs and agencies are putting the (40%) share these expenses. 
finishing touches on their own Arrangements have not been 


baseball schedules completed for AM coverage of the 

The big three in the radio-video | Pittsburgh Pirates, who also will 
sponsor’s booth this year will be| +. in Atlantic’s lineup this year. 
Atlantic | Refining Co., Liggett &lA co-sponsor was still being sought 
Myers Tobacco Co. and Falstaff] .. this story went to press. The 
arewing Corp Pirates do not permit telecasts. 

Though there probably will be| wwsw and approximately 19 
little if any ‘reduction in the! western Pennsylvania stations are 
amount of money spent, Atlantic is expected to air the games this 
cutting back on its baseball time 


year 

This schedule for Atlantic’s 17th 
consecutive year as a_ baseball 
sponsor is prepared by Ayer. Miss- 
ing from the oil company’s pro- 
gram this season are the Inter- 
national League’s Baltimore Ori- 
oles. 


s Gunther Brewing Co. (Biow 
Co.) will be back with the play- 
by-play accounts of the Orioles 
over WITH, Baltimore. Telecasts 
will be presented by the same 
company over WMAR-TV. 
Completing Atlantic’s plans for 
baseball will be co-sponsorship of 


their home city over WINS, 
with General Cigar Co. as par- 
ticipating advertiser for two in- 
nings. Ballantine will televise all 
home games over WPIX, New 
York, and part of them—45—over 
WNHC-TV, New Haven. 

Dropped from Ballantine’s ra- 
| dio-video lineup are the Boston 
Braves and Philadelphia Athletics 
and Phillies. 

Liggett & Myers, on the other 
hand, has expanded its summer 
sports programming. The Boston 
Red Sox coverage, mentioned 
earlier, is an addition to the sched- 
ule 


In 


the day games of the New York' 


Yankees over the 26-station Home 
of Champions network. Co-spon- 
sor is P. Ballantine & Sons (J. 
Walter Thompson Co.), which al- 
so presents the Yankees on radio 


@ Chesterfield, which last year 
carried radio reports of the Hol- 
lywood Stars, has bought one- 
third of the TV coverage of the 
| Los Angeles Angels and the Stars 


Advertising Age, March 24, 1952 


over KHJ-TV, Los Angeles. The 
cigaret maker is sharing costs of 
the telecasts of the Chicago Cubs 
and White Sox games with Theo- 
dore Hamm Brewing Co. (AA., 
March 3). The advertisers will pay 
approximately $250,000 each for 
77 Cub home games and 57 Sox 
daylight games; the latter de- 
clined to sell night TV rights. 
Both series will be televised ov- 
er WGN-TV, which paid an esti- 
mated $150,000 to the clubs for 
video rights. The games may be 
fed to a couple of nearby stations. 
Radio coverage of the Cubs’ do- 
ings will be presented over WIND, 
Chicago, and a midwest network 
of about 36 stations by Chester- 
field. Liggett & Myers also is spon- 
sor for the National League’s ’51 
ehampions, the New York Giants. 
Radio play-by-play accounts will 


Last year the oil company shared 
AM-TV sponsorship of the Boston 
Red Sox games with one other ad-| 
vertiser, Narragansett Brewing | 
Co. This year Atlantic (N. W.| 
Ayer & Son) and Narragansett} 
will each carry a third of the load, | 
with Chesterfield taking the other | 
third. Agency for Narragansett | 
and Chesterfield is Cunningham & 
Walsh | 


® Telecasts of the home games of 
the Red Sox will be divided be- 


tween WRZ-TV and WNAC-TV, 
Boston. WHDH is the originating | 
“atation for radio coverage of the 
SMhedule, which will be fed to ap-| 
Peoximately 30 other stations 

In Philadelphia, Atlantic and 
Valley Forge beer and Rams Head 8 
ale will broadcast 206 leagye 
@@mes of the Athletics and Phil- 
li@ over WIBG. All contests 
plpyed at Shibe Park and all 
WRich do not conflict with home 
Games will be aired 


When one team is at home and 
ti other away, WIBG will pre- 
t highlights of the away game 

- ween innings of the at home 
§ame. Forty exhibition games also 
Oe being broadcast. The AM 
S@Pedule will be presented on a 


H@twork of 16 eastern Pennsyl- 
Wabia, New Jersey and Delaware 
Stations. Last year there were 
thee acivertisers for the radio cov- 
erége;, a third partner would be 
acBepted this year ¢ t CY 
@®As ususl, the city’s three sta- saaeeseceseanuauars 
tiahs--WPTZ, WCAU-TV and f | 
—- —_ | 
\ 
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SHOULD YOU DOIT? You can do no better 
than buy “Files of Jeffrey Jones,” new 
series of 26 half-hour mysteries filmed 
especially for TV. Jf you move fast. With 
the success of its companion series, 
“Cases of Eddie Drake,” advertisers will 


be out in force to get Jeff Jones. 
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Sponsors of Major League Baseball Games 


Major League Teams Sponsors ) Major League Teams Sponsors 
! 
Boston Red Sox Atlantic Refining AM-TV New York Yankees (day) Atlantic Refining AM-TV 
Liggett & Myers P. Ballantine 
omens Narragansett Brewing | General Cigar AM 
Brooklyn Dodgers F. & M. Schaefer AM-TV P. Ballantine 
American Tobacco (In Newark, N. J.) 
Chicago Cubs and Liggett & Myers AM-TV | Philadelphia Athletics Atlantic Refining AM-TV 
White Sox Hamm Brewing | and Phillies Adam Scheidt Brewing 
Cincinnati Reds Burger Brewing AM-TV Pittsburgh Pirates poe Refining AM 
Cleveland Indians (Co-sponsor unannounced) 
Seentd trons + St. Louis Browns Falstaff Brewery AM 
Detroit Tigers Goebel Brewing AM-TV = poe a ae a3 a8 
N Y Senators Heurich Brewing 
ew York Giants Liggett & Myers AM-TV *Expected to sponsor 


be heard over WMCA, New York, 
and a few other stations. WPIX 
will carry the telecasts. 


® Pfeiffer Brewing Co., Detroit, 
reached across the lake to pick 
up video sponsorship of the Cleve- 
land Indians (AA, March 10). The 
brewer is reported to have shelled 


out $500,000, a record for major 
league TV rights, for the telecasts 
over WXEL, Cleveland. Leisy 
Brewing Co., Cleveland, had car- 
ried the telecasts the year be- 
fore. Radio coverage for home and 
on-the-road games is being han- 
dled by WERE, Cleveland, with 
Standard Brewing Co., Cleveland, 


sponsoring. 

Radio and television coverage is 
sewed up completely in Cincinnati 
by WCPO for Burger Brewing Co., 
on a long term contract. The Cin- 
cinnati Reds allow only afternoon 
TV, banning evening and Sunday 
telecasts (unless the park is sold 
out Sunday). 


The St. Louis Cardinals’ games 
will be sponsored over WIL by 
Griesedieck Bros. Brewery Co. 
Falstaff Brewery will present the 
Browns’ games on KXOK. The TV 
schedule is not definite as yet, but 
five games of each will probably 
be televised by the same sponsors. 

In the case of some clubs details 
of sponsorship contracts have not 
yet been completed. Another re- 
peater is Goebel Brewing Co. 
(AA., Dec. 10, 51) which has the 
broadcast rights to all Detroit 
Tiger contests for a 36-station AM 
network. Senate beer is expected 
to sponsor the Washington Sena- 
tors. 


® Broadcasts (WMGM) and tele- 
casts (WOR-TV) of the Brooklyn 
Dodger games will be presented 
by F. & M. Schaefer Brewing Co. 


a 
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and American Tobacco Co. Both 
are Batten, Barton, Durstine & 
| Osborn clients. Last year the for- 
mer was the sole sponsor. In re- 
cent seasons the Dodgers have not 
sold radio rights to stations out- 
|side of New York, apart from 
agreements with national net- 
works, that is. 

In the first major sponsorship of 
its kind, Lowe’s Theaters and Met- 
ro-Goldwyn-Mayer Pictures Corp. 
have contracted to televise the 
Dodgers’ pre-game _ attraction, 
“Happy Felton’s Knot-Hole Gang,” 
over WOR-TV. Donahue & Cce is 
the agency. This program brings 
sandlot baseball hopefuls together 
with big league stars. The theaters 
will stage Saturday morning movie 
meetings for the baseball-minded 
kids. 


@ This tie-up prompted Walter F. 
O'Malley, president of the Dodg- 
ers, to announce from Florida that 
“this year’s program will be 
studied to determine whether 
these groups can coordinate their 
future plans to bring at least a 
portion of the big games to theater 
‘TV screens.” 

He added: “I would say that this 
is purely experimentation. I don’t 
believe this will take television of 
baseball games out of homes; I 
don’t think that will ever happen 
But we don’t know until we see 
how this thing develops.” 

All sports-minded stations wel- 
come baseball not only because_of 
the game sponsors but becausejof 
the interest it creates among a - 
cency sponsors. 


: 
es WPIX, which for the seca 
year will televise the home ganfes 
of two teams, the New York Giaffts 
and Yankees, finds summer a b 
selling season, Pre- and post-Y 


kee game attraction will be &n 
ex-Yankee great, Joe DiMaggfo, 
with dugout interviews. He i 


be sponsored by Philip Morris ¢ 
arets through Biow. 

Laraine Day (Mrs. Leo Du 
cher) will talk with baseball - 
sonalities before each Giant ga 
WPIX is still looking for a spon. 
for her program. Win Elliott f 
lows the Giant games, with W 
Rock beverages (Kenyon & E 
hardt) as sponsor. 


vi 8 The Daily News station has s@d 
a baseball spot adjacencies to Brisl 
: ; Myers Co. (Y&R); Champ 
oe A ONE-MAN JOB? With Don Haggerty YOU'LL BE FOLLOWED. You can WHAT A PAYOFF! It’s a crime, the money Spark Plug Co. (J. Walter Tho: 
f (who stars as rough-and-ready Eddie in on a hu iewi j ; , , a ” son Co.); Cities Service Oil 4 
ae j Stars as yh ge viewing audience keeping you you'll make with “Files of Jeffrey Jones. (Ellington & Co.); Colgate-Pal- 
b a “Cases of Eddie Drake”) as Jeff Jones, in sight from first case to last. Because You can still buy first-run rights in your aumnelnes Pn oe a 
i division of Safeway Stores (M. E. 


the cast includes such outstanding “Files of Jeffrey Jones” is action mystery... TV markets (subject of course to prior ; : 
Harlan Advertising) ; Willys-Over- 
land Motors (Canaday, Ewell & 
Thurber), and Zippo Mtg. Co. 
(Geyer, Newell & Ganger). 

Again this year, Gillette Safety 
Razor Co. (Maxon) is broadcast- 
ing a five-minute daily warm-up 
to the Mutual game. The five-min- 
ute summary scoreboard period, 
for the second year, is being spon- 
sored by R. J. Reynolds Tobacco 
Co. (William Esty & Co.). 

On the West Coast, Regal Am- 
ber Brewing Co., San Francisco, 
has signed to sponsor broadcasts 
of a full season of San Francisco 
Seals baseball games over KSFO, 
San Francisco. Beginning March 
15, KSFO will carry seven exhibi- 
tion games and 180 regular season 


Hollywood players as Gloria Henry as a with ex-MP Jeff as a sports-minded sale). Your CBS Television Film Sales 


{ ° ve . 
i girl reporter; Vince Barnett, Jeff's pal private eye who never loses when the representative will be pleased to give you 
: 
' 


Joe; and Tristram Coffin, Lt. Doyle. game is murder. a private premiére showing.* 


ee) 
a 


i games. Abbott Kimball Co, San 

i Francisco, is the agency 

i) 

POI rey os ’ Joins National Transitads 

' The Gene Autry Shou E. Stanton Piper, formerly sales 
World's Immortal Ope manager of Hearst Advertising 


| Service, has been appointed an ac- 
|} count executive and sales repre- 
| sentative of National Transitads 
Inc., New York. 


|! ]. Hughes Adds Buties 


John Jay Hughes has been ap- 
| pointed assistant to the publisher 
in addition to his duties as circu- 
lation and promotion director of 
Harper’s Magazine. 


The Range Rix 
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Holiday 
Strange Adventure 


CBS TELEVISION FILM SALES 


New York, Chicago, Los Angeles, Memphis and San Francisco 


Vienna Philharmonic Orchestra 
Hollyu fon the Line 
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DISPLA-MOBILES ADD MOTION WITHOUT POWER-—Typical of the numerous 
mM@de for various advertisers are the Berger-Amour Displa-Mobiles shown here. The displays are designed 
#@ thot they can be hung from the ceiling and thus utilize some of the 6,000 cubic feet of space be- 


Displa-Mobiles, 
Once a Novelty, 
Now Widely Used 


Gaicaco, March 20—About two 
and a half years ago Berger- 
Arfipur, Chicago display producer, 
dedided to investigate the commer- 
claf possibilities of mobile sculp- 


ture. 
Q@fticials of the company were 
looking for something different 


Th@y wanted something unusual 
Thé@y sought something which had 
umpact 
For and a half, 
Berger-Amour experimented with 
methods for suspending various 
free-moving parts. One of the big- 
gest problems was to develop a 
method for producing the gim- 
micks in quantity so that the units 
could be priced competitively 


about a year 


® Finally, in October, 1950, after 
designing and building innumer- 
able models, the company devel- 


oped a unit which they felt solved | 


specific display problems and was 
easy to produce 

But the new “dingle-dangle 
gimmick” or “Displa-Mobile,” as 
the company prefers call the 
device, still a novelty. Pro- 
spective customers looked at the 
suspended display of several parts 
with a skeptical eye 

The parts are balanced so that 
the slightest air current will set 
them in motion and shaped 
that they will not touch as they 
move. Prospects asked doubtfully, 
“Won't it get tangled up’” 


to 


was 


so 


® To overcome the doubts, Berger- 
Amour decided to hang samples in 
advertisers’ offices. The more the 
office workers watched the mobiles 
move, the more intrigued they be- 
came. 

Berger-Amour executives decid- 
ed that their display idea was 
more than just another gimmick 
They felt that the device was a 
new approach to point of purchase 
advertising. And they sold it as 


such 

Advertisers quickly took Displa- 
Mobiles out of the novelty class. 
Within a year, more than 20 na- 
tional advertisers—and a variety 
of local clients—have used various 
adaptations of the displays. 


® Norge was the first large Displa- 
Mobile customer. After distributing 
the devices and checking deal- 
er response to the idea, the sales 
promotion manager wrote: “This 
novel, unique and _ interesting 
adaptation of an artistic idea... 
offers one of the outstanding types 
of point of sale displays ever cre- 
ated...It has been the cause of 
many sales.” 

Other advertisers that have used 
the Displa-Mobile are: Ar-Ex Cos- 
metics; Ben Hur Products; Cape- 
hart-Farnsworth Corp.; DeSoto di- 
vision of Chrysler Corp.; Elgin 
National Watch Co.; Enterprise 
Paint Mfg. Co.; House for Men Inc.; 
Hydrox Corp. (Sealtest ice cream) ; 
Ironrite lroner Co.; Kaiser-Frazer 
Corp., and Kelvinator division of 
Nash-Kelvinator 


® Also, Maremont Automotive 
Products; Mengel Co.; National 
Chemical Co.; Pfeiffer Brewing 


Co.; Reliance Mfg. Co.; Joseph 
Schlitz Brewing Co.; Sealy Inc., 
and Sparton Radio-Television. 

One of the most interesting fea- 
tures of the device is the fact that 
dealers seem to be willing to put 
up the displays because they are 
colorful and unusual. Once up, 
dealers are reluctant to go to the 
trouble of taking the displays 
down. 

A salesman for Hamilton Beach 
Co., for example, checked dealers’ 


stores more than a month after 
the displays were sent out and 
found that more than 90% still 
were in use. 

@ In brief, the advertisers that 


have tried the Displa-Mebiles like 
them because they use formerly 
unproductive space; because their 
motion catches the eye; because 
they are inexpensive to ship and 
easy to install; because numerous 
selling features are combined in a 
single display, and because of their 
long life 


‘dingle-dangle gimmicks’ 


One of the most recent develop- 
ments is the “Toi-Mobile,” which 
was used by Capehart-Farnsworth 
during the Christmas season (AA, 
Jan. 28). Miniatures of the dealer 
displays were distributed to more 
than 250,000 customers, who hung 
them in their homes during the 
Christmas season. 

The miniature Displa-Mobiles 
also are being used at the present 
time by Hamilton Beach and 
Brown-Forman Distillers Corp., 
the latter to promote its King} 
whisky. Both of these miniatures 
are attached directly to the prod- 
uct and designed for use on dis- 
play counters. 


Hoag & Provandie Appoints 


Langley C. Keyes a V.P. 
Langley C. Keyes has resigned 
as v.p. of Harold Cabot & Co., 
Boston, to become a v.p. of Hoag 
& Provandie, 
Boston. Mr. 
Keyes is noted 
for his list of 36 
check points to 
test readability 


Keyes 
graduated from 
Harvard in 1924 
Later he received 
a doctor of phi- 
losophy degree 
from the univer- 
sity. Before en- 
tering advertising, he was assistant 
dean of Harvard College. He went 
to New York after completing his 
graduate work, where he served 
as a copywriter for R. H. Macy Co. 
Following this he worked for Alley 
& Richards, Badger & Browning 
and Harold Cabot & Co., all of 
Boston. 


Langley C. Keyes 


Corbett Joins Allman Co. 

Sidney B. Corbett, formerly with 
Campbell-Ewald, Detroit, has been 
appointed to the creative staff of 
Allman Co., Detroit 


‘Journal’ Hikes Sunday Price 
The Sunday edition of the Prov- 


aie 
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tween the floor and ceiling that is wasted in the average store. Among the newest types of Displa- 
Mobiles are the King whisky display and the Hamilton Beach mobile shown above. The promotion pieces 
actually are commercial adaptations of the sculptured mobiles created by artists 


N. Y. Assembly Passes Bill to Ban Outdoor 
on Thruway; Senate Action Still to Come 


ALBANY, N. Y., March 20—A bill 
that would prohibit erection of 
outdoor posters and all other ad- 
vertising devices within 500° of 
New York’s projected Thruway 
passed the state assembly yester- 
day. The vote was 108 to 40. The 
measure now goes to the Senate. 

The measure calls for the pro- 
hibition of advertising unless writ- 
ten permission is obtained from 
the State Thruway Authority. It 
would also give the authority 
power to change outdoor poster 
regulations at any time. 

In drawing up policies on allow- 
ing advertising, the authority 


would be required to consider visi- 
bility and natural beauty along 
the cross-state expressway. 


@ The assembly bill allows the 
authority to exclude from outdoor 
poster restrictions “specified areas 
of the Thruway system based upon 
use, population density, nature of 
the surrounding community, spe- 
cial conditions prevailing therein 
or other such factors.” 

Opposition to the bill stemmed 
from the view of some that it 
should have carried a ban on all 
advertising along the entire length 
of the 535-mile highway. 


Bugli Urges PRSA 
to Form Group to 
Fight Censorship 


New York, March 19—The de- 
cision to bar radio and TV from 
public hearings conducted by con- 
gressional committees may lead to 
formation of an anti-censorship 
group in the Public Relations So- 
ciety of America. 

Ralph W. Bugli, v.p. of the 
Fred Eldean Organization, public 
relations counsel, calls for a stand- 


ing committee on freedom of in-| 


formation, in a 
directors and local 
ficials of the society. 
“Freedom of information is im- 
portant to every citizen,” he wrote. 
“It is of paramount importance to 
all of us in public relations who 
should be the active allies of other 
professionals in this fight. With- 
out a free flow of communications, 
without open access to information 
of legitimate public interest, we 
jeopardize all other freedoms.” 


chapter of- 


idence Journal has raised its price ® Mr. Bugli said it would be vain 


from 15¢ to 20¢. 


Glenn Advertising Moves 

Glenn Advertising. Fort Worth, 
has moved to new and larger of- 
fices at 600 Bailey Ave 


to be “indecisive in our actions 
where freedom of access to in- 
formation is concerned. This is a 
matter that concerns the manu- 
facturer who cannot find out what 
is happening in Washington. It 


letter to officers, | 


| 


|} sence to accept a 


concerns every trade association.” 

The proposed committee would 
keep society members informed of 
developments affecting freedom of 
information, cooperate with simi- 
lar groups in press, radio and TV, 
and encourage clients and em- 
ployers to support § information 
freedom 


Biddle Adds Sampsel Account 

Biddle Advertising, Chicago and 
Bloomington, Ind., has been ap- 
pointed to handle advertising for 
Sampsel Time Control Inc., Spring 
Valley, Ill., maker of time con- 
trols for heating plants. Initial 
plans call for an intensive cam- 
paign in the New York area. Pre- 
viously, Hosler Advertising, Peoria, 
Ill., handled the account. 


NPA Appoints Max Noble 


Max Noble, assistant sales man- 
ager of Fresh’nd-Aire Co., a divi- 
sion of Cory Corp., Chicago, has 
taken an indefinite leave of ab- 
post with the 
electric fan section, durable goods 
division of the National Produc- 
tion Authority, Washington 


Bates Joins Sills & Co. 

Albert W. Bates, formerly with 
Swift & Co., Chicago, has been ap- 
pointed eastern executive v.p. of 
Theodore R. Sills & Co., public re- 
lations counselor, in the New York 
office. 
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_.. because LIFE is here... 


... and here! 


Paine’s, Boston, Massachusetts 


LIFES most powerful and complete selling force in America 
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Joins MacFarland, Aveyard Wayne S. Hult, formerly a manu- 

D. James DeWolfe, formerly an facturer’s representative for the 
account executive with Walter J. Walter Baker chocolate and cocoa 
Klein Co., Charlotte, N. C., has bulk sales division of General 
been appointed an account execu- Foods Corp., New York, has been 
tive of MacFarland, Aveyard & Co., named to the newly created post of 
Chicago : director of promotion. 


Appoints Epple, Hult Appoints Hall Advertising 

National Dairy Council, Chicago, National Sanitary Sales Co., Chi- 
has appointed William S. Epple,! cago vending machine manufactur- 
formerly head of his own public) er, has appointed Herbert Sum- 
relations orgatiization in Chicago,| mers Hall Advertising, Chicago, to 
director of information service.’ direct its advertising. 


a ) Southern 


ign 4 


Gould Rejoins Lavenson Art Studio Changes Name Balloons Carry 


e bs ‘4 i = = . 4 % 
Your only adequate | : 
trade coverage of the DRYER—This Rube Goldberg affair at left is part of one of the along the production line. The balloon at right has a full- 
country’s fastest growing ; 70° machines that turn out the Iller-Smith process balloons. The color reproduction of a Beech-Nut gum ad that ran in a recent 
@utomotive market. Now blower dries the print on the inflated balloons as they move _ issue of Life. 

over 614 billion dollors yearly ABC 

Irving Gould has rejoined Lav- Handelan Stowell Pedersen Inc., 
|}enson Bureau of Advertising, Chicago art studio, has changed its | 
806 PEACHTREE STREET, . EL, ATLANTA 5S, GEORGIA | Philadelphia, as art director. name to Handelan-Pedersen Inc. F ll C ; , d 


Write for full data. 
New York, March 19—Adver- 
tising has caught up with the bal- 


. , . | 
Insulin—only substance known to medical science | 
which can control diabetes. 


ACTH —treatment of arthritis, severe asthma, and 
many other conditions. 


1 or | 


thanks to the » partnership 
between The Meat Packing 
Industry and the Medical 


> Deer 

rofession 
; Meat animals are the source of many im- 
{ portant medical products—including all 


those on the list at the right. Every day 
physicians rely on these products to help 
save lives, battle disease, relieve pain and 
restore health for millions of people. Per- 
: haps you, or some member of your family 
3 have been helped by one of these vital 

products—or will be sometime in the future. 

To help make them available to your 
doctor, the meat packing industry has elab- 
orate facilities for saving medically impor- 
tant by-products. To make a single ounce of 
insulin, for example, pancreas glands from 
7,500 pigs or 1,500 cattle must be saved 
and properly processed. 

This list (and it is only a partial one) 
shows that many great discoveries have 
come, already, from the research partner- 
ship between the meat industry and 
modern medicine. The search goes 
on for even greater things. 


Cortisone— treatment of rheumatic fever, arthri- 
tis, various allergies, inflammatory eye dis- 
eases, etc. 

Epinephrine— treatment of many allergic condi- 
tions such as asthma, low blood pressure, 
certain heart affections. 


Liver Extract--treatment of pernicious anemia. 


Fibrin Foam— controls bleeding during surgical 
operations. 


Gastric Mucin— treatment of many stomach afflic- 
tions, notably peptic ulcer. 


Thyroid Extract— treatment of depressed function- 
ing of the thyroid gland (myxedema and 
cretinism). 


Cholesterol— starting material for the preparation 
of many hormones. 


Posterior Pituitary Extract— increases blood pres- 
sure during certain conditions of shock. 


Bile Salts — treatment of gall bladder disturbances 
and abnormalities in fat digestion. 


Rennet— aids in milk digestion. 


Sutures — widely used in surgery because they pos- 
sess great strength: need not be removed 
since they are absorbed by the body. 


Estrogenic Hormones — treatment of certain con- 
ditions arising out of the menopause. 


Progesterone — treatment of threatened and habit- 
ual abortion, and in severe dysmenorrhea. 


Dehydrocholic Acid—treatment of certain gall 
bladder disorders and abnormalities of bile 
flow. 


Parathyroid Extract— treatment of tetany (severe 
involuntary muscle contraction) which fol- 
lows removal of these glands. 


Benzoinated Lard— widely used as a medicinal 
ointment base. 


Diastase— aids in promoting starch digestion. 
Lipase—aids in promoting fat digestion. 
Trypsin—aids in promoting protein digestion. 


Bone Marrow Concentrates— treatment of vari- 
ous blood disorders. 


‘ Suprarenal Cortex Extract— used in the treatment 
of Addison’s Disease. 


AMERICAN MEAT INSTITUTE 


Headquarters, Chicago + Members throughout the U.S 


loon. 

This is because a newly pat- 
ented method of high-speed print- 
ing on rubber, normally a very 
“unstable” surface, is now a re- 
ality. 

Iller-Smith process print bal- 
loons, currently on exhibit at the 
annual Toy Fair, are the prod- 
ucts of two West Coast inventors, 
Alfred Iller and Larry Smith. 
With the Iller-Smith technique, 
artwork, photographs and _ full- 
color magazine pages can be 
turned out on balloons up to 30” 
diameter. One Iler-Smith machine 
can produce more than 1,000,000 
units per month. 


s Currently, Lee-Tex Rubber 
Products Corp. of California, Los 
Angeles, one of the country’s larg- 
est balloon manufacturers, is li- 
censed to produce the balloons. 
Already under production, and 
trademarked Exquis-Art, are bal- 
loons carrying full-color art or 
pictures of radio-TV-movie favor- 
ites like Beany and his Pals, Hopa- 
long Cassidy, Mary Hartline, cir- 
cus clowns, elephants and Indians. 
They are sold through chain and 
variety stores, including Wool- 
worth’s and Sears, Roebuck & Co. 

One of the relatively untouched 
fields in which the balloons can 
be used is point of purchase, and 
Lee-Tex is now going after this 
market. On a food item, for ex- 
ample, the interior overhead of a 
market could be covered with 30” 
balloons carrying page color re- 
productions of current magazine 
ads. The company can work on the 
same deadline as Life and be in 
stores with the balloons the same 
day the magazine hits the stands. 


8 Cost of the balloons in a small 
size would be 5¢ each in runs of 
200,000 or more. At the Toy Fair, 
Lee-Tex exhibited a reproduction 
of a recent Life page for Beech- 
Nut, Mary Hartline balloons fea- 
turing Canada Dry’s Super Circus, 
and others. 

Different types of specially built 
machines are used for the print- 
ing. One, about 70’ long, prints, 
develops, washes and dries the 
printed balloons, all while they 
are inflated. 

One of the greatest uses for the 
process appears to be in the field 
of identification or labeling of 
millions of rubber items produced 
by rubber companies throughout 
the world. Rubber companies from 
numerous foreign countries have 
expressed interest in this phase 
of the process, Lee-Tex reports. 
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</*/ Youngsters are cautious and competent critics . . . 
weighing, comparing . . . and, finally selecting their 
preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Group is doing a thoughtful and effective job . . . is presenting 
in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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We're Buying, 
and Not Selling, 
Says Hearst Jr. 


Cuicaco, March 19—William 
Randolph Hearst Jr. made it clear 
today he did not become head of 
the vast empire built by his fath- 
er in order to preside over its 
liquidation 

“We don't sell papers, we buy 
them,” declared Mr. Hearst be- 
fore a meeting of the Chicago Fed- 
erated Advertising Club 

This positive statement of the 
44-year-old press executive was 
prompted by recent rumors that 
the Chicago Herald-American was 
about to fold or be bought out. Mr 
Hearst said the report was com- 
pletely unfounded. The Hearst pa- 
per, he added, is in Chicago to stay 


technical changes are 
being planned for Hearst publi- 
cations. But Mr. Hearst assured his 
audience he will not deviate one 


® Major 


whit from the editorial policies 
set by his late father. He called 
his father “the clearest editorial 
writer we ever had" and said 
Hearst papers will continue to 
fight the “communist menace 
herever it is.” His father, said 
r. Hearst, was exposing com- 
nism “when it was still fash- 


fOnable in the early "30s." 

The big change already in ef- 
fect is more local control for 

arst papers. For the first time 
opel years these papers are 
m® longer receiving advance edi- 
t@rials sent from Los Angeles by 
e Chief.” Each paper is run- 
x% its own editorials and pages | 
being opened up for local copy. | 
e Pittsburgh Sun-Telegraph| 
én changed its format, adopting | 
@ conservative makeup style. “We 


nt all our papers to be local 
ers,’ Mr. Hearst told the club 


, 
@Mr Hearst admitted that The 
AMerican Weekly and the Pictorial 
Réview have “lost plenty” of 
fund in the Sunday magazine 
fi€@ld. However, he pointed out that 

h newspaper supplements are 

ng revamped. A new editor has 
béen selected, features have been 
changed and the Pictorial Review 

1 take on a more local charac- 
ter. 

From now said Mr. Hearst, 
each paper will have an editor for 
the Review. In addition, both Sun- 
day supplements will come out 
with a “new look” on May 11 
Mr. Hearst explained that a $60,-| 
000,000 rotogravure contract 
been with Cuneo Press, 
publication beginning with the 
May 11 issue (AA, Oct. 15, °51) 
He added that for the first time 
local advertisers will be able to 
use color ads in the magazine 


on, 


has 
signed 


1 huge 
listed 


@ Mr. Hearst spoke against 
background poster which 


hawt slit, 


commercial artist 


TELi bin — inthis best-selling art magorine 
AMERICAN ARTIST magazine reaches more 
than 250,000 readers—a $40,000,000 class 
market—every month ] 
AMERICAN ARTIST hos been o favorite with | 
commercial artists for 14 years 

AMERICAN ARTIST hos the largest ort mogo 
rine circulation 

Write 


+ phome 
and deta; 


ample copy 


the many divisions of Hearst En- 
terprises. Many admen in the audi- 
ence commented that they did not 
realize how large this network 
was. Mr. Hearst said that “many 
men” in his own organization were 
not aware of “how big we are.” 
He noted that the Hearst organi- 
zation has a $100,000,000 yearly 
payroll spread over the following 
holdings: 
Sixteen 
York, San 
Francisco 
Detroit, 


newspapers in Albany, New 
Antonio, Los Angeles, San 
Seattle, Chicago, Baltimore, 
Boston, Milwaukee and Pitts- 


burgh 

Eleven magazines) American Druggist, 
Connoisseur, Cosmopolitan, Good House 
keeping, Guide for the Bride, Harper's 
Bazaar, House Beautiful, Motor, Motor 
Boating, Practical Gardener and Town & 
Country 

Three newspaper 
American Weekly, 
Puck—The Comic Weekly 

King Features Syndicate, which goes 
to 2,500 papers with such columnists as 
Westbrook Pegler, George Sokolsky, Bob 
Considine, Luella Parsons and Walter 
Winchell 

International News Service 
national News Photos 
Three radio stations 


supplements The 
Pictorial Review and 


and Inter- 


WBAL, Baltimore, 


WCAE, Pitts- 
WBAL-TV, 


WISN, 
burgh 
Baltimore 

One 
Metrotone News 


and 
One television station 


Milwaukee, 


movie newsreel service: Hearst 


‘Ordnance’ Names LaFond 

Ordnance, official publication of 
the American Ordnance Assn. in 
conjunction with Thomas O. Woolf 
& Son, publisher’s management 
representative, has appointed 
Richard LaFond Advertising, New 
York, to direct its advertising. Di- 
rect mail and trade papers will be 
used chiefly. 
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Brady Co. Appoints Burns 

Glen P. Burns has been named 
advertising and sales promotion 
manager of W. H. Brady Co., Chip- 
pewa Falls, Wis., maker of printed 
roll tapes and paper novelties. He 
formerly was ad manager of West- 
inghouse Electric Supply Co., Mil- 
waukee. 


Promotes Harold P. Mueller 

Harold P. Mueller Jr. has been 
promoted to assistant sales man- 
ager of L. J. Mueller Furnace Co.. 
Milwaukee. 


OSWEGO BUSINESS DISTRICT 
On the main highway leading to residential districts, Oswego’s business 


area serves a retail trade area of nearly 50,000 persons. The tremendous 
growth in population has caused a great increase in business establishments. 


coma: m : ee 


Another community behind KGW’s great radio selling program. 


CIVIC LEADER 


“Certainly KGW is ‘first’ in our area. 


has demonstrated a genuine interest in our 
years and has our 
whole-hearted support. Truly the ‘best in 
the west’ in radio stations with appeal to 
everyone is Portland KGW,” according to 
Auto Dealer Ted Gilbert, Oswego Kiwanis 
club past-president and former city coun- 


community for many 


cilman 


POSTMASTER 


like the station that ‘knows’ us. 


munity and the 


ter for more than 17 years. 


KGW is always willing to help in local 
civic activites. We're local people and we 


witnessed KGW’'s tremendous growth for 
B the past 30 vears and know that this pio- 
neer station has the backing of our com- 
greater Portland area,” 
reports Frank Allen, Lake Grove postumas- 


PORTLAND | 


There is one picture missing in this Oswego-Lake 
Grove group...the sales picture...but you can find it 
when you examine the listener loyalty throughout the 


picture captions. KGW keeps in touch with “local’’ 


maximum benefits 


cannot adequately * 


people and that “touch” pays off with top listener 
loyalty in the Portland area. KGW doesn't suffer from 
“D.S.” phobia, that “Dial Switching" from station to 
station for favorite programs. Every KGW program is 
a “stand-out” favorite of local listeners. 
vertiser seeking the highest possible return from his 
investment in radio time, KGW offers the day-in, day- 
out listener loyalty that produces greatest results. You 
‘sell” the Portland area without 
KGW, the Portland “pioneer"’ station with more than 
30 years’ priceless experience to help you get the 


For an ad- 


offered by radio advertising. 


Investigate now and reap the reward of Portland's 
best radio selling job...by KGW! 
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Jewel Stores Run 

20th Anniversary 

Copy in Chicago 
Cuicaco, March 18—Jewel Food 


Stores is celebrating its 20th birth- 
day with eight weeks of full-page 


| in Jewel stores will be featured, to- 
| taling 15 products advertised each 


‘American Girl’ Names Two, 

American Girl has promoted | 
Mrs. Patricia di Sernia from as-| 
sistant fashion editor to fashion 
editor. Edwin A. Wagner, formerly 
space representative for American 


Each insertion carries part of the 
story of Jewel Food Stores. Each! 
day, three different products sold 


week. Manufacturers of  these| ee 
: : School Publishing Corp., has been 
agen pay a part of the cost of appointed space sales representa- 
e ’ 


: tive in the ad department. 
From time to time, a two-column | 


b&w ads, daily, in the Chicago| ad running next to the full page| Names Robert S. Kampmann 


Tribune. The schedule began last} will carry a complete listing of| 
Wednesday. The special campaign] Jewel stores in and around Chi-| 
is in addition to the chain’s regu-'| cago. Jewel advertising is handled 
lar advertising. direct. 


Pipe & Tubular Products Co., 
Philadelphia, has named Robert 
S. Kampmann Jr. to handle its 


advertising. 


Agency Opens in Los Angeles 

W. H. Hunt & Associates, agency, 
has been formed at 6399 Wilshire 
Blvd., Los Angeles 48. W. Henley 
Hunt, formerly v.p. of Advertising 
Engineers, Los Angeles, is presi- 
dent. Raymond J. Carpenter, pre- 
viously a partner of Mail-Ad Co., 
is v.p. and media director. 


‘Lowe & Stevens’ Moves 


Lowe & Stevens, Atlanta agency, 
will move to new and larger 
quarters at 685 W. Peachtree St., 
N. E., on April 1. 


Ny 
HOUSE 


\ 


‘The housewive's ‘Helper’ in 
bringing us facts about the 
national and local brands we want to buy and try is 
KGW," says Mrs. Jack R. Haney, Oswego resident. 


“With two children, you can’t afford to buy cording to Independent 


‘unheard-of products. 


residential 


“It means a lot to 
us to have a radio 
station's interest in Our community activities. KGW 
does a wonderful job of keeping in touch with the 
local people,” says A. E. Woodhouse, Lake Grove 
Business Assn. president and local restaurateur 


CAFE OWNER 


* 


. 

STUDE NT KGW ?—Sure, it's tops SS § 
’ with us. We get the enter- | 
j tainment all high schoolers like and also find KGW 

j willing to help us in any way it can. It's really a Oy 
favorite in our area,” from Sally Ryan and Sue Ral- 

ston, Lake Oswego high school students. 


a 


“The grocer’s top sales- 
man in our area is the 
voice of KGW. We know 
brand advertising on KGW increases sales,” ac- 


Oswego chamber of commerce president. 


Oswego 


community © 
past ten years, a 
the lake’s WE 


definitely that national 


Grocer Jim Wizer, 


Lake 


One of Portla 


un 
rered aroun , 
tripled in POP 
ymununity, 


districts cen 
f Oswego, 7 
and its sister-ce 
are staf 

ond, are $ 
oa area. Here 


DRUGGIST 


cal events along with listener appeal that 
helps sell our national brand products makes 
KGW the favorite radio station in this area,” 
says Oswego Druggist Glen Wilson. 


y 

Cw “e 
nd’s most beau 
ke Oswego he 

d Lake ranting the 
Lake Grove, at 
¥ t beauty 
nd-ou ae th 
Cho 
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a? 4 
“Complete coverage 
of national and lo- 


tiful 
The 


1s ots of the 
. “People Ss 


* is KGW! 
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ALL LIT UP—Highlight, literally speoking, 
of General Electric's ‘52 Christmas pro 
motion is this unit, factory packed with 
500 tree lights. The lamps on the up- 
right piece actually light up, and ge 
stock is selected on the basis of previous 
sales. Copies of the GE lighting guide 
a window streamer and disploy cards 
complete the package. 


CBS Appoints Bowman 
to Protective League 

Phillip G. Bowman, formerly di- 
rector of radio and television in 
the Chicago office of Young & 
Rubicam, has joined Columbia 
Broadcasting System’s “House- 
wives Protective League.” Mr, 
Bowman will go first to New York 
and later will be appointed a diree- 
tor for the league in some cityg 

Prior to joining Y&R, Mr. Bow- 
man was with Blackett & Sample, 
later Dancer-Fitzgerald-Samp 
Before that he worked for CBS 
for seven years as a commercial 
supervisor in Chicago. No succe@g- 
sor for Mr. Bowman at Y&R his 
been appointed. 


Coleman Adds Account 
Coleman Advertising, Portlarid, 
Ore., has been appointed to diregt 
advertising for Western Irrigatidn 
Co., Eugene, Ore., a new compa 
which makes and distributes n 
tionally automatic sprinkler ir 


gation aluminum drain valv 
Sales tests are being made a 
the first ad campaign will st 


in April in farm publications 


| 4 
FupwTure Ace] 


OF THE Ome HOH 500 NGS INDUSIOY #08 50 vhaes 


does a better 
selling-job to 
the Home Furnishings 


Fell Gecause-| 


i" 


i 


Deoler-Readers have 65% of the buy- 
ing power of this 314 billion market. 


Ads have average life of 120 days. 


4.7 readers per copy. 


wf Mae 

Sp =. Sells the Dealers and the Dealers’ Cus- 
/ “Sy tomers. 
Ove 

m, f a | BEM Big king-sized page gives dominance 

Mein XX "| 25.) ‘ar A | to your sales message. 
? :\ 
VA | The big beautiful magazine with the 
o- q Ag ers ‘ . 4-color cover. 
7 age" 


Ciaest national magazine serving the 
better Home Furnishings stores in 
America. 


FURNITURE AGE 
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Frialator to Boston Agency 

J.C. Pitman & Sons Inc., Lynn 
Mass., has appointed Reilly, Brown 
& Willard, Boston, to handle ad- 
vertising of the Pitco Frialator 
Business papers ard direct mail 
will be used 


Sylvania Boosts Henry Jones 


The photolamp division of Syl- 
vania Electric Products Inc., New 
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York, has named Henry W. Jones 
to the newly created post of east- 
ern sales manager. He will also 
continue his duties as merchan- 
dising supervisor of the drug trade 
for photolamps, a post he has held 
since 1950 


Waters Agency 25 Years Old 

Norman D. Waters & Associates, 
New York, celebrated its 25th an- 
niversary on March 17 


SPECIAL PROBLEM? 


Advertising Executive planning pleasure trip—Middle & 
Far West-6 weeks duration—starting about June 20th. 


Desires to be helpful to Agenc vor Company research dept. pe oe —General Electric Co. will ship this display and tured is scheduled for second quarter of ‘52 showing. If a dealer 
: F ss eas . three others to dealers during 1952 for $49.50. The display pic- doesn’t want all four he may order them individually. 
or Executive requiring any special information. 
All matters treated confidentially. Fine references. po p . ss 
ppoints J. Gordon Blair Nite Kraft Names Murray Exterminator Corp. 
Write Box A. Room 423 Green Cross Insecticides, Mont- Gladys Murray, formerly v.p. 


280 Broadway, New York 7, N. Y. Co. of Canada, has appointed J. pointed advertising and sales pro- 


real, division of Sherwin Williams of Dogpatch Styles, has been ap- Begins Heavy Push 


Gordon Blair sales promotion motion manager of the Nite Kraft j 
manager for its orchard pesticides. Corp., New York. for New Vaporizer 
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PHILADELPHIA, March 18—Exter- 
minator Corp. of America expects 
to spend about $200,000 in trade 
publications and newspapers to 
promote its new Mortron vapor- 
izer. According to the company, it 
is the first household vaporizer to 
sell for $6.95. 

At present the campaign is 
breaking in the Florida area with 
full pages in newspapers. The full 
pages will be followed by smaller 
cooperative ads sponsored by 
Mortron distributors and dealers. 
The campaign will be introduced 


a e.6|6.°3 ae 
etal vertisin Lina é€ in each area in the same manner. 
Plans for radio and TV coverage 
are currently being made. Ed- 
ward Shapiro Advertising Agen- 
cy handles the advertising. 


Philadelphia area last year via 
eae -— mail order advertising under a 
different name. The test was suc- 
cessful and the company is now 
working out a mail order ar- 


> 
rangement with Bedford Co., New 
e Pp i re e ress York, for sales in rural areas. 


@® Harry J. Becker, president of 

the company, told AA he antici- 

e ** pates sales of the 7-oz. vaporizer to 

More T an Dou ed in Ten Years run about 500,000 units this year. 

ee The company, he said, is solidifying 

an art mete its distribution setup in all market 

encent at e o e areas. Some distribution areas 

+ <4 which indicates at least TWO THINGS hve 3 brane he 

pas ae eee northern states. Right now, he said, 

rge! concentration is in the warm 
Benet 


eater bev? 
fallen wt 


ee A re ee OO eee 
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weather states where flies and 

2 e bugs are now a problem. 
That The Detroit Free Press is Ses tos: tie 
the crystals by electric power, Mr 


doing a mighty good job of pro- Becker said, and is easily tacked 


up on a wall near an electric out- 


° ° let. Each vaporizer comes with two 
ducing RESULTS for the Detroit packets of Mortane crystals that 
are odorless and colorless. Work- 

H + ing continuously, it takes about 
Retail advertiser. two weeks to evaporate one pack- 
age of crystals, the president said. 

He estimated it will cost a family 

about four cents a day to keep its 


That Detroit itself is a MIGHTY home free of flies and bugs. 
Poirette Begins C i 
MAJOR, CONTINUOUSLY EX- sh ae ry 


sue of Life, Poirette Corsets is 

launching the largest campaign in 

PAN DING MARKET for any its history for its new highwaist 
“Promise” girdle. Newspapers, 

e ° . Sunday supplements, merchandis- 
kind of merchandise or service. as ae wie oe weed 
throughout the spring selling sea- 

son. Gilbert Advertising, New 


** In 1951, The Detroit Free Press printed Ferm, 3 She agumey. 


10,794,740 lines of retail advertising, an Lily-Tulip Promotes Mahony 

. ° Lily-Tulip Corp., New York, has 

increase of 102.9% over 1941. Its increase promoted Dan Mahony to the 
i ° newly created position of director 

over 1950 linage was 19°% GREATER THAN of sales development. Mr. Mahony 


THAT OF ANY OTHER DETROIT NEWSPAPER. will coordinate and direct all ad- 


¢ Detroit Free Press 


With the company for 25 years, 
Mr. Mahony was most recently 
service products manager. 


Latham Elected a V. P. 

Allen Latham Jr. has been 
elected a v.p. of Arthur D. Little 
Inc., Cambridge, Mass., research 


ri 


and sales promotion activities. 


and engineering consultant. 


at " ap hs a a & aah if eek Se ew te 
5 “ ’ e ‘: : frat < a See 
a M ae r east — ed ety soe . a». » Mee wera yw 
. 42 : i s : ee 8 pee ES Seite 
SA i pit ee oe Pre ee Bie i 
pe Pd il “ae we . sn he ae bg 
i hye : s Sw"_S ee a ie 
“ F008 i in ; ms OOS gees Seana ee . J cra arias 
2 ‘vi 0d ll CC TC Otel ae 
“sy . " ¥ sets x {; = ie y Soe 3 \ heer { 2 . 
a, R i ——— Lie la ae: ered * * ete j eos 
Mi — * toe, . “ et WRG” } F : 
& NT: ? ae Rey ; ———s ~ Ee 
— ae 5 | a 
ee ~~ sfist rsa 8 
. 3 es | Com * 
. ee ne me whe it . s 4 4a seree, Meets j a 
a ae. ete s i a | e 
see & 
“e —————————————————— Ww ae: 
a oe ee aie ae 
re 7 : . 7 Ng :, @ 
ie: cae 7 *-on eae ae £3 . —— a) 
“ Pa) oe | Poe ‘= Ae ~aen ‘. es 4 
; ge oth le ee va ae 
iA r ‘ . / ® \ \. .) big 
es 07 Be: “ea vary es on yore, se ‘| 7 2, SS Bee ot a mn i a 
* , se no.3 ,e VON HR By ~ tras toned mm ae 
ws 4 oo. ‘\ ¥. | TALL story a VC » ) » ae yo (ree Se 
* - a os t bg \ ; ! : T 7 te: Y ? . ” > ©) tet: burton" un Ure -. 
Sa9 x Se Roe ve \ ~Q Ne: * an » a ; 5 Q aa ae 
a.” a _ g \ “39 ; | 
> | ¥ ? Cee ih: a i ' 2) panne Ce a 
7 i i] . ; aw —. ‘ - saa Sm y 
7 3 | : 
ae ; ; ’ qrore st weet aceon oftet A torre ina \ 
_ eee, Oo cae gs oan Oe R 
. ; re | ; 
} ; Ils | 
; : at 
a ; (rt 
7 z ; > b= P . - - — x sane : 
| a5 oe ree ee & 
- } ; SE PTS eh 
a : sel Ee wn eS | oe 
| Setal | teense eeene “a 
a ort —! he al 
a sont eet, un te 
y i we 2 re a ’ steers 
A : Se a eer oe q 
i. , Seat Tee a8 te q 
bss —, — — 7 1 | 
oo -_* we waste ‘ _ ceil un ae 
3 eer memns ne q 
on Y i 
4 jal - , a 
NG h oul 
ee S renel” ©’ oo 
23, pinins oo | 
q , o-Pe _ onan? wm ‘ 
af . ent as 
{ owt grec! 
: eetlY 1n1300 omg : 
: iy ‘ 
‘ \ As ‘ 3 
: im; ae 
th “e , ‘ \ 
— so 1 
: er 
WIS ; al 
| - a Pier 
¥ = ; os = 
1 i 2 (oem “| km 0 < ) 
a a . \ r- 1 A 
< hee wis v- | 
27) - cao pute ee ' 
— a apansance, geal? wna : 
* oon 
, iz! . beans arde ere ‘ Be i " 
: 
3 Ps 
. 
asv0 W Oh ——————— : j 
; ; : ' pe | ) | 
: me ns See, ated } j 
EE Mitte, 10. Rareiat Melriabtnedes HL, — a | | 
of Pes c } 
CH he de ae ~ ea ‘ ee } ye 
oN See Mae tee *, oe : rent 
Beek! oth Lo eg ee eee Piceatarare tw ae : a! ———————— 


LEE I. POT Pract cts as Pw gg tae A 


| Best Cove rage 


4 


©, 
ee 


Ne 


uy 


or as 


~* 
xe 
oS 


You Get the 
~ MOST — 
‘When You Get the | 
. POST: « 


ae 
a nt 
7 


' The St. Louis Post-Dispatch LEADS ALL § CIRC 
COVER ST. LOUIS WITH ONE ‘rsticisnnesccscntneon | cunor pate 
offers a PLUS CIRCULATION of 103,011 J Retail Trading Zone 
NEWSPAPER, ONE LOW COST Mrisictestiuscy ime | ema - au 


SUNDAY 
300,918 


139,439 
440,357 
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(lass News Magazine 


U.S.News ¢ World Report 


has now crossed 
the 500,000 mark in 
net paid circulation 


reg RN ee tienen sr Te ~ 


| U.S.News & World Report 


is the only major | q 
weekly magazine which | 
has doubled the circulation 
it had in 1945 


More useful to more readers 
More valuable to more advertisers 
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Scores of Tie-ins Help 


‘Greatest Show’; 


Paramount Puts Out 48-Page Pressbook 


Curcaco, March 19—Paramount 
Pictures Corp. is having itself a 
circus with its new circus show. 
It has a jumbo-size pressbook for 
Cecil B. DeMille’s “The Great- 
est Show on Earth” which re- 
one of the studio’s largest 
budgeted publicity and advertis- 
ing campaigns. The 48-page book 
offers exhibitors a complete three- 
ring newspaper, poster and mer- 
chandising show 

In addition, plans for extensive 
advertising and promotional tie- 
ins are outlined. There certainly 
are lots of them. 


.veals 


Jergens lotion will tie in with 
the movie, using full-page ads fea- 
turing Betty Hutton, one of the 
stars, in the April issues of Cosmo- 
politan, Good Housekeeping, Mc- 
Call's, Modern Romances, Modern 
Sereen, Sereenland, Screen Stories 
and Silver Screen; in the Sept. 15 
Life, and in September issues of 
Household, Ladies’ Home Journal, 
Motion Picture, Seventeen, To- 
day's Woman and True Confes- 
sions. Robert W. Orr & -Associates, 
New York, is the Jergens agency 


8 Gay Togs Inc., maker of wom- 
en’s sportswear, has launched a 
special merchandise promotion 


which was kicked off with a full- 
Galor ad in the March issue of 
S@Penteen. This will be followed 

page ads in April issues of 
Charm. Glamour = and Made- 
mMObse ll: 

Gharlton Heston, another star in 
thé movie, will be featured in ads 
foe L. W. Foster Sportswear Co 
Stafding in front of a circus-type 
poster with the movie's title. The 
adg are scheduled for Esqrire, Life 
an@ Look, Leonard F. Fellman & 
Agfociates, Philadelphia, is the 
Foster Sportswear agency. 

Be of the Loom Corp., New 
Yak, will tie in a promotion for 
if#@nvions with Betty Hutton and 
th® movie in quarter-page color 
adg in McCall's. The ads will be 
ad@pted to newspaper dealer mats. 
In@iddition, all stores will be sup- 
pli@d with displays, window 
str@amers, McCall merchandising 
aids, reprints of color ads, radio 
sp@ts. post card mailers, and other 


prémetional material 


@ Royal Crown cola—through 
Batten, Barton, Durstine & Osborn, 
New York-—ties in with ads fea- 
turing Betty Hutton and picture 
eredits in Family Circle, Good 
Housekeeping, Life, Western Fam- 
ily and Woman's Day. Reprints 
will be furnished to bottlers for 
use as mailing pieces and store 
displays 

V-8 vexetable 
Soup Co.) features 
and the movie in ads in Better 
Homes & Gardens and Ladies’ 
Home Journal plus newspaper and 
comic section ads 

Nesco Inc., Chicago, has cre- 
ated a tray and wastebasket with 
a circus motif displaying the movie 
title. An ad in the April 19 Sat- 
urday Evening Post will intro- 
duce the product. Newspaper copy 
also will be used in the promotion 


juice (Campbell 
Betty Hutton 


Western Advertising Agency, Chi- 
cago. is handling the Nesco pro- 


obey 


Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business. 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 


Bookiet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 


BACON’S CLIPPING BUREAU 
343 S&. Dearborn St., Chicago 4 FF 


motion 
Webster Electric Co., Racine, is 


placing a full-page ad in Business | 


Week showing Cecil B. DeMille 
using its Ekotape recorder. The ad 
also will carry the movie title. 
Hamilton Advertising Agency, 
Chicago, handles the account. 


® Libbey Glass has constructed a 


special display unit, 29%” high, 
33” wide and 31” deep for its 
Circus Hostess glasses in the form 
of a circus big top tent. Special 
dealer helps highlight the tie-in. 
In addition, J. Walter Thompson 
Co., New York, is placing a full- 
page ad in Life pegged directly 
on the special promotion. 
Pyramid Leather Goods Co., 
New York, is creating a line of 
children’s handbags based on the 
movie’s theme. Ads carrying this 
tie-in will appear in Compact, Life, 


Parents’ Magazine and Seventeen. 
Sterling Advertising Agency, New 
York, handles the account. 

Other products and companies 
tying in with the movie in ads 
and with special promotional ma- 
terial are American Thread Co.; 
Chesterfield cigarets; Coro jew- 
elry; Esquire boot polish; Helbros 
Watch Co. (with a Damon Runyon 
Memorial Fund angle); La Cross 
manicure sets; Lalani canned pine- 
apple; Lusk Candy Co.; Lustre 
Cream shampoo; Midwest Biscuit 
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Co.; National Bakers Services; 
Nestle Chocolate Co.; Peter Puppet 
Playthings Inc.; Revell toys; Rud- 
in & Roth; Sears, Roebuck & Co., 
and Star-Kist tuna. 


William Warner Resigns 

William M. Warner has resigned 
as advertising manager for the 
carpet division of Alexander Smith 
Inc., Yonkers, N. Y., to accept a 
position in the management of 
Home Furniture Co., Colorado 
Springs. No successor has been 
named. 
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Frtere are some examples. But they don't begin 
to tell the story of the explosive impact of a 
good home idea on American Home's “high- 
voltage” families. For the whole picture, just give 


us a call. 


307,482 husbands 
and wives reached into 
the family purse lost year 
and bought American Home 
craft patterns worth over 
$112,753.83. 
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$250,000 Ad Budget 
Will Back Nurish, 
New Plant Food 


CHARLEsTON, S. C., March 18— 
Naco Fertilizer Co., a subsidiary of 
W. R. Grace & Co., is spending 
$250,000 in magazines and newspa- 
pers to introduce a new plant food. 

Nurish, a water soluble, highly 
concentrated plant food, will be 
pushed via b&w pages and half- 


pages in a number of shelter and 
horticultural magazines. Newspa- 
pers will be used on a market-by- 
market schedule. Kelly, Nason Inc., 
New York, is the agency. 

Nurish will be sold by mail or- 
der through four nursery mail 
order houses. They are Andrews 
Nursery, Faribault, Minn.; Arm- 
strong Nurseries, Ontario, Cal.; 
Baker Bros. Nursery, Ft. Worth, 
and Buntings’ Nurseries, Selby- 
ville, Del. 

The plant food is packaged in a 


dispenser box containing 32 indi- | 
vidual packets. Each three-fourths- 


gallons of solution. 


Agne Appointed Ad Manager 

Alfred L. Agne, formerly ad 
manager for Brunswick-Balke- 
Collender Co., Chicago, has been 
appointed ad manager of Eureka 
Williams Corp., Bloomington, IIL, 
maker of vacuum cleaners, auto- 
matic heating equipment and waste 
food disposers. 


Crisp Says Market Research Must Pay Off 
ounce packet of Nurish makes two | @¢ Be Eliminated from the Sales Picture 


PHILADELPHIA, March 18—Market 
research either must increase prof- 
iis through improved marketing 
efficiency or “go on the bench.” 

This was the challenge Richard 
D. Crisp, director of market re- 
search, Tatham-Laird, Chicago, 
banded marketers today at a meet- 
ing of the Philadelphia chapter of 
the American Marketing Assn. 


A new idea in cooking 
spoons, cdvertised in a 
lig-poge Market Place ad, 
brought in checks totaling 
over $9,000 to one Amer- 
ican Home advertiser. 


aes 


pis GRE 


SLATS RAT Tete g oaP 


Of 14 national maga- 
zines used by an aspholt- 
tile monufocturer last fall, 
American Home led all 
the rest, both in total returns 
and lowest cost per inquiry. 


Read and re-read by 2,900,000 MEN AND WOMEN with a consuming interest in their homes 


Market research men can meet 
this challenge only if they use al! 
the tools at their command, he said 

“Surveys are only one—and by 
no means the most important— 
of the tools in your kit. The mar- 
keting research man who is ‘survey 
slap-happy’ is as obsolete as a do- 
do,” he asserted. 


@ “Integrated research requires a 
consideration of marketing prob- 
lems from the management view- 
point,” he continued. Costs must be 
weighed against resuits 

“The length of the ‘pay-off peri- 
od’ for a research project should 
be an important element in the 
decision to authorize or kill the 
project,” he said. 

“The day is past when manage- 
ment will support a marketing re- 
search function which devotes its 
attention to the solution of isolated 
problems, many of which are of 
questionable importance. Market- 
ing research must be integrated 
with sales and advertising manage- 
ment as a_ practical, productive 
force, or face the possibility of be- 
ing pruned from the organization 
‘as a decorative and non-essential 
activity,” Mr. Crisp warned. 


Opens Promotions Office 
Armand G. Winfield, formerly 
special promotions manager @or 
Lloyd Maritz EnterPRIZES, ‘St. 
Louis, has opened his own office 
in the Merchants’ Exchange Bl@g., 
St. Louis, under the name Armand 
|* Winfield, Special Promotiogs. 


Waindel Named A.M., PR Head 


Gerald A. Waindel, formerly a 
member of the public relatifns 
staff of Swift & Co., Chicago, bas 
| been appointed manager of adver- 
| tising and public relations of ath 
| sociates Investment Co., Sottth 
Bend. t 


Temper! 


. . « Easy little Bismarck —just 
tie a string around thot sore 
finger and remember next 
time that KFYR, in agricultur- 
ally wealthy North Dakota, 
will build an active market 
for you. Remember Bismarck, 
KFYR! 


BISMARCK, N. DAK. 


5000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 
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Council Appoints Phillips 


George Phillips, ad manager of 


Joins ‘Modern Industry’ 
Brooke E. Supplee, formerly ad 


manager of William, Browne & Cluett, Peabody & Co., New York, 
Earle Inc., has been appointed ad has been appointed national co- 


chairman of the Father’s Day 


Council 


promotion manager of Modern In- 
dustry, New York 


| Need a Good Film Spot.. 
oe AT A MODERATE PRICE TO FIT A LOW BUDGET? 


FILMACK can make it, as 
they're doing for hundreds of 
advertisers the country over. 
For 35 years FILMACK has 
produced top-quality film titles 
and messages for theatres and 
agencies. Experience counts. Our 


FILM 
SPOTS 
with 
AUDIO 


= staff, complete lab, sound studio 
: and camera equipment can save you AS LOW AS 
\ time and money. 8 Sec. $50 
Send in your copy for estimate. 20 Sec. $80 
£ Our low prices will surprise you. 1 Minute $150 


: Filmack Studios 


1335 SOUTH WABASH AVENUE + CHICAGO 5, ILLINOIS 


High Income Groups’ Big Share of 
Frozen Food Buying Told by Crowell 


Cuicaco, March 18—The re- 
search department of Crowell-Col- 
lier Publishing Co. has told the 
frozen foods industry what the 
consumer thinks of its products. 

A national survey of 2,545 per- 
sons shows that the frozen foods 
market is growing rapidly. How- 
ever, the study also found that 
price and income bracket have a 
lot to do with this market. 

Results were compared with a 
1949 study in which 74% of those 
interviewed said “yes” to the ques- 
tion: “Do you buy commercially 
frozen foods?” Today this figure 
is up to 84%. 


® This increase was due primarily 
to the juice concentrates. A rise 
in use of concentrates accounted 
for six of the eight percentage 
points difference. 

When income groups were con- 
sidered, an interesting relation- 
ship appeared. Frozen food con- 


sumption goes up with the rise in 
income. Here 


shows: 
Buyers Non-Buyers 
Income Groups % 

Under $2,000 60 
$2,000-$2,999 79 21 
$3,000-$3,999 85 15 

.000-$4,999 89 ll 
$5,900-$6,999 91 9 
$7,000 and over 5 5 


The tremendous progress made 
by the juice concentrates is indi- 
cated in a comparison of the Janu- 
ary, 1949, and the December, 1951, 
survey results. In the old study, 
70% had not tried frozen orange 
juice. In the new study, only 26% 
had not tried it. 


@ However, other juice concen- 
trates are in much the same posi- 
tion orange was two vears ago. 
Only 41% of those interviewed 
had tried any other frozen juice 
besides orange. Again it is the 
high income bracket which is the 
trail blazer. While 66% in the $7,- 
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There's one best way of reaching the 7,500,000 
young women in their teens... 


lists... 


as they wish, fancy free. 


Big buyer in her own right! Earnings and 
allowances give these girls $3,700,000,000 a year to 
i spend... 


Getting gifts galore! for birthdays, graduation, 
Christmas, hope chest. Gifts she nearly always selects 
herself. 


Coaching Mother, Prompting Dad! she's 
a power behind the throne in every field of family 
buying. She can pick a product, switch a brand. 


for life? 


Here comes the bride! More girls wed at 18 
= than at any other age. !s your product on their shopping 


’ oa! mee 


seventeen sellst 


New York ¢ Boston * Chicago « Hollywood * Atlanta 


is what the table} 
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SAVES SPACE—This display unit being 
used by Lambert Pharmacal Co. has been 
installed in 5,000 drug stores. It holds 
four cases of Listerine and, when not in 
use, can be folded up as shown in the 
illustration. Designed by William Melish 
Harris, New York, the display units re- 
portedly have sold an average of 25 
cases each in the four months they have 
been in use 


' 

| 000 and over class has tried anoth- 
;er concentrate, the corresponding 
| figure for the under $2,000 group 
lis 31%. 

Grape and lemonade are the 
leaders in the other varieties of 
concentrates. 
| While juice leads the way, sig- 

nificant increases also were racked 
|up by frozen meats and fish. In 
| the old study, fish was served reg- 
| ularly by 34% of frozen food buy- 
| ers, and meat by 11%. In the new 
| study, fish jumped to 50% and 
| meat to 20%. 


® In frozen vegetables—which are 
served regularly by 92% of buy- 
ers—peas are still the favorite, 
with 57% preferring this variety. 

Non-buyers were asked why 
they do not use frozen foods and 
the biggest reason listed was 
high price. Thirty-six per cent 
said frozen foods were too ex- 
pensive; fresh foods were pre- 
ferred by 19%, and 15% have 
home canned varieties. In the old 
study, only 30% listed expense as 
a reason for non-use 

Price also showed up significant- 
ly when people were asked what 
is the most important feature in 
| selecting a brand. Three years ago 
only 17% named price. Today this 
figure doubled to 34%. 

There was dissatisfaction ex- 
pressed by buyers about the quan- 
tity of food in packages—8% said 
there. was “not enough for the 
money”—and about the cooking 
instructions—6% disagreed with 
cooking time instructions. The 
store display and package design 
also came in for criticism. 


Two Join Henri. Hurst 

Raymond C. Karsted, formerly 
director of media and market re- 
search with Glenn, Jordan, Stoet- 
zel Inc., Chicago, has joined Hen- 
ri, Hurst & McDonald, Chicago. 
Eric Ajello has been added to the 
writer-producer staff of the agen- 
cy’s radio-TV department. 


Appoints Helen Brooks 

Helen Brooks, formerly with the 
ad department of Henry Morgan & 
Co., Montreal, has joined Ander- 
son, Smith & Cairns, Montreal, 
where she will work on copy and 
creative planning, and coordina- 
tion of national advertising with 
retail promotion. 


Mather to Brown & Bigelow 
Ralph J. Mather, formerly head 
a St. Paul travel bureau, has 
been named manager of special 
| industrial sales for Brown & Bige- 
low, St. Paul. 
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Workshop-Type Sessions to Dominate 
Broadcasters Convention Next Week 


Cuicaco, March 19—Shirtsleeve 
“workshop” sessions, which won 
the overwhelming approval of 
members last year, again will high- 
light the annual convention of the 
National Assn. of Radio and Tele- 
vision Broadcasters here March 30 
through April 2. 

Convention planners are accent- 
ing four sessions in particular. 
These will be devoted to merchan- 
dising, politics, station manage- 
ment and audience promotion. 

The panel discussions, scheduled 
for the afternoon of April 1, will 
get under way at 2:30 p.m. with 
a workshop devoted to the subject 
“The way to more broadcasting— 
merchandising.” 


® G. Richard Shafto of WIS, Co- 
lumbia, S. C., will act as keynoter. 
Other panel members will include 


Jack Ginselmeier of WLW, Cincin- 
nati; Lester W. Lindow, WFDF, 
Flint, Mich., and F. C. Sowell, 
WLAC, Nashville. 

Another Tuesday session, sched- 
uled simultaneously with the mer- 
chandising discussion, will be de- 
voted to the touchy subject of 
“Politics and Broadcasting in '52.” 
Clair McCollough of WGAL and 
WGAL-TYV, Lancaster, Pa., will de- 
liver the keynote address. 

Panel participants, in addition to 
Mr. McCollough, include Kenneth 
Fry, radio-TV director of the Dem- 
ocratic National Committee, and 
Edward T. Ingle, radio-TV director 
of the Republican National Com- 
mittee. Representatives of the na- 
tional networks’ convention cover- 
age committees also are expected 
to participate. 

One of the two 4 p.m. sessions 


will review the subject of “Man- 
agement—Is Yours Good?” C. L. 
“Chet” Thomas of KXOK, St. 
Louis, will kick off the discussion. 
Pane] members are William B. Mc- 
Grath, WHDH, Boston; Leslie C. 
Johnson, WHBF, Rock Island; Si- 
mon Goldman, WJTN, Jamestown, 


N. Y., and Robert T. Mason, 
WMRN, Marion, O. 
At the same time, another! 


NARTB group will assemble to re- 


view “audience promotion—a tale | 


of three cities.” Glenn Shaw, KLX, 
Oakland, will make the keynote 


address, and the panel will include} 


John Esau of KTUL, Tulsa, who! 


will describe the Tulsa promotion; | 


Worth Kramer of WJR, Detroit, 
who will outline the campaign in 
his city, and Jack Knabb of Jack 
Knabb Advertising Co., who will 
tell the story of the promotion in 
Rochester, N. Y. 


@ The convention opens Monday 
| morning with meetings devoted to 
| television and FM radio. The tele- 
| vision session—also a workshop- 

type meeting—will feature such 


telecasters as E. K. Jett of WMAR, 
Baltimore; Victor Sholis of WHAS- 
TV, Louisville; Willard Walbridge 
of WWJ-TV, Detroit, and Law- 
rence Rogers of WSAZ-TV, Louis- 


ville. Dwight Martin, WLW-T, 
Cincinnati, will be chairman of the 
meeting. 


Monday’s FM business session 
primarily will revolve around the 
FM promotional campaigns con- 
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vertising manager of Zenith Radix 
Corv.; Herbert Guenin Jr., adver- 
tising manager of RCA Victor, 
and Henry Onorati, ad manager for 
radio and TV of Crosley division, 
Avco Mfg. Corp. 

William Hills, managing director 
of the Electric Institute, Washing- 
ton, will handle the subject of 
“What FM promotion means to the 
dealer.” 


ducted by NARTB and the Radio- | 


Television Manufacturers Assn. 


® The FM discussion will be divid- 
ed into three parts—what the pro- 
motion meant to the broadcaster, 
what it meant to the manufacturer, 
and what it meant to the dealer. 
Speaking for the FM broadcast- 
ers will be E. Z. Jones, WBBB- 
FM, Burlington, N. C.; Kenneth 
Schmidt, WIBA-FM, Madison, and 
Everett Dillard, WASH, Washing- 
ton. Mr. Dillard, a veteran FM 
broadcaster, also will demonstrate 
the “FM sales clinic of the air.” 
The subject of what FM promo- 
tion meant to manufacturers will 
be handled by David Grigsby, ad- 


|@ Details of the television sessions 
|}on Wednesday morning and after- 
noon still are being worked out. 
Thus far, a meeting devoted to 
operating problems is definitely 
scheduled for the morning. A group 
of telecasters will discuss program- 
ming, construction problems, rates, 
wages and promotion. 

Paul Walker of the Federal Com- 
munications Commission will make 
his first major public address since 
his appointment as FCC chairman 
on Wednesday noon. The other ma- 
jor convention address will be de- 
livered by Henry H. Fowler, ad- 
ministrator of the National Pro- 
duction Authority. 


Your Complete Product Story 


HERE'S THE ONE SURE WAY TO GET 


% The Mew-te-e.i aR 


RACTICAL 
UILDER 


Final closing date for complete plates April 11 


Practical Builder 


5 South Wabash Avenue « Chicago 3, Illinois 


to the World’s Largest 
Builder Audience™ 


The cost? Less than 1c per page per copy; less 
than the cost of a mailing piece. 


Used by 87,000 building men—the men who 
build 2 out of every 3 homes and apartments; who 
do two-thirds of the remodeling; who specify, buy 
and install the bulk of the building products used in 
the light construction field. 


P Not a Special Issue 


Not a Directory 


*Lotest ABC Audit Report 


ee EN, PEELE Sky MMOLE SEY 


p78% of whom voted it ‘most helpful and useful’’ 
regular building data reference source. 


DA Data and Specifications File for Builders. 
The perfect medium for your complete product story. 


But HURRY! Final date 
for plates, April 11 
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Need a Cruet? 
Kraft Offers 
Mixing Bottle 
for Salad Oil 

Cuicaco, March 18—A _ special 
premium offer highlights a new 


salad oil promiotion by Kraft Foods 
Co. National magazines and net- 
work television will be used in 
the campaign. 

For 50¢ pius a label from a bot- 
tle of Kraft salad oil, consumers 
are offered a salad dressing mixing 
and serving cruet. The cruet is a 
bottle with a cork stopper and 
guide lines to indicate where to 
fill with vinegar, salad oil and sea- 
soning. Kraft says it is specially 
designed and cannot be bought in 
any store. 


8 Ad copy—breaking next week in 
McCall’s and The Saturday Eve- 
ning Post—also will feature seven 
different recipes for French dress- 
ing. Each magazine will carry four- 
color spreads. 

The main commercial] on the 
NBC Kraft Television Theater 
March 26 and again on April 2 will 
abe devoted to the cruet offer. The 
G@uct was shown previously on the 
PEOcram, and Kraft said the new 
Offer was adopted because so many 
letters came in asking where the 
jar could be purchased 

Other magazines which will car- 
ry the premium offer this spring 
amd summer include Better Living, 
Everywoman's, Family Circle, Hol- 
laad's, Sunset Magazine and Wo- 

m's Day. 

he offer also will be pushed via 
@Bplays in 10,000 groceries. The 
12%15" display will hold a sample 
¢fBet and a supply of blanks that} 
can be used in applying 


« 
ABC Drops Ameche-Langford | 
Daytime Show as Too Costly | 

After spending more than 
$1,900,000 to build the daytime 
Frances Langford-Don Ameche TV 
show, American Broadcasting Co., 
New York, has given it up. After 
m@re than six months on the air 
thé show was only drawing a 1.8 
rating. The 60-minute Monday- 
thfpugh-Friday package cost the 
network $40,000 weekly. 

At the time the show went off 
the air (March 14), Miss Langford 
and Mr. Ameche had two adver- 
tisers—-Lever Bros. and Hudnut 
Sales Co., each of which was spon- 
soring three 15-minute segments 
weekly. But this was not enough 
backing to make the show pay off 
for the network, which now is 
convinced that housewives are not 
in the right mood for this type of 
big production entertainment at 
noontime 


Wheaties Adds MBS Show 

General Mills, Minneapolis, is 
presenting the “Wheaties Score- 
board” every Sunday following the 
baseball “Game of the Day” over 
Mutual. The five-minute show, 
which features a summary of the 
day’s scores, will be heard 
throughout the season Knox 
Reeves Advertising, New York, is 
the agency. 


Tanners Pledge $700,000 

Tanners have already subscribed 
approximately $700,000 in pledges 
for a $1,000,000 program to pro- 
mote leather, according to the Na- 
tional Hide Assn., Washington. To 
date, 83% of the members of the 
Tanners’ Council of America are 
participating in the program 
Pledges will be paid over a period 
of three years 


Appoints Robert Slenes 

Robert A. Slenes, formerly with 
Ramey, Scott & Co., Cleveland, has 
been appointed export sales mana- 
ger for Diamond Iron Works Inc 
and its Mahr Mfg. Co. division, 
Minneapolis. 


Repackage Flexalum Tape 


Hunter Douglas Corp. has pack- 
aged its Flexalum vinyl plastic 
tape, previously available only on 
custom and ready-made venetian 
blinds, in a handy box, together 
with instructions on how to retape 
a blind. Containing four yards of 
tape, enough for one average 
blind, the item sells for about $2. 
Ads ranging from 600-line to color 
pages are running in shelter maga- 
zines and business papers, Doyle 
Dane Bernbach Inc., New York, 
is the agency 


USC to Hold P. R. 
Meeting in April 


Los ANGELES, March 15—The 
University of Southern California, 
in cooperation with the Public Re- 
lations Society of America, and the 
Los Angeles Chamber of Com- 
merce, will hold its third annual 
public relations conference April 
22-23. 

Panel discussions will be con- 
ducted on how to organize and op- 


erate a one-man public relations 
department in a small business or 
industry, the handling of inter- 
departmental problems in public 
relations departments of larger or- 
ganizations, and the cooperation 
between a public relations counsel- 
ing firm and a client company. 


William G. Werner, public rela-| 


tions manager, Procter & Gamble 
Co., will speak on “The Care and 
Feeding of a Public Relations De- 
partment.” Other speakers include 
Milton Fairman, director of public 
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relations, Borden Co.; George W. 
Crowson, assistant to the president, 
Illinois Central Railroad; Max 
Benson, public relations director, 
Genera] Shoe Corp.; Ed Lipscomb, 
president of the PRSA. 


Russell] Adds Duties 


Edward H. Russell has added 
the duties of supervisor of plan- 
ning of campaign and publicity to 
his present position of assistant to 
the president of Biddle Advertis- 
ing, Chicago and Bloomington, II]. 
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Means Joins ‘News-Tribune’ 

Avery Means, formerly ad man- 
‘ger of the Times-Recorder, 
Americus, Ga., has joined the ad- 
vertising department of the News- 
Tribune, Rome, Ga., as assistant 
manager. 


Bolster Promoted to A. M. 

Lyle Bolster has been  pro- 
moted to ad manager of F. E. 
Schundler Co., Joliet, Ill., maker 
of Coralux and various building 
supplies. Mr. Bolster has been with 
the company for two years. 


Sells Printing Company 

Independent Printing Co., 
land, Ore., 
Adlesich by Daniel H. and Ruth 
E. Bussard at an estimated price 
of $135,000. The company was 
founded in 1904 by D. H. Bussard 
Sr. 


Port- 
has been sold to John 


Stahl-Meyer to Kesslinger 

Stahl-Meyer Inc., New York, 
producer of canned foods, has ap- 
pointed J. M. Kesslinger & Asso- 
ciates, Newark, to handle promo- 
tion of its beef stew. 


Beaven Elected a V. P. 
Mogge-Privett, Los Angeles 
agency, has elected Herb R. Beav- 
en a v.p. Mr. Beaven joined the 
agency in 1949, after leaving his 
former post as Los Angeles mana- 
ger of Brisacher, Wheeler & Staff. 


Larson Promoted to Ad Head 

Herb Larson, assistant ad man- 
ager of W. J. Voit Rubber Corp., 
Los Angeles, has been promoted 
to ad manager. He has been with 
the company for the past four 
years. 


Flying Tiger Line Opens $100,000 Drive 


BurRBANK, CAL., March 18—The 
Flying Tiger Line, world’s largest 
air freight and contract operator, 
last week began a four-month ad- 
vertising campaign in general, 
business and financial publications. 

A series of seven ads will fea- 
ture a continuity strip technique 
of the type made popular by the 
wartime adventures of the orig- 
inal Flying Tigers. Each advertise- 
ment will salute leaders of Amer- 


*ABC circulation for six months ending Dec. 31, 1951 


ronet 


circulation 2,721,393" 


This is the most 
hunted woman in 
America: the woman 
who’s ready to buy 
because she’s ready 
to live. She’s not an 
ostrich — but she 
can’t stomach a 
steady diet of gloom. 
She’s not a Polly- 
anna — but she does 
believe there’s a 
solution to every 
problem. Coronet is 
her magazine (and 
the magazine of 
millions of other 
men and women) 
because every page 
gives her hope... 
hope that her life, 
her marriage, her 
town, her world can 
be a better one. If 
you tell her about 
your product, she 
won't say “What's 
the use?” but rather 
“How can I use it?” 
Just try it and see. 


it in the magazine that says life is worth living... 


Cor 


ican industry whose companies 
have used air freight to meet pro- 
duction, sales and distribution 
problems. 

The first ad will show Leonard 
K. Firestone, president, Firestone 
Tire & Rubber Co. of California, 
and Paul V. Galvin, president, Mo- 
torola Inc. The schedule will run 
in Business Week, Fortune, The 
New Yorker, Newsweek, Time, 
U. S. News & World Report and 
the Wall Street Journal. 


® Trade publications 
are Aviation Week, 
tation, Modern Industry, Sales 
| Management, Shipping Digest and 
Traffic World. Total space costs 
for the seven ads will exceed $100,- 
000. Insertions will be two-thirds 
pages. 

The campaign will be handled 
by Hixson & Jorgensen, Los An- 
geles. 

Heintz & Company, Los Angeles, 
will continue as agency for the air- 
line’s experiments with low-bud- 
get campaigns in the trade publica- 
| tion and direct mail fields. A car- 
coon-type approach is being used 
in this advertising. 

Flying Tiger, first of the nation’s 
postwar air freight carriers, is ex- 
pected to do a $25,000,000 business 
this year. 


being used 
Air Transpor-. 


| Wilkinson Leaves FC&B 


William A. Wilkinson, v.pot 
Foote, Cone & Belding in Los _ 
geles, has retired after 37 yé@ars 
| advertising. He has been ba 
| the agency, and its eon 


| Lord & Thomas, for the past; 26 
| years. Before he came to Los 
| geles, he was v.p. and directo 


| Gordon Van-Tine Co., Daven 
| Ila. While with FC&B Mr. Wil 
| son was with the Sunkist ora 
account. Ervin Grant, A 
been associated with the Sunkis 
| account for several years, will 
ceed Mr. Wilkinson in the f 
orange division. 
The Southern Assn. of ScieBe 
and Industry has published 
first edition of its “Southern 
dustrial Directory.” The direct@r 
|earries an alphabetical index) —f 
3,000 large manufacturing pl 
with names of executives, p 
ucts, and numerous other f 
about southern industries. Co 
at $5 each may be ordered f 
| the association at 5009 Peach 
| Rd., Atlanta. : 


ist 
| Industrial Guide Issued 

“ 
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No. 1 in a Series 


30"000*000 


MILES 


= TO DOOR é “4 


Yes Sir . 
The experience of 50,000,000 
moving miles by National Van 
Lines, Inc. is at your service 


00... 

The new National equip- ee, 

ment is the finest in the 

industry. Those who use Na- 

tional are satisfied——thousands 

of testimonials are available. 
SE 5.0% 

National—direct Van Service 

throughout the 48 states 

For the best moving service, 

contact your nearest National 

office or agent—refer to the yellow 

pages in your telephone book. 


wide AGENCY ORGAy 
prro" Zar, 


SAM FRANCISCO NEW YORK 


NATIONAL VAN LINES :. 


SACRAMEWTO WASHINGTON, O.C. 
LOS ANGELES DALLAS 


EXEC. OFFICES: CHICAGO, ILL. 
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Along the Media Path 


e Advertisers and ad agencies are 


receiving copies of the Philadel- 


phia Inquirer's 15th anniversary 
report. The 24-page booklet shows 
comparative linage figures for 


time 
from 


1936 and 1951. During that 
the paper linage jumped 
14,640,078 to 36,894,060 


e The Canadian Home Journal, 
Toronto, has published a home 
decorating survey covering such 
factors as how often a home is 
decorated, what rooms are done, 
what stores are visited and what 
items are bought. Gruneau Re- 
search Ltd., Toronto, conducted 


the study among Journal readers 
A total of 697 questionnaires were 
tabulated for the report 

e The Atlantic reports its ad rev- 
enue for the first quarter of 1952 
ahead of the same 
The magazine 
points out this is “actual growth” 
because there has been no rate in- 


is running 42° 


period last year 


crease 


contest 
Sunday 
entries 
counties 


“Match the Twins” 
the Des Moines 
attracted 82,049 


lowa’s 99 


eA 
run by 
Register 
: n each of 
a six adjoining states. Contest- 
| tried to match photos of 80 
twins (40 published in the 
pagers picture magazine over a 
tw@month period 

The Sunday Register gave away 
mofe than 200 prizes totaling $19,- 
0004n value. First prize—a 12-day 
trig: to Europe--went to a tele- 
phabe operator in a packing plant. 


sets) 


7 ranchise Circulation is the 
ne name that Industrial Pub- 
li ne Co., Cleveland, is using to 


the circulation method 
emmpoved by its five specialized 
CGA audited industrial papers 
CBculation is paid for by selected 
wBdlesalers and distributors in 
basi® marketing areas, fur- 
thefagree to supply lists of buyers 
and?keep them up to date. The 
magazines are Commercial Refrig- 
onan & Air Conditioning Ap- 
plie@ Hydraulics; Flow and Flow 
Quarterly; Industry & Welding and 
Occ@pational Hazards 

A® booklet outlining the plan is 
ivailable through the home office, 
1240 Ontario St., Cleveland 13 


who 


e Ad linage in the March Argesy 


hit an alltime high with gross rev- 
enue in excess of $100,000 for the 
first time 


e McCall's has published a 32- 
page booklet on “How to Shop for 
Today’s Fashion Fabrics.’ 

will be supplied in quantity 
stores tying in with the “Fabulous 
Fabrics’ March 
issue. In offered 


to readers of magazine at a 


Copies 


to all 


promotion in the 
May, it 
the 
nominal Large 
may be ordered at 15¢ each. Single 


will be 


price quantities 


copies will be sent on request to 


f 


schools, libraries and members of 
the textile industry 


e@ Modern Photography 
linage for the first four months of 
1952 is 25% over the same period 
in 1951. The April 
33% more space than last year 


report 


issue Carries 


e The Northern Ohio Drug Assn 
is conducting a combination con- 
test and public relations progran 
WDOK, Cleveland, during 
March. More than 300 one-minute 
announcements have been sched- 
uled, plus interviews with drug- 
gists who will talk about such sub- 
jects as efforts to combat narcotics 
traffic and correct use of cosmetics 
Theme of the contest is: “I buy at 
my neighborhood drug store, be- 
cause...” 


over 


e The March issue of Ingenieria 
Internacional Industria, a Mce- 
Graw-Hil| publication, publishes a 
survey which points up a shortage 
of electric power in Latin Amer- 
ican countries 


e The Klamath Falls Herald and 
News (Ore.) put out a special 
spring opening section March 12 
The 18-page double section used 
two colors and ran standard size as 
an insert in the regular daily edi- 
tion 


e Esquire reports it has reached a 
new circulation peak with an aver- 
age of 804,948 during the last half 
of 1951. 


e A survey covering use of vene- 
tian blinds in the _ institutional 
field has just been completed by 


Institutions magazine. The report 
found that metal type blinds are 
used twice as much as the wood 
type. The chief objection to all 
venetian blinds was found to be 
the cleaning problem. Of 3,900 
questionnaires mailed, 748, or 
19.2%, were returned. Institutions 
covered are restaurants, hospitals, 
hotels, schools, industrial cafete- 
rias, Sanitariums, clubs, motels, or- 
phanages and YMCAs. Copies can 
be obtained from Institutions, 1801 
Prairie Ave., Chicago 16. 


e Materials & Methods, Reinhold 
Publishing Corp., New York, has 
published a special manual to 
show how plastics plates can be 
used as an alternate to metal in 
reproduction of illustrations. The 
article has 49 illustrations, all re- 
produced with plastics plates. 


e Two Philadelphia radio stations 
celebrated their 30th anniversaries 
this month—WIP on March 16 and 
WFIL on March 17. Among the 
“firsts” claimed for WIP by Bene- 


dict Gimbel Jr., president and 
general manager, are: description 
of a football game, kiddies pro- 
grams and dance band broadcasts. 

WFIL was started by the Straw- 
bridge & Clothier department store. 
It is now owned by Walter H. An- 
nenberg, publisher of the Phila- 
delphia Inquirer. 


e Everywoman'’s announces the 
following sizable gains for March: 
linage, up 100%, and revenue, up 
200% over the same period last 
year. 


e TV has boomed sales for the 
Alexander Film Co., Colorado 
Springs, Colo. The company, which 


produces film commercials, re- 
ports that since 1944 its annual 
business increase has averaged 


nearly $1,000,000 a year. Alexander 
claims a total of 27,000 clients and 
says its commercials are used by 
all TV stations and more than 
11,000 theaters. 


e Retailing Daily says February 


|S a, Coos ae 
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marked the 26th consecutive month 
of advertising gains for the Fair- 
child publication 


e The South Bend Tribune held a 
dinner for 350 of its employes to 
celebrate the paper’s 80th anniv r- 
sary. F. A. Miller, 84-year-old 
president and editor, is the son of 
the paper’s founder. The Tribune 
also announced that Warren G. 
Wheeler Jr., formerly news editor, 
has been appointed personnel di- 
rector. His predecessor, John A. 
Scott, recently was elected mayor 
of South Bend. 


e Three Cleveland radio stations 
—WTAM, WHK and WERE—have 
adopted the Victor 45-rpm system 
for their recorded music. 


e More than 8,000 persons at- 
tended the third annual Spring 
Planting Fair held in the lobby of 
the Portland Journal’s plant March 
7-9. The Oregon paper sponsors 
'the program as a public service 
to advertisers and the gardening 


me 


among men who matter 


more “boosters” 


for your product 


Haywood Publishing Company of Del. + 22 E. Huron Street + Chicago 11, Illinois 
WEST COAST REPRESENTATIVES 


NLY. McDONALD-THOMPSON 


CLEVELAND 15, OHIO 
1836 Euclid Ave 
PRospect 1-0505 

e 


John MacArthur 


SALES OFFICES 


CHICAGO 11, ILLINOIS 
22 E. Huron St 
WHitehall 4-0868 
. 


Wolter J. Stevens 
Orrin A. Eames 
Howard Pierce 


ELECTRICAL DEALER 
ELECTRIC LIGHT & POWER 
PACKAGING PARADE 
BOXBOARD CONTAINERS 


NEW YORK 17, 
101 Park Ave. 
MUrray Hill 3-5294 
. 


625 Market St 
YUkon 6-0647 
LOS ANGELES, CAL. 
3727 W. 6th St. 
DUnkirk 7-2590 


JH. Thomson 
W. A. Clabault 


SAN FRANCISCO, CAL. 


SEATTLE, WASH. 
Terminal Sales Building 
MAin 3860 
DALLAS, TEXAS 
601 Continental Bidg. 
Riverside 9437 
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public. 


e@ New sales pitch by Metropolitan 
Group is a four-color map showing 
coverage of the Sunday magazine 
network, county by county, 
throughout the nation. Metro’s map 
shows the newspaper group has 
20% or better coverage in 909 
counties making up more than 
60% of total U. S. retail sales. 
Copies can be had from Metro 
sales offices in New York, Chicago, 
Detroit, San Francisco and Los 
Angeles. 


e WSM, Nashville, gets national 
recognition in the March American 
Magazine via a full-length article 
entitled, “Hillbilty Heaven.” Stary 
by Don Eddy lauds Grand Ole 
Opry show and station’s concen- 
tration on folk music. 


e WPTZ, Philadelphia, combined 
forces with the University of 
Pennsylvania March 16 to launch 
a ten-week TV series on higher 
education. The program, “In thc, 


American Tradition,” will be seen 
Sundays from 2:30 to 3 p.m. The 
show will use spot live coverage, 
film and remote telecasts from 
laboratories and many other por- 
tions of the campus. 


e Building Specialties, monthly 
magazine for home improvement 
dealers, reports its March issue is 
the biggest in history from the 
standpoints of pages, advertising, 
reading matter and paid subscrib- 
ers. Eighty-five advertisers took 


space in the issue. 
| 


e@ The Daily Record, Hickory, N. 
C., is building a new site next to 
its building to house the paper’s 
mechanical departments. 


e WVLK, Lexington, Ky., got a 
religious group to sponsor broad- 
casts of the state high school 
basketball championships this 
year. Sale was made by Station 
Manager Donald J. Horton. Time 
was bought by the 28,000-strong 
Elkhorn Assn. of Kentucky Bap- 


Bie i <4 


tists. Theme of the four-day, 16- 
game broadcast was “It’s the 
Church for You in ’52.” 


e@ Coronet reports an alltime cir- 
culation high for the last six 
months of 195l—an average of 
2,721,393. This is the 12th consecu- 
tive year the magazine has had 
a circulation gain. 


announces an ad linage increase 
of 87 pages, or 106.1%, for the 
first quarter of 1952. 


Warren Appointed Manager 
W. W. Warren, program man- 
ager and treasurer, has been named 
v.p. and general manager of 
Fisher’s Blend Station Inc. and 
KOMO Inc., Seattle. He succeeds 
O. W. Fisher, who has resigned as 
general manager but will ccntinue 
as president of the corporation. 
Kenneth R. Fisher has been ap- 
pointed treasurer and assistant 
secretary and Ray Baker, com- 
mercial manager, has been elected 


a v.p. also. George F. Dean, public. 


, relations manager, has been named 
| public service manager. Frederick 
| J. Patterson, production manager, 
| will succeed Mr. Warren as pro- 
gram manager. 


| Uses Color Ads in Campaign 

| James Thomas Chirurg Cc., Bos- 
| ton, has prepared a related series 
|of color page ads for the Bellows 
| division of Clifford Mfg. Co., 
| Waltham, Mass. The series 


| publications. 

| Moore Appointed Manager 

| Maynard Moore has been named 
Boston-Providence district man- 
} = . 

| ager of Magnavox Co., radio and 
TV set manufacturer, with head- 
quarters in 
| Charles W. Hoffman, who has been 
appointed head of the company’s 
Kentucky territory. 


Stickley Co. Named Rep 
Nichols & Co., Boston manufac- 
turer of worsted materials, has ap- 
pointed John L. Stickley Co., 
Charlotte, N.C., its exclusive rep- 
resentative in the South. 


... AND BETTER DEALERS. Just 45‘; of all electrical dealers account for 83°, 


of all sales of appliances, radios, TV sets. Thus, 55‘; of the total outlets 


are unimportant business producers. Electrical Dealer's circulation control concentrates only 


on the sales group producing the big bulk of the business. No waste! Furthermore, its NEW sup- 
plement for DISTRIBUTORS’ SALESMEN predisposes these key men to “bear down” 
on dealers, push them to push products advertised in Electrical Dealer. 


..- AND SMARTER SALESMEN. Only Electrical Dealer reaches appliance, radio and TV 
DISTRIBUTORS’ SALESMEN in their homes. Electrical Dealer's new EXCLUSIVE 
supplement coaches these men monthly in new promotions, new sales skills. They call on the 


dealers. Your sales depend on them. And on dealers’ salesmen. Your advertisements 
in Electrical Dealer reach them all! 


... AND KEENER ADVERTISERS are quick to appreciate the above facts. More and more of 


them are adding Electrical Dealer to their lists. Their keenest analyses and coupon tests prove that 


“Dealer” belongs—more than any other trade publication. To boost your appliance, 
radio, or TV sales, think FIRST of Electrical Dealer! 


New @a special supplement edited for and directed 


exclusively to appliance, radio and TV distributors’ salesmen— 


Dealer 


men who make or break your sales—is now a monthly feature of 


THE APPLIANCE + 


Electrical Dealer, a feature that has had a most enthusiastic endorse- 


ment from these key market men. Think how this 


can help your product-sales! Ask for sample copy— 


get complete details—NOW. 


RADIO + 


TV SALESMAGAZINE 


GE SAN FRANCISCO SE LOS ANGELES SEATTLE DALLAS 


will | 
e Living for Young Homemakers | kick off in April issues of design | 


Boston. He replaces) 


Adds PR Aitiliate in Canada 


Public Relations Management 


Corp., a network of 14 public rela- 
tions companies across the U.S, 
has added Public & Industrial Re- 
lations Ltd. as its Canadian affi- 
liate. The company has offices in 
Montreal and Toronto, with rep- 
resentatives in Ottawa, Winnipeg 
and Vancouver. 


| 


in the Toronto market 
WHEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT - 
IN YOUR LAP © 


ae wae 


421,121 


COPIES DAILY 


ABC. Publisher's Stotement, Sept. 30, 1951 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,00C,000 
market 


TORONTO 


DAILY ff 


é 
1s 
Pe 


STAR 


60 KING STREET W., TORONTO 


UNIVERSITY TOWER BLDG., MONTREAL 


IN U.S.A.—WARD-GRIFFITH INC. 
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epi tnty OF 


CLEAN HOT WATER! 


New Orleans 
Co., New Or- 
low-cost demonstra- 


Inc., 


1. Whitlock-Swigart Inc., 
agency, and Poster Proce 
leans, developed this 
tor fleor display for Reed Unit Fan 
New Orlear The 
the metal framework for the di 
ing its slack season 


Reed company 


2. Although radio and TV dealers do 
usually have sufficient 
the 
has 
life-size mode! and 
Weinsheimer Co., Chicago 
preduced the display 


not 


space for a display 


size Sylvania is using, the company 


reactior f 


rom the 


Magill 
and 


had an excellent 
top-pilece 


created 


3. Pictorial Productions, New Rochelle 


N. Y., which has specialized in animated, 


three-dimensional color transparencie 
is producing change trays like this 
for Camels. Copy and the 


winks as customers approach the 


now 
one changes 
girl 
tray 
Black wanted 
away 


4. Bauer & to display 18 
preducts and still stay from the 
usual step arrangement. Natural maple is 


used in construction, with a silk screened 


Wiihle P 
Hicn Lave 


MENNEN 


easy Peowucs 


plastic header. Designed and produced by 
Harve Ferrill & Co., Chicago 


5. The client wanted a counter sign of 
jewel-like elegance. Price Brothers, Chi- 
cago, created the sign. The panel is acid 
etched and filled with color. The base is 
a zine die casting polished and gold plated 
The sign is edge-lighted with a fluores- 
cent lamp 


6. Lewis-Howe Co., St. Louis, currently is 
the light blue advertising 
coin mat shown, designed as the last re- 
minder at the point of sale. Produced by 
Perfo Mat & Rubber Co., New York. 


distributing 


7. Five radios can be displayed on this 
“all-sided” island display created and pro- 
duced by the Inland Lithograph Co., Chi- 
cago, for Zenith Radio 


8 The Fitch shampoo calendar set con- 
sists of one main window or counter dis- 
play and two small side cards. The main 
display card contains four sheets (and pic- 
tures). Made for F, W. Fitch Co. by Ober- 
ly & Newell Lithograph Corp., New York. 


3 Fire 


$. Mr. “Ruthless Rust” has a Yo-Yo that 
goes up and down and revolves. Copy on 
the other side reads: “Glass can’t rust.” 
Same time, a light goes on and off inside 
the rounded tank. Display created and 
produced for A. O. Smith Corp. by In- 
land Lithograph Co., Chicago. 


10. The objective: A permanent type point 
of sale display that can be bought in 
quantities of 2,500 to 5,000 at reasonable 
prices. Thomas A. Schutz Co., Chicago, 
produced this display for Miller Brewing 
Co., featuring a half-round beer bottle 
on a new, patented background material 


11. “One of the most talked-about events 
we've ever had” is the way Jewel Food 
Stores refers to its three-day retail “foot- 
print” promotion. The bright colored foot- 
prints, plugging various departments, 
were created and produced by Chicago 
Show Printing Co. 


12. A total of 42 pairs of assorted Polaroid 
sun glasses in six styles are displayed on 
this counter piece, which occupies one 
square foot of space. American Optical 


Co. uses two color photos to demonstrate 
what happens when glare is removed 


13. The three-dimensional rabbits are 
made of vinylite plastic and glow when 
the cord attached to the display is plugged 
in. Produced by L. A. Goodman Mfg. Co., 
Chicago 


14. Snyder & Black, New York, produced 
the Mennen Co. counter display. The 
same design is used in a full-size window 
display set and a smaller size for variety 


stores 


15. Landers, Frary & Clark, New Britain, 
Conn., produced this 6x4’ display to tie in 
directly with its national ad program and 
to create a vacuum cleaner sales center 
with the punch of a salesman. 


16. Halsen Mfg. Co., Philadelphia, pro- 
duced this vinylite plastic point of sale 
piece for William Gretz Brewing Co., 
Philadelphia. Translucent colors are silk 
screened before the sheets are molded 
and fitted to metal boxes. 
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Now is the time for.. 


PALM iL * merchandising 
STORE-WIDE” PROMOTIONS 


for smashing Sales Drives, New Product Promotions, 


Dealers’ Deals ... General Sales Development. 


EXPERIENCE COUNTS 


We are not Johnny-Come-Lately on store- 
wide promotional material. For 32 years we 
have been the leaders in putting advertis- 
ing into lithographic campaigns and in de- 
veloping Point-of-Sale material into the im- 
portant advertising medium it has become 
today. 


We have a vast storehouse of merchandis- 
ing experience to draw from. Last fall we 
created and manufactured a $1,000,000 plan 
for a group of 17 national advertisers— 
based on a fundamental idea which we 
first developed and sold 19 years ago. Today 
we are as modern as tomorrow, but there 
are some good old-fashioned merchandis- 
ing plans which can be used with utmost 
success today. 


pa 


PALMER ASSOCIATES 


East 42nd Street, New York 17, N. Y. + Lithographic Advertising Since 1920 


WE DO THE COMPLETE JOB 


We will do it all for you—ideas, art and 
manufacturing. We take the mystery out of 
lithography and make it easy to buy. We 
are fast moving, fast thinking, and we are 
making deliveries of these complete cam- 
paign packages in record time. 


When the theme is developed, we pull all 
the pieces together with a uniform art han- 
dling. Including other pieces when neces- 
sary, we produce floor stands, counter mer- 
chandisers, pennants, posters, jumbo car- 
tons, battery operated counter displays, 
flasher displays and motion displays... all 
tied together for sales results. 

Be sure to visit our Booth J14 at the POPAI three-day Exhibit. 
You will see many store-wide display promotions that have 


proved outstandingly successful for Palmer clients. If you 
can’t make New York on the POPAI dates, send coupon below. 


Palmer Associates 
51 East 42nd Street, New York 17, N. Y. 


We are interested in your kind of store-wide merchandising ideas 
and fast, dependable service. Please submit full particulars. 


ee ee eee E a Re Se ao ee (ote ae 7 uy z nr a ec 

| a 
4 i ier 
ae sete 
dy ; ue a 
. RORMRIGNEERI a RR I ON AT ATRL TN EOS ELLE ALI AEIER A AB! ORNS EET TEER I SE A NIB LETTE E TICE DANE I oe, “ 

| ee 

: _ 

: . zz i 
+ @g ; | a 
- @ 

ig sees 

&g eee 
a. Bi 

( oie 

aan a 
ee ] ~ ee. 
2 Ae 
é v He er ee ‘ ds 
Ky \ i aes 
os | | = 
| ‘$ 3 COME...SEE...LEARN ALL THAT'S NEW IN j Sa 

< w : 

@ gE POINT OF PURCHASE ADVERTISING — “3s 
&§ MIZE se mPosiue sori 2nisTHREE-DAY EXWIBIT, Ast 2 — 
_—S 
. owame me | 
wae ! I ee 
I | 
ae ‘i a ; a ; - : | | % ie 
aoe | ER ee a ae ee ee ee i ey, 
a i ae 
A eT AN 2 : . 
ae 
at 
Me “ ae ait Ae 
a a iS I Sa eas, > RRO Sareea een ea ae 2 ie a a 


1. The one-piece bevel-lock construction 
color photograph was pro- 
Long Island 


Rilling-Dermetics Inc., 


frame with full 
duced by Einson-Freeman 
City, N. Y., for 


New York. 


2. Top copy on the Westinghouse televi- 
sion display is aperture mounted and a 
flasher punches the Westinghouse selling 


copy. Seven-color lithography 
was used for reproduction 


produced by Display Corp., Milwaukee 


process 


Designed and 


3. The Jimmy Durante floor 
30x66” and carries a flasher on the back 
that lights up his nose, Designed and pro- 
duced for Kellogg Co. by Snyder & Black 
New York 


display is 


4. Rexall Drug Co 
floor display to carry the assortment of 
merchandise featured in printed and 
aural media. The “value spot” display is 
produced by Advertising Metal Display 
Co 


designed this metal 


». Kroehler Co.’s dealers have widely dif- 
feremt arrangements and display 
needs. This full-color, 14-piece display, 


store 


distributed throughout the U.S. and 
Canada, is designed for maximum flexi- 
bility. Stemar Co., Chicago, produced the 
display 


6. The problem: Create an unusual display 
for Congowall that spotlights the house- 
wife and ease of installation and employs 
an entire roll of the material (so that the 
dealer will not have to waste any part 
of the product). The solution shown was 
lithographed by Lutz & Sheinkman, New 
York, for Congoleum-Nairn, Kearney, 
N. J 

7. Pure Oil Co. accents its slogan, “Be 
sure with Pure,” in all advertising, in- 
cluding this point of purchase material 
for distribution to dealers this spring 
Kling Studios, Chicago, created and pro- 
duced the display. Mounting by Chicago 
Cardboard Co. 


8. This full-color, wire-mounted wobbler 
was designed for use as a cash register 
topper, with a Mystik base to hold it in 
Each time the register rings, the 
wobbler swings back and forth. Produced 
by Chicago Show Printing Co. 


place 


9. A careful examination of the photo- 
graph will show how this three-dimen- 
sional, full-color display is set up. Inland 
Lithograph Co., Chicago, produced the 
point of sale display for the Michigan 
Apple Commission. The girl has been the 
commission’s trademark for many years 


10. The Pepsi-Cola clock is about 14” in 
diameter with ceramic color numerals on 
a convex glass crystal. The copy is silk 
screened in the standard Pepsi-Cola col- 
ors on a metal dial back of the crystal. 
Light from two 25-watt bulbs gives a halo 
effect. Manufactured by Cincinnati Ad- 
vertising Products Co 


11. Goodyear Tire & Rubber Co. currently 
is distributing this three-dimensional win- 
dow display boosting Neolite soles and 
heels. Oberly & Newell Lithograph Corp., 
New York, produced the display. 


12. Glo-Brite Products Inc., Chicago, has 
produced a wide variety of items from 
Styrofoam, a white, feam-like plastic. In 
some cases, the material has been used in 
combination with silk screening and litho- 
graphy. 


Se 7) 
pees a 


oe 


13. Atlantic Refining Co. and Fram Corp. 
distributed this joint merchandising dis- 
play and report excellent sales results and 
renewed dealer enthusiasm for the prod- 
ucts. Chicago Show Printing Co. created 
and produced the display. 


14. The background material for Ba- 
varian beer is a wood pulp laminate that 
can be lithographed in full color, then 
formed and die-cut under heat and pres- 
sure. The display—and the half-round 
bottles—are produced by Thomas A. 
Schutz Co., Chicago. 


15. U.S. Printing and Lithograph Co., 
Cincinnati, lithographed this series of four 
display cutouts, featuring a replica of the 
Cream of Kentucky bottle and three popu- 
lar mixed drinks, plus corresponding bar 
cards. 


16. An illuminated shadow box, with a 
full-color transparency, wood cutout let- 
ters spelling Motorola TV, two photo- 
montages and a set of specially prepared 
and silk screened drapes highlight the de- 
luxe Motorola television display produced 
by Poster Products Inc., Chicago. 
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I've changed to 
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Cash register Appeal! That’s what you want in your Point- 
of-Purchase Advertising. 

And that’s what we produce. Advertising that pushes the 
Cash Register Button down again...and again...and again! 

Posters, Hangers, Cut-outs, Streamers, Easel Displays, Dis- 
play Dispensers, Backbar Banners, Floor Stands, every type 
and size of in-store advertising you need to sell your product. 

All designs in our own art department, one of the most 
complete in the industry, staffed with specialists in every kind 


24-Sheet Posters, Too 


We have a complete poster service for bread... 

and beer. . . posters that can be perfectly individualized 
for your own brand. Also, completely new posters 
designed for any product. Ask for suggestions. 


of art work (working under talented art direction), and sup- 
ported by merchandising “know-how” that puts “sell” into 
every piece. 

We then follow through with lithography of realism and 
brilliance that retains all the cash register impact of the 
approved design. 

Our fully staffed regional offices stand ready to give you 
good service no matter where you are located or what your 
promotion problems may be. Call us in for ideas. 


Schmidt ‘sees 


SAN FRANCISCO + LOS ANGELES » OAKLAND 
FRESNO * SACRAMENTO + HONOLULU, TH. SEATTLE + PORTLAND « DENVER 
HARLINGTON, TEXAS * SAN ANTONIO « ORLANDO, FLORIDA + CHICAGO + NEW YORK 
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Kinder-to your eyes 


“SIVAN WY 


ORDINARY 
TELEVISION 


Vibrocrafters Inc., Chicago, has 
solved its problem of displaying many dif- 


|. Burgess 


ferent products with this new, flexible 
“itinerant” display designed and _ pro- 
duced by Kling Studios, Chicago. It will 


be used both at conventions and in stores 


2. The life-size, full-color cutout of Mary 
Hartline, star of the “Super Circus” TV 
show, is being used by Canada Dry to 
boost its ginger ale. United States Print- 
ing & Lithograph Co. lithog: 
out and supporting display material 


aphed the cut- 


3. The Father's Day Council this vear is 


offering a new three-dimensional | 


init to 
retailers for promoting Father's Day 
(June 15) sales. The lawn and wail are 
fabricated from Spunwood. W. L. Stens- 


gzaard & Associates, Chicago, designed and 


produced the display 


4. Emerson Drug Co., Baltimore, current- 


lv is distributing a new mass-product 


counter stand featuring the different sizes 
in which Bromo-Seltzer is sold. The bot- 
tle in the 


engine, incidentally, is a real 


one--to lend a touch of permanence. The 


stand was designed and produced by Ket- 
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Calvert CHALLENGES COMPARISON 


terlinus Lithograph, Philadelphia. 


5. Toy-size wooden sailboats with dowel 
“masts” that fit into the wood bases and 
hold threaded display sheets are being 
used to push shoe sales by Portage divi- 
sion of Weyenberg Shoe Mfg. Co., Mil- 
waukee. Milprint Inc., Milwaukee, de- 
signed and made the displays. 


6. A representative assortment of Blue 
Jay Products’ complete line is assembled 
in this small new counter display de- 
signed and produced for the Chicago com- 
pany by Zipprodt Inc., Chicago 


7. Parke, Davis & Co., Detroit, is dis- 
tributing a new institutional window dis- 
play to druggists, featuring the “history 
of pharmacy.” Five scenes, illustrated in 
full color, cover the period from 2600 B.C 
to 100 B.C. Einson-Freeman Co., Long 
Island City, N. Y¥., produced the piece. 


8. A series of holiday window displays is 
being used by Hall Bros. Co., Kansas City, 
for its Hallmark cards. The St. Patrick’s 
was created and produced 
by Thomas A. Schutz Co. Chicago 


Day display 


Mounting and finishing by Chicago Card- 
board Co. 


9. Sylvania Radio & Television division is 
using alternately lighted, translucent 
screens to show how Halolight—a frame 
of soft light around the picture tube 
makes the picture seem brighter and 
larger. Kindred-McLean & Co., Long 
Island City, N. Y., created the display 


10. Admiral Corp.’s new motion display, 
showing the man who is eyeing Admiral 
TV “from any (and every) angle,” is be- 
ing tested in Einson-Freeman’s litho- 
graphic plant, Long Island City, N. Y 


11. United States Printing & Lithograph 
Co. designed and lithographed this three- 
dimensional, cutout display featuring 
Rath Black Hawk ham for Rath Packing 
Co., Waterloo, la 


12. Pillsbury Mills is using a variety of 
these end-product displays to glorify the 
ingredients it‘markets. This shadow-box 
treatment was developed and 
by Consolidated Lithographing 
Carle Place, L. I., N. Y 


produced 
Corp., 
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13. A spring suspension animates these 
counter displays distributed to its deal- 
ers by Timken Roller Bearing Co. Kling 
Studios, Chicago, produced the display 
pieces. 


14. Calvert Distilling Co. is bringing its 
taste test theme down to the point of 
sale with this new counter display cre- 
ated and produced by Zerbo Inc., New 
York. 


electric motor on the limed 
cak base turns the plastic shaft in this 
Elgin display. As the shaft revolves, a 
wand strikes the Durapower mainspring, 
setting it in action. Display Corp., Mil- 
waukee, manufactured the units, cur- 
rently in use by Elgin dealers 


15. A tiny 


16. When the prospective customer ac- 
cepts the invitation to squeeze the plastic 
bottle on the top center of the Cee-Clear 
windshield washer display, water splashes 
on the window portions of the merchan- 


diser. Artwork shows the squirting ac- 
tion. The unit is made by Plaze Inc., St 
Louis. Squeeze bottle furnished by Plax 
Corp., Hartford, Conn 
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Since THE EARLY DAYS of the modern 
lithographed display, whether for window, counter, floor or 
wall, we have delivered top-quality Point-of-Purchase 
material. By having on our staff the best creative talent 
and construction specialists, by engaging the talents of 
outstanding “name” artists for finished paintings, and 
faithfully reproducing their work, “ZIPPRODT” has become 
synonomous with intelligently conceived displays. 

Due to our complete staff and central location perhaps we 


can help you achieve better display results... 


¢ By cooperating closely with you and your agency for 
the extra-quick crystallization of ideas, 


¢ By procuring top-quality art work and photography, : 
¢ By combining construction ingenuity with fine reproduction, 
© By offering centrally-located facilities for combination packaging, 


e By use of a geographically perfect shipping point, 
But, most important " 


© By the intelligent planning of your display program! 


Visit Our Booth B-5, Basildon Room, 
Waldorf-Astoria + P-0-P-A-1 Symposium, - 
April 1-2-3 


redt- g | 
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LITHOGRAPHED DISPLAYS 


6 N. MICHIGAN AVE. + CHICAGO 2, ILL. + FRawxiim 2-9440 


- COMP, PREG PERRN ALL THATS NEW IN 
= POINT OF PURCHASE ADVERTISING | “tom” 


" . vous, #7 
SYMPOSIUM A) 2nd THREE-DAY EXHIBIT, Ap.) i dnd ) 


ZIPPRODT, INC., 6 N. MICHIGAN AVENUE, CHICAGO 2, ILLINOIS 
GENTLEMEN: 


Please send me a copy of your folder 
“Your dealers too...prefer POINT-OF-PURCHASE ADVERTISING.” 
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Block Uses P-0-P, but Sparingly 


Jersey Crry, March 20—Block 
Drug multi-million-dollat 
diver tise TV, radio, Sunday 

ents and other media—al- 
ises point of sale material. But 
with reservations 

About 20 of the 30 products 
Block ire advertised. Gen- 
erally, Block believes a dollar put 


of these 


doe 


for 


not pay off a 


into point purchase 


product well 
as a dollar funneled into other con- 
umer media 

Thi not to 
the introduction of a new product 
In that case 
Block generally invests mon- 
all proportion in point 
in order to 


does apply, however, 


displays get a heavy 
play 
ey out of 


of purchase material 


give impetus to a new item. There- 
after, it withdraws from reta! 
display about the third mont! 


after the item bow 


@ George Abrams, ad manager for 


Block, told AA his company ha 
enjoyed a 300° gain in ales vol- 
ume since 1947. Yearly ile in 
each of the last five years have 
exceeded those of the preceding 
year 

He outlined some reasons tor 
Block’s decision to stay out of 
point of sale advert ing other than 


for introduction 
“We have no salesmen at Block,’ 
aid We do all our 


e 
%), chains, 
tment tores 
a. there 


: point of purchase material 


business 
wholesalers and de- 
Without a 
not much point of 


ales 


eA iiesman getting around to 
rP@tmilers has a chance to see if hi 
co pan material is being used 
fot. he can bring some pressure 
onthe retailer. With no salesmen 
a @ompany has no contact at the 
woof ale 
rl the second place,” he said 
cooperative advet 


& wk does no ce 
ti Chain drug stores usually 


p ads in exchange fot 


t of sale 
cal particularly 


space. Third, we don't 
for ‘deals’—that 
B.exiving a retailer a bottle or 


free with every five or 11 he 


and ,#enerally have a 
tough time with point of sale ma- 
terfa!. Space in drug stores, for 
instance, i harply limited, he 


said here 
arate iten 
mea: the 
Poing to ck 
point of 
“First 
merc 
who 
tising. Th 
high-profit 


are about 60,000 sep 
in the field today. That 
individual druggist i 
his own selecting o 
ale materials 
he is going to display the 
of the manufacture! 


cooperative adver 


landise 
provide 
n he 


fives preference to 


‘push’ Next 


BPICK YOUR 
DISPLAYS U 
rf 


ayuhere 


items in 


of 

or 

t ru 

ve @ th 
Simp'e se h covering printed 
with tr and pre-cut for easy re 
mova e gets your display 
up ir ¢ space is at a premium 
FREE ature and samples send 


o of your displays and we wi 
apply Para-Stick so you can see how it 


Also mfrs 
suspending mobile displays. 


of CEIL-STICK for 


of 
tionally 


line preference come 
advertised brands 
ing these is the advertised brand 
that hasn't much profit and has 
slow turnover.” 


the na- 
Trail- 


@ In Mr. Abrams’ view, point of 
sale advertising is often expensive 
and frequently wasted. He recalled 
the introductory drive for Amm- 
i-dent, a Block toothpaste and 
powder which this year is getting 
a record advertising budget of 
$2,500,000 


“Some of our Amm-i-dent dis- 


plays cost 75¢ each 


They 
made of a good grade of heavy 
cardboard. Nevertheless, we found 


were 


retailers throwing them away 
Why? They weren't getting paid 
Via co-op advertising and they 
weren't getting any ‘free goods.’ 
There was no deal.” 

Mr. Abrams said that Block 
“doesn’t have a closed mind on 
displays” and added that manu- 
facturers must decide whether a 
display will help a particular item. 


® “Block’s tests, for instance, in- 
dicate that our Py-Co-Pay tooth 
brush might benefit by more point 
of sale display. The problem for 


us is to get more space on store 


racks, which are not our own. 
We're working on it. 
“Amm-i-dent might also sell 


better with display. But the ques- 
tion for us to decide is whether we 
will pay for this advantage through 
cooperative advertising.” 

Mr. Abrams said that tests indi- 
cated a sales boost for Amm-i-dent 
in stores having displays for the 
product. “However,” he said, “the 
increases were not big enough to 
make us consider going into 
P-O-P.” 


@ The Block ad executive pointed 
out that his company is interested 
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in the kind of retail push given 
merchandise via such promotions 
as McKesson & Robbins’ recent 
“Piggy Bank” deal. Block also 
plans to get into McKesson & Rob- 
bins’ “Vacation Needs” push in 
June. That will give them display 
—along with a number of other 
manufacturers—in about 10,000 
retail drug stores. 

“All things considered, though,” 
he continued, “we've found that a 
dollar for display is not so valu- 
able as a dollar for consumer ad- 
vertising. And we're doing fairly 
well on that premise—the sales 
curve has been going up and up 
each year for the last five years.” 
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JE UNITED STATES PRINTING 


EXECUTIVE OFFICES: CINCINNATI 12, OHIO «© Sales Offices in Principal Cities 
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Black & Decker Plugs Home Use for Tools 


Towson, Mp., March 19—Black 
& Decker Mfg. Co. will emphasize 
the home uses for its Utility porta- 
ble electric tool line in its spring 
promotion. Copy will point out that 
the tools are easy to operate for 
the whole family and need no spe- 
cial skills. 

Two-color half-page ads— 
through VanSant, Dugdale & Co., 
Baltimore—will carry this mes- 
sage in March, April, May and 
June issues of Better Homes & 
Gardens and The Saturday Eve- 
ning Post. 

Another 


campaign, aimed at 


men who already use power tools, 
will appear in American Legion 
Magazine, Country Gentleman, 
Electricity on the Farm, Farm 
Journal, Mechanix Illustrated, 
Popular Mechanics and Popular 
Science. 

A 48-page book, “Handy Tips 
for Handy Men,” is being prepared 
as a followup to inquiries from 
both campaigns. 

Dealers will receive a new mer- 
chandise display rack which is a 
smaller version of the one the 
company has used in the past few 
years. 


WNHC Appoints Four V.P.s 


WNHC and WNHC-TV, Hart- 
ford, has appointed four v.p.s: 
David K. Harris, in charge of tele- 
vision production; Edward D. Tad- 
dei, executive v.p. in charge of 
finance; Vincent De Laurentis, in 
charge of engineering. and Vincent 
Callahan, in charge of radio and 
television sales. 


WFBR Names Maslin 


Robert S. Maslin Jr., formerly 
publicity director, has been ap- 
pointed v.p. in charge of adver- 
tising, promotion and merchandis- 
ing for WFBR, Baltimore. This is 
a newly created post at the radio 
station. Mr. Maslin’s assistant will 


be William B. Roche, WFBR's 


sales promotion manager 


Weintraub Gets Account 
William H. Weintraub & Co. 
New York, has been named to 
handle the El Producte cigar ac- 
count for G. H. P. Cigar Co., Phil- 
adelphia, a subsidiary of Consoli- 
dated Cigar Corp., New York 
Aitkin-Kynett Co., Philadelphia, 
previously had the account 


Promotes Carl D. Franks 

Carl D. Franks, v.p. for promo- 
tion of Portland Cement Assn.. 
Chicago, has been promoted to the 
newly created post of executive 
V.p. 
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ing eyes, winning interest, 


HERE IS THE PAY- OFF! — zillions of little cash 
register tapes, every day. Each a mute evidence 
that EYE-O-MATIC COLOR is on the job—catch- 


creating desires, 


stirring emotions, and causing buying hands 


to reach, take and pay for. 


THAT'S THE DAILY STORY of big-volume mar- 
keting—involving the products of hundreds of 
U-S customers, whose mounting sales are su 
ported by all the forms of EYE-O-MATIC pack- 
aging and advertising materials. 


THE POINT-OF-SALE is the point of focus for 


every successful 


product. Hundreds of manu- 


facturers have used EYE-O-MATIC selling su 

Hee for many years —in the form of Tabels, 

olding cartons, — of purchase displays, 
cale’ 


outdoor posters, 


ndars, booklets and folders. 


A MAJOR CONSIDERATION, in their repeated 
choice of U-S EYE-O-MATIC packaging and ad- 
vertising materials, is the one-stop, nation-wide 
service backed by more than eighty years of 


experience in design, research, and superb re- 
production—in short, EYE-O-MATIC selling power. 
LET US SHOW you interesting ex- 
amples pertinent to your business. A 
card or memo will bring prompt action. 


NATIONAL 
PACKAGING 
EXPOSITION 
Atlantic City + APRIL 1-4 


BOOTH 1] , CONVENTION 


COMPANY 


Pa o Mineola, NY. © Redwood City, Calif. . St. Charies, ill, 


and inspect typical specimens of 
EYE-O-MATIC advertising and 


packaging materials; 


you'll find 


ideas, suggestions and superb art 
work and design, in flawless re- 
production, emanating from some 
of the world’s keenest specialists 


in the preparation and 
building materials. 


SALE 


HALL 


POINT OF 
PURCHASE 
ADVERTISING 


EXHIBIT 
New York + APRIL 1.3 


use of sales 


AT BOTH 
BIG SHOWS 


Calvert Localized 
Copy Going into 
120 Newspapers 


New York, March 18—Calvert 
Distillers is plugging the local 


angle in a special 1,000-line cam- 
paign in 120 newspapers 

The headline features the name 
of the city in which the newspaper 
appears. Copy appears as an in- 
vitation from the retail liquor li- 
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TORD CALVERT 
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censees of the city. It points out 
that leading outlets in the city will 
display and feature Lord Calv 
for the next 30 days. 

Ads started appearing in major 
markets last week and will bregk 
progressively all over the count 
The schedule represents an - 
crease of 50 papers over the regi- 
lar Lord Calvert list. 

A point of sale program also ‘@- 
tures a “special invitation” to ca 
sumers to “make your next drifk 
a better drink.” j 

Geyer, Newell & Ganger is 
agency. 


Dalhasen joins Ziv Co. 

Thomas J. Dalhasen, forme 
sales manager of Perrien Moti 
Pictures, Milwaukee, has _ be 
named sales executive for nor 
ern Wisconsin and the upper p 
insula of Michigan for Frederic 
Ziv Co 


Adds Superior Optical Co. 

Hixson & Jorgensen, Los An 
les, has been named to handle a 
vertising tor Superior Optica] 
All media will be used 


Coste PROCESS COMPANY. 
NEW ORLEANS, LA. 
REPRESENTATIVES IN PRINCIPAL CITIES 
SOME CHOICE TERRITORIES OPEN 
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NBP Changes Meeting Place 


Because of the need of greater 
accommodations, National Business 
Publications, Washington, D.C., 
has shifted the location of its 1952 
annual spring meeting from Sky- 
top Lodge, Skytop, Pa., to Shaw- 
nee Inn, Shawnee-On-Delaware, 
Pa. Date of meeting remains the 
same, May 25-28. 


Musgat Joins ‘Observer’ 

John P. Musgat, formerly sales 
promotion manager of the Wash- 
ington Post, has been named sales 
promotion manager of the Ob- 


server, Charlotte, N.C. 


PX Sales Volume 
to Hit $1% Billion, 
Bradbury Predicts 


New York, March 19—W. B. 
Bradbury Co., publishers’ repre- 
sentative for armed forces news- 
papers, has just completed a sur- 
vey of the military market. 

The report points out that last 
year the 198 post exchanges did a 
volume of $900,000,000. This year 
the figure is expected to reach 
$1,250,000,000. 


PRINT IT IN 


DAY -GLO 


BRILLIANT 
WILGLO PROCESS 


WH Weltsn.ne PRINTERS 


75 SOUTH SEELEY AVE . 


Whether you are considering DAY-GLO on a 
point-of-sale item, direct mail piece, taxi-back or 
postal card it will pay you to investigate the Wilglo 
process — An exclusive high speed letterpress- 
bronzer method of applying genuine DAY-GLO 
materials. 

If you plan a DAY-GLO job, drop us a line with 
details — we'll be glad to quote. 

Also, we will send an informative Wilglo booklet 
upon written request 


LLINOTS 


CHICAGQ 12 


Buying and reading habits—plus 
brand preferences—are covered in 
the survey. 


® Food sales account for 25% of 
the PX volume, with tobacco next 
at 20%. The Bradbury survey 
found: 

1. Average age of military per- 
sonnel is 23.5 years. 

2. 78.7% chew gum. Wrigley is 
the favorite brand of 44.8%. 

3. 94.7% eat candy. Brand choices 
are Hershey, 27.4%; Baby Ruth, 
20.7%, and Mounds, 13.9%. 

4. 92.1% use soft drinks. Coca- 
Cola is first with 55.8%. 
| 3. 74.7% drink beer—Schlitz, 

22%; Miller High Life, 16.7%; 
|Pabst Blue Ribbon, 14.3%, and 
Budweiser, 11.9%. 

6. 77.6% smoke, the leaders be- 
|ing Lucky Strike, 36.6%; Camel, 
| 24.1%, and Chesterfields, 17.1%. 

7. 60.5% own cars, with 21.9% of 
| these having Chevrolets, 19% 
| Fords and 12.8% Plymouths. 

| The study shows that the camp 
newspaper is the best medium to 


reach this market. A total of 
94.2% reads this paper, while only 
36.4% reads city newspapers. To 
the question, “At camp do you 


watch television?” 78.8% answered 
“never.” 


Dugan Named V. P., Manager 

William B. Dugan has been 
named v.p. and general manager 
of Dancer-Fitzgerald-McDougall, 
San Francisco. He formerly was 
merchandising director of West- 
ern Beet Sugar Producers Inc., San 
Francisco. 


Bloch Adds Two Accounts 

H. George Bloch Advertising, 
St. Louis, has been appointed to 
direct advertising for G. H. Pack- 
wood Mfg. Co., St. Louis, and St. 
Louis County National Bank, Clay- 
ton, Mo. 


Comstock to Sundberg-Ferar 
Chester T. Comstock, formerly 
in the packaging design depart- 
ment of Raymond Loewy Asso- 
ciates, New York, has been ap- 
pointed a designer for Sundberg- 
Ferar, Detroit industrial designer. 


fulness are produced by ollset, gravure or 
letterpress when printed on Kromekote cast 
coated papers. Available in Label, Litho, 


Cover, Postcard, Box Wrap and Colorcast. 


Kromekote is the registered trademark of 
The Champion Paper and Fibre Company 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, 


District Sales Offices in New York 
Atlanta 


St. Louis, Cincinnati 


Distributors in every major city 


Reproductions that rival the original in faith- 


OHIO 


Chicago, Philadelphia, Detroit, 


Dallas and San Francisco 


Whatever Your Daper Problem ar It ga Challenge lo Champion / 


| 

| NO PANEL DISCUSSION—This handy 
rack sells plywood panels quickly to 
weekend carpenters. The customer can 
easily pick what he wants to buy and 
carry it out under his arm like bread. 
The dealer doesn’t have to drag panels 

off shelves or out of back rooms. 


| Self-Service 
Rack Perks Up 
Plywood Sales 


TacoMaA, March 19—A_ super- 
market, self-service type selling 
job is being done for small-size 
plywood fir panels by a new, color- 
ful island display rack. 

The rack serves several pur- 
poses. It lends push to a new cam- 
paign by West Coast Douglas fir 
plywood manufacturers to sell 
more small-size panels. It’s handier 
for dealers, who in the past have 
discouraged cut-to-size business 
because it took time and involved 
handling complications. It’s easier 
for the buyer, who can simply leaf 
through the displayed panels and 
pick out the type of panel he 
wants. Labels on the panels make 
it easy to identify those for in- 
terior or exterior use. The buyer 
then can slip out the panel and 
carry it away under his arm. 


8 Douglas Fir Plywood Assn., 
which created the rack and is pro- 
moting the panels, claims the new- 
size panels fill a market vacuum. 
Before, manufacturers stuck close- 
ly to one standard 4x8’ panel. 

In addition to the display rack, 
a national ad schedule in home- 
craft publications has been set. 
Easy-to-follow plans for home 
workshop projects for furniture, 
cabinets, etc., are being prepared. 
It is hoped the move will double 
1951’s 250,000,000 sq. ft. of over- 
the-counter plywood sales. 

Condon Co., Tacoma, 
the account. 


handles 


Agency Opens in Little Rock 
Willard (Lefty) Hawkins, for- 
merly director of publicity for the 
Arkansas Resources and Devel- 
opment Commission, has opened 
a public relations and advertis- 
ing office in Little Rock, Ark. 


Lit Bros. Appoints Allen 

Meverly Allen, a copywriter for 
Lit Bros., Philadelphia depart- 
ment store, has been promoted to 
coordinator of promotions. She 
succeeds Mrs. Emily G. Keech, who 
has resigned. 


‘Herald’ Appoints Robinette 

Earl Robinette, forrnerly classi- 
fied ad manager of the Journal, 
Lorain, O., has been appointed 
classified ad manager of the Her- 
ald, Rock Hill, S. C. 


Compton Promotes Holm 

Floyd Holm has been elected a 
v.p. of Compton Advertising in 
charge of its Hollywood office. He 
joined Compton in 1944 
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BL ») ( Ninniversarye May we have a representative call? Write 
| CHICAGO | Chicago Show Printing Co., 2640 N. Kildare, Chicago 39; 
f SHOW 400 Madison Ave.. New York. Offices in principal cities. 
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¢ Lithographed displays for indoor and outdoor use é e 
¢ Cardboard Displays * Cloth and Kanvet Banners and Pennants «+ Mystik Self-Stik Labels YApHIS111 
¢ Animated Displays « Mystik Self-Stik Displays * Econo Truck Signs Ve: at 


* Stanzall Outdoor Signs * Mystik Can and Bottle Holders * Booklets and Folders 
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Hardware Display 
Builds Nut, Bolt 


Impulse Purchases 


Salt Lake 
wholesale hard- 
ware distributor, recently asked 
William Melish Harris, merchan- 
dising sultant and point of 
designer, to come up 
that would develop 
for nuts and bolts 


New York, March 20 
Hardware C 


purenase 


with an idea 
sales 


impulse 
in retail hardware stores 


The idea seemed a bit crazy at 
first. Bolts and nuts have long 
been in the cracker barrel stage 


of merchandising 


So Mr. Harris conducted a sur- 
vey. He found to his surprise that, 
in rural areas, 65° of the bolts 


and nuts sold are bought by wo- 
men. But he also found that few 
women knew the type of bolt they 
wanted when they entered a store 
The dealer invariably had to find 


out what the bolt was to be used 


for before he could give the cus- 
tomer the right kind 


® As a result, Mr. Harris, who had 
made a Pyrex “bar” for Corning 
Glass Works, with a back panel 
for transparencies, conceived the 
idea of a bolt “bar” for hardware 
stores. 

Key feature of the bolt bar is the 
back panel of illuminated transpar- 
encies. These show a bolt or screw 
in color with an outline drawing 
which illustrates the uses of the 
particular bolt or screw. This en- 
ables a shopper to select the right 
style of bolt without having to 
ask questions or explain anything. 

Salt Lake Hardware Co. liked 
the idea. Bolt bars were installed 
in 100 test stores last September. 
Sales of bolts and nuts in almost 
all of the test stores have multi- 
plied 


@® Exact figures have not been 
tabulated yet, but Mr. Harris says 
that indications are that in most of 


the stores, sales of bolts and nuts 
have increased from 8% to 10% 
over the same period of the pre- 
ceding year. 

While large quantities of nuts 
and bolts are bought and used by 
manufacturers and other industrial 
users, Mr. Harris said that his sur- 
vey indicated almost 50% of all 
bolts and nuts sold today are 
bought by consumers in retail 
stores. 

To further the impulse sales val- 
ue of the product he made up 
package assortments of bolts and 
nuts most commonly used by 
householders and farmers. These 
packages give additional interest 
to the bolt bars. 


Sterling Engraving Is 50 

Sterling Engraving Co., New 
York, celebrated, on March 15, its 
fiftieth year of service to adver-| 
tisers and publishers. Founded in| 
1902 by the late Adolph Schuetz, 
who died in 1935, Sterling is head- 
ed by his son, Adolph G. Schuetz. 


2 PLANT PROCESSING 


PRODUCTION 


helps meet 
unusual and difficult 
delivery requirements 


SLICES DAYS FROM USUAL 


TIME! 


The fast pace required for today’s marketing decisions 


inevitably creates obstacles in its own path. In such shortened 


delivery schedules your P.O.P. display materials are 


handled faster through simultaneous processing in Arvey’s huge 


Chicago and Jersey City plants . . . distributed to individual 


destinations by the Arvey “shortcut” from the nearer city. 


ARVEY SHORT-CUT SHIPMENTS SLASH DISTRIBUTION COSTS, TOO! 


Be sure to visit the Ss ae 4 OTHER 
' POINT-OF-PURCHASE £ % ‘ 
ADVERTISING SYMPOSIUM : . UAPERVO 
Waldorf-Astoria Hotel, New York 5 | 5 


APRIL Ist, 2nd, 3rd. % 


ARVEY EXCLUSIVES 


The original, weatherproof 
outdoor cardboard display 


. ae LAMCOIE ° finish that storts sales 


~ ArveyCorPorRATION 


SINCE 1905 - SALES OFFICES: 100 E. 42nd St., New York 17 


3462 N. Kimball Ave., Chicago 18 
‘ 


BOLT BAR—Designed by William Melish Harris, New York, for Salt Lake Ha:dware 

Co. to promote impulse buying of bolts and nuts, this fixture, backed by illuminated 

panels, has materially increased sales in all of the test stores where it has been 

installed. The transparencies show different styles of bolts and nuts and the various 

ways in which they are used, so a customer may select what he wants without 
having to ask questions. 


Devoe Introduces 
Its New Paint in 
Magazine Spreads 


New York, March 18—Devoe & 
Raynolds Co. is introducing its 
“revolutionary new Devoe Won- 
der-1-Coat house paint” with 
spreads in April issues of Better 
Homes & Gardens and Sunset Mag- 
azine, and the March 15 Saturday 
Evening Post. The left page of the 
spreads is in b&w and the facing 
page is in four colors. 

The paint company plans to drop 
down to pages in the three maga- 
zines after this introductory splash. 
A total of ten insertions will go 
into the three books. J. Walter 
Thompson Co. is the agency 

Devoe & Raynolds also contem- 
plates quarter-page ads in retail- 
er-town newspapers—about 40 to 
50 in all. Each newspaper will 
probably get five insertions 


® Introductory ads in the maga- 
zines allude to Wonder-1-Coat as 
the “most sensational house paint- 
ing news since 1935.” The product 
is said to give “2-coat beauty and 
protection” while slashing repaint- 


ing costs “nearly in half.” 

Copy says Devoe in 1935 an- 
nounced a revolutionary new sys- 
tem for repainting houses. ..the 
first two-coat house paint in his- 
tory. It adds that its newest prod- 
uct, the Wonder-1-Coat is a “mir- 
acle paint that does the work of 
two coats of ordinary paint. The 
same 2-coat beauty. The same 2- 
coat protection. The same 2-coat 
toughness.” 

Devoe offers “complete assur- 


ance of at least four years’ life” 
with its latest product 
Two Join Greenfield Inc. 

Leon Greenfield has been ap- 


pointed an executive v.p. and art 
director of Ernest William Green- 
field Inc., Philadelphia agency 
Murray Firestone has been named 
director of radio and television of 
the agency. Formerly, Mr. Green- 
field was a partner and Mr. Fire- 
stone copy chief of Ralph A. Hart 
Advertising, Philadelphia. 


Orsine Named Ad Manager 

Joseph Orsine, formerly with 
May Co., department store in Los 
Angeles and Cleveland, has been 
appointed ad manager of Mill- 
iron’s, Los Angeles department 
store 


ae ge ee eee 


Pilferage Is Always 
A Problem 


but 


— 


this compact counter unit displays two 
tempting bottles of Bond & Lillard-ina 


locking device that makes pilferage 


a very minor hazard. This is one 
of 7 pieces in a complete 
display program built around a 
common theme. Besides this 
unit, the press sheet also 
carried: a full window display, 
a menu cover, a bottle top, a 
shelf strip and 2 out-sized 
facsimile bottles. You, too, can 
be sure your display program is 
well-executed when it is .. 


Sales Engineered by 


CONSOLIDATED 


DON T MISS THE POPAI SYMPOSIUM 
APRIL Ist, 2nd & 3rd AT THE WALDORF 


Lithographing Corporation 


Man Office ond Plant Gien Cove Rd Carle Place, bt 
Soles Offices in Philadelphia, Chicago, Louisville and Tampa 


See 
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FOUNDATION FOR A Successful ADVERTISING CAMPAIGN 


The public accepts and never forgets a product, an idea, an opinion, a way Bo 
of life introduced by magazines — the most powerful selling force in the — 
world. There is no firmer foundation for a successful advertising campaign . 
than one built on magazines. Magazines sell products quickly, economically, 
effectively, soundly, and with prestige and permanence. 


Magazine advertising has everything to offer, everything that appeals, that wins, 
and keeps the customer. It has undeniable good looks, exciting, perfect color 
reproductions, is surrounded by the highest paid articles, fiction, and illustra- 
tions in the country. Magazine advertising goes to a hand-picked audience. 
Select your magazine—you have your buyer. It sells not once, but over and 
over. As long as the magazine remains in the home, it’s selling your product. 


Through magazines, advertisers ride to influence and success. 


IT PAYS TO 
Advertise in 
Magazines 
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THAT DOES THE JOB 


Color is an eloquent language. It’s color that 
tells us when to go, or stop... or buy. 


Magazine advertisements in full color are a 
powerful selling force. Unlike any other medium, 
color in magazines creates reality, showing the 
product just as it is, perfect in every detail. 


_ Such a persuasive salesman can best take 
G your message to any selected market. 
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“‘DEARING PRINTED’’ means 
Good Color Reproduction | 


Color printing at Dearing is both an a ." 
art and a science. An art because it’s STARTLIN , 
done by skilled craftsmen. A science, ae 


because nothing is left to chance. 


Dearing has the most modern equip- 
ment available, all plates are micro- 
scopically inspected, printed sheets 
are pulled at regular intervals and 
carefully checked to insure perfect 
reproduction. The result...Dearing 
produces only quality printing. 
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Advertising Age, March 24, 1952 


7,500 Supermarkets 
Will Use Ac’cent 
P-O-P Ad Material 


Cuicaco, March 19—Ac’cent 
is about to cut loose on a unique 
merchandising and display cam- 
paign in supermarkets—7,500 of 
them. 

One of the principal devices will 
be shopping cart displays, called 
“merchandising on wheels,” which 
will be stationed in poultry and 
produce departments throughout 
the store. 

Ac’cent 
mate, and is sometimes called by 
that name in recipes (as an AA re- 


porter discovered after a tour of| 


grocery stores, drug stores and 
delicatessens in an effort to buy 
it). It brings out natural flavors 
in non-sweet foods, and has been 
on the consumer market for three 
years. 

It scored its biggest victory to 
date in a test merchandising cam- 
paign last fall in 30 Cleveland 
supermarkets, where it boosted 
sales of related products 118% 
while its own sales were jumping 
335%. McMahon & Morse, New 
York merohandising consultant, 
handled the Cleveland test. 


® The spring campaign will use 
the Cleveland technique. Eight- 
color cards in two sizes are headed 
“Ac’cent on flavor,” and sell salads 
as nutritious, economical and de- 
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DEPARTMENT MATS—These headings are 
for the departments in supermarket ads 
ond carry a cooperative allowance. 


licious. The larger card goes into 
the background on a shopping cart 
display of Ac’cent and vegetables. 
The smaller goes into a carton of 
one-ounce Ac’cent cans. 


is monosodium gluta- 


The smaller card is used on a} 


carton near the poultry section, 
and tells customers that ““Today’s 
best buy is chicken,” 
“Chicken ’n’ Ac’cent” recipes. 
To get more impact, the maker 
of Ac’cent, Amino Products divi- 
sion of International Mineral & 
Chemical Corp., has designed five 
department head mats for news- 
paper advertising. These feature 
Ac’cent in combination with vege- 
tables, canned meats, salad, mac- 
aroni and cheese, and chicken. 


s The mats are offered to super- 
markets with an advertising allow- 
ance if they are used. On the other 
hand (and supermarkets don’t get 
both) allowances are provided for 
cooperation on displays built 
around P-O-P material. 

Ac’cent’s sales force will help 
supermarkets in working out co- 
operative campaigns, and supers 


and provides | 


CART DISPLAY—Here’s the cart display 
—‘‘merchandising on wheels’’—which Ami- 
no Products division plans to use for 
ac’cent in 7,500 supermarkets this spring. 
In a Cleveland test, Ac’cent sales jumped 
335% with this kind of promotion. 


get the full backing of Ac’cent’s 
national advertising and publicity 


program (through Batten, 
Durstine & Osborn). 


Barton, 


Along with the cooperative cam-| Merchants & Manufacturers Inc., 


paign, Ac’cent advertising is sched- 
uled this spring for the following 
magazines: Better Homes & Gar- 
dens, Ebony, 
Gourmet, Ladies’ Home Journal, 
McCall’s, New York Times Maga- 
zine, Parade, The Saturday Eve- 
ning Post, The New Yorker, This 
Week Magazine and Time. Busi- 
ness papers include Cooperative 
Merchandiser, Grocer’s Digest, 
IGA Grocergram, Meat Merchan- 
dising, Red & White News and 
Super Market Merchandising 


|Hissey Closes Agency 


William M. Hissey, who former- 
ly operated his own agency in St. 
Louis, has joined Kay Advertising, 
St. Louis, as art director 


Ad Checking Bureau Moves 

Advertising Checking Bureau, 
Chicago, has moved to 18 S. Mich- 
igan Ave. 


Good Housekeeping, | 


Seneca Transfers Adler 


Fur Group to Posner-Zabin 


The American Broadtail Group 
|has appointed Posner-Zabin, New 


Seneca Textile division of United | 


New York, has appointed Sid Ad-/ York, to direct its advertising. A 


ler assistant sales manager. He| pre-Easter program will start at 
was formerly midwestern repre-| the end of March with television 
sentative. ' fashion shows in leading cities. 


Consider 
SUPERIOR DISPLAYS, INC. 


Juiius R. TeIcu, President 
1112 Boylston Street—Boston 15, Massachusetts 


Point-oF-PURCHASE ADVERTISING 
CREATION TO INSTALLATION 
* 


OveraAL DISPLAY COUNSELING 
POINT-OF-PURCHASE PROBLEMS 
7 


PROFESSIONAL INSTALLATION SERVICE 
WINDOW AND INTERIOR DISPLAYS 


- 
l wenty-four Years of Experience ue 


get all 6 extras 


for your 


printing | 


dollar 


FORBES 


LITHOGRAPH CO., BOSTON >, 


A 
NEW YORK e CHICAGO © CLEVELAND ¢ ROCHESTER, N.Y. vas > 


B enough to meet your every printing demand 


Creative Services FORBES unites market reseereh, 


design, copy and art with your specific objectives 


Distinguished Craftsmanship FORBES gives you 


the benefit of up-to-date methods, techniques and materials 


2 to your exact requirements, whether large or small 


Diversified Processes FORBES tailors your printing 


Production Capacity FORBES is vast, modern and flexible 


ee ES ORAS Be ON 


Integrated Supervision FORBES gives you top quality at a 


fair price under one e tity 


Cooperative Services FORBES provides aid in distribution, 


publicity and follow-up in field and market results 


¥ 


by Lithography, Letterpress, Rotogravure and Die Stamping 


Visit us at the POPAI Exhibit, Waldorf, 
New York City, April 1, 2 and 3 
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Four Roses, Old Forester Magazine Drives 
Biggest in ‘51, ‘Newsweek’ Study Shows 


New York, March 20—Liquor 
advertisers spent $23,727,639 in 
magazine advertising last year, up 
20.8% over the $19,647,699 spent 
in 1950. Bourbon’ advertising in- 
creased more than 30% last year 

These are some of the highlights 
of Newsweek's analysis of liquor 
advertising in magazines, prepared 
for the news magazine by Benja- 
min W. Corrado, liquor consultant, 
from Publishers Information Bu- 
reau data 


tising for bourbons went into the 
bonded group. The explanation: 
New or revived brands are giving 
the longtime front-runners some 
tough competition. In 1950, bonded 
bourbon had $3,745,328 spent to 
promote it in magazines. In 1951, 
the amount jumped to $5,026,991. 


® The Newsweek analysis, proba- 
bly the first to be published, shows 
this breakdown for the source of 
magazine liquor ads: 


marks an intensified effort to 
broaden the market for other prod- 
ucts. 


® Newsweek notes that the maga- 
zine advertising picture for brands 
shapes up like this: 

1. Blends. The brand getting the 
biggest magazine push in this cate- 
gory is Frankfort’s Four Roses, 
which had $968,823 spent on it in 
1951 (about one-ninth of the total 
expenditures on all blends). Be- 
hind Four Roses came Seagram's 
Seven Crown, Schenley Reserve, 
Lord Calvert and Calvert Reserve. 
All these brands, the study shows, 
are either prime blends or premi- 


Forester, carrying an outlay of 
$898,722 (more than any other 
brand in the report except Four 
Roses). The next largest adver- 
tised bonds were Kentucky Tavern, 
Old Grand Dad, Old Taylor and 
I. W. Harper. 


8 3. Bonded Ryes. Only two bond- 
ed ryes are advertised nationally, 
Mount Vernon and Old Overholt, 
and they get considerably less 
spent on them than on the bonded 
bourbons. But the class had $216,- 
017 spent on these two brands in 
1951, or 2% times the expenditure 
of 1950. 

4. Straights. Hiram Walker’s 


Blended whiskies accounted for 1951 1950 

more than one-third of the total Whisky blends 24.3% 37.6% 
: pm ; Bourbon 26.7 34.5 
expenditure, $8,139,917. This rep- scotch 98 99 
resente ages 3Zourbon, Gin 6.9 5.9 
resented pages Bo DON, | Ein asian $3 es 
making strong postwar COMEC= Cordials, ete. 3.9 3.4 
bac 6,333,304— Rum 2.9 3.3 
: ack, a fe ee See Brandy & cognac 2.0 21 
and actually had more pages de- [nstitutional, etc. . 8.2 6.7 


voted to it, 787.06. While bourbon 
advertising was 
30%, 
10% 

The bulk of the increased adver-| lay was about 40% higher. This 


CMe p08 6 tice 


The American market is a whis- 
being increased’ ky market, yet gin advertisers 


advertising went up boosted their expenditures 42%, 


and the cordials and liqueurs out- 


um-price items. Sir John Schenley Bourbon De Luxe was the largest 
and King blend were added to the advertised straight bourbon whis- 
advertising list, ranking 11th and ky, carrying $439,540 in magazines. 
12th, respectively. The classifica- Behind it came Early Times, Old 


tion showed substantial changes in Charter and Ancient Age. | 
5. Seotch. Black & White had the weather drink market. But where 


the volume of advertising of 


brands, an indication of market largest magazine outlay, $316,020, 
changes or switches in media plan- with Johnnie Walker, Haig & Haig, | ets to meet the threat, rum didn’t 
ning. Dewar’s and Gilbey’s following. In | jump much, promotion-wise (up 


2. Bonded Bourbons. The top 1951, 23 Scotch brands were ad- | 


bond was Brown-Foreman’s Old vertised. 


(OR What is KLEEN-STIK 7 


o 

fA). KLEEN-STIK is a pressure-sensitive (self-sticking) 
adhesive that any printer or lithographer can get for 
your advertising material. 


@Q). What does KLEEN-STIK do? 


0 

rl. KLEEN-STIK makes avy place an advertising space — 
gets Point-Of-Purchase advertising pieces up and keeps 
them up! Sticks to any smocth, hard surface —stays 
put until purposely removed, then peels right off, leaves 
surface clean. Protective covering keeps adhesive fresh 
until ready for use —will not deteriorate. 


©), What are the advantages of KLEEN-STIK 7 


0 

Ae KLEEN-STIK is an integral part of any advertising 
piece makes your display a self-contained, ready-to- 
put-up unit. Requires no glue, tacks, or tape — just peel 
and press. Dealers and salesmen prefer KLEEN-STIK 
displays because they're so easy to put up— stay neater — 
last longer 

Labels and seals that are removable —solve the prob- 
lems of “hard-to-label surfaces.” Used on aluminum, 
stainless steel, copper, plastics, finished wood, porcelain, 
tile—any hard, clean, smooth surface. Peels off clean 
and easy — will not stain or harm the finest finish. 


©), For what is KLEEN-STIK used? 


oO 
fn. For Point-of-Purchase Advertising and Labeling. 


1. P.O. P. ADVERTISING ... 
* STREAMERS, POSTERS on Windows, Walls, 
and Pillars 
¢ 3-DIMENSIONAL “Flange” and “Slide-Stik” Dis- 
plays for Shelf Edges and Other Desirable Spots 
FOLDER DISPENSERS in Bus and Street Cars, 
Shelf Edges, Cash Registers 
¢ SIGNS, CARDS for Back-Bar Mirrors and Booths 
AD REPRINTS on Counters, in Windows and 
Showcases 
SHELF STRIPS for Shelf Edges and Cash Registers 
OIL CHANGE Stickers for Car Dealers and 
Service Stations 
¢ BUMPER STRIPS 
2. P.O. P. LABELING... 
KLEEN-STIK is especially designed to stick to those 
hard-to-label surfaces such as Aluminum, Copper, 
Plastic, etc., and for those products requiring a re- 
movable label. (pots, pans, furniture, refrigerators, 
mirrors, jewelry.) 


RR 


your, KULENSTIK 207 


_ LEARN HOW KLEEN-STIK 


MAKES YOUR P.O.P. ADVERTISING PAY OFF! 


Q. Who uses KLEEN-STIK 7 


o 

fl. KLEEN-STIK is used by America’s leading P.O.P. 
advertisers — top names in soft drinks, tobaccos, beer and 
liquors, confections, foods, appliances, housewares, fur- 
niture and many other important industries. 


OR Who makes KLEEN-STIK 7 


o 

AR KLEEN-STIK is manufactured by Kleen-Stik Prod- 
ucts, Inc.—18 years of pressure-sensitive specialization. 
Our only business is pressure-sensitive adhesives — 


WE DO NO PRINTING! 


Q. How is KLEEN-STIK available? 


oO 

A). With KLEEN-STIK a//] over the back. Manufactured 
in a wide variety of stocks in various top quality 
papers for letterpress or offset. You can get Kromekote, 
coated or uncoated label papers and tags, etc. You can 
also get KLEEN-STIK processed on other materials 
that will give your advertising the most eye appeal, 
such as foils, metalized acetate, Day-Glo, transparent 
materials — special stocks, too! 

With KLEEN-STIK in narrow strips on FACE or 
BACK. You can also get the same kind of KLEEN-STIK 
adhesive applied after printing. Your jobs can have 
either strips or spots. These are all 12” wide by any 
length necessary to hold up your piece. This is the 
economical, practical way to get all of the advantages 
of pressure sensitive adhesives on your window 
posters, and larger interior pieces. This exclusive 
patented process is available through your printer at 
any of the service plants listed below: 


New York —ORegon 4-2775 
Chicago —STate 2-0830 
Cincinnati— Main 2772 
Philadelphia—M Arket 7-3333 
San Francisco —SU ster 1-1636 
Cleveland —HEnderson 1-1550 
Toronto —Hargrave 1128 


KLEEN-STIK PRODUCTS, Inc. 
225 N. MICHIGAN AVENUE ° CHICAGO 1, ILLINOIS 
Pioneers in Pressure-Sensitives for Advertising, Labeling 


For Further Details, Samples 
and FREE Idea Kit 
(Chock-full of unusual 
Point-of-Purchase Ideas) 
Call Your Nearest 
KLEEN-STIK 
Representative 


Advertising Age, March 24, 1952 


6. Canadian. Seagram’s V. O. 
was the heaviest-advertised Cana- 
dian whisky, with an expenditure 
of $561,065. Canadian Club had an 
expenditure of $540,273. Canadian 
whisky actually had less money 
spent on it in 1951 than in 1950. 
The study notes a number of re- 
cently introduced brands now 
moving into national distribution, 
and indicates increased advertis- 
ing for this bracket. 


= 7. Gin. Gin had $1,646,631 spent 
on it in 1951, and nearly 179 pages 
of advertising. The leader from an 
advertising standpoint was Sea- 
gram’s Ancient Bottle, with $454,- 
565 (including a pro-rated share 
of combination brand advertising). 

8. Rum. Gin and rum both met 
the impact of whisky and wine ad- 
vertising aimed at stealing the hot- 


gin advertisers boosted their budg- 


%). The top brand was Bacardi, 
with a budget of $88,000 in mag- 
azines; Myer’s was second, at $51,- 
| 349. 

The big spender in the classifi- 
cation is the Puerto Rico Rum De- 
velopment Co. (Puerto Rico Rum 
Institute). This cooperative pro- 
motion accounted for about two- 
thirds of the dollars spent in mag- 
azines. The Sugar Manufacturers 
Assn, of Jamaica was a late starter 
—it, too, spent money to boost 
Jamaican rums, but its total pay- 
ment was smal] beside that of 
Puerto Rico. 


8 9. Cordials. Cointreau was the 
| top advertiser, and its $113,185 was 
nearly three times its expenditure 
|of 1950. But it narrowly topped 
| Drambuie, which spent $107,927, 
}up 50% over 1950. Hiram Walker, 
De Kuyper and Suyens Liqueurs 
| followed in order. Some 29 cordials 
| and liqueurs campaigns were car- 
ried in magazines. 
| 10. Brandy. Remy Martin Co- 
| gnac, third in this classification in 
| 1950, jumped to first, and spent 
| $106,620 in magazines. Coronet 
| V.S.Q. raised its budget 20% and 
ranked second. Hennessy cognac, 
with a budget virtually unchanged 
| from 1950, ranked third. 


s Another feature of the News- 
week analysis is a picture of what 
magazines carried what kinds of 
| liquor advertising, and a ranking 
| of magazines by liquor type. 
| Copies of the complete study, 
called “Analysis of Liquor Adver- 
| tising in Magazines,” will be avail- 
j}able to advertisers and agencies 
| from Arthur McAnally, research 
| director, Newsweek, 152 W. 42nd 
| St., New York 36. 


Lander Returns to Ad Field 


Irving Lander, who for the past 
| two years has been v.p. and gen- 
|eral manager for the orchid divi- 
|sion of West Adams Nurseries & 
Florists Inc., has returned to ad- 
| vertising, opening his own agency 
at 1605 Cahuenga Blvd., Holly- 
wood. The agency starts off with 
the following accounts: Biltmore 
Flowers & Gifts, retail chain of 
flower shops; Biltmore Plant Serv- 
ice; California Pottery Co.; Dible 
Realty & Development Corp.; Mag- 
ic Carpet Shop; Medico Rents; Pa- 
cific Furniture Co., and West 
Adams Nurseries & Florists. 


Appoints Gordon & Associates 

Marvin Gordon & Associates, 
Chicago, has been appointed by the 
Exchange National Bank of Chi- 
cago to direct its newspaper and 
direct mail advertising. The agen- 
cy also will serve as merchandising 
consultant. 


Form Printing Company 
George Skach, formerly superin- 
tendent of Schultz Lithographing 
Co., Chicago, and onetime v.p. of 
the Chicago Craftsmen’s Club, has 
joined George Harrington in a new 
partnership to operate Columbia 
Printing Co., Longview, Wash 
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is our business 


There’s nothing like full color, life-size lithog- 
raphy to make well-known products better known, 


better liked, more widely bought... 
> . S 
providing.. .the lithography is tops, and stays tops. 


Advertisers who take great pains to maintain the 
quality of their products expect their poster and 
display lithographer to do no less. 


Year after year such exacting advertisers turn to 


~ Continental for 24-sheet, 3-sheet, L-sheet posters \9er than.[ife-Size Pictu 


and point-of-purchase displays. M 0 , 0 I 0 ] 


Continental, too, has become more and more 


famous for quality. 


&. 


Continental 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO @ DETROIT @ SEATTLE @ PITTSBURGH @ SAN FRANCISCO @ LOS ANGELES 


Member of Point-of Purchase Advertising Institute 


Good Spring Tonic 
. for your car! 
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Deglin-Wood Agency 
Is an Agency Placer 


Mr. Deglin Explains His 
Agency-Placement Deals; 
Spurns 15% Commission 


By James V. O'GARA 

New York, March 18—On Page 
197 of the current “Agency List” 
of Standard Advertising Register 
the entry reads: Deglin-Wood Inc., 
4 W. 58 St. Under that, 11 accounts 
are listed, ranging from Airport 
Limousine Service to Van Munch- 
ing & Co 

Herewith the strange and some- 
times complex story of an adver- 
tising agency that “has nothing to 
do with 15% commissions.” An 
advertising agency that hasn't 
placed any advertising for about a 
year. An agency that is actually an 
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advertising counseling company 
and refers its clients to agencies 
that do place advertising. An ad- 
vertising agency that looks increas- 
ingly to public relations and pub- 
licity fees for its income 


® Theodore L. Deglin, president, 
explained his setup exclusively to 
AA like this 

“We act as ad counselor to a 
number of clients. Actually, we 
serve as the company’s own ad- 
vertising manager. We handle their 
publicity. We advise them which 
agency is best fitted to place their 
advertising—the 15% business.” 

“No,” said Mr. Deglin, “our com- 
pany gets no compensation from 
the advertising agency thus selec- 
ted 


Our only pay-off is the fee) 


we get from the client 
counseling we 
provide. For that 
fee we also rec- 
ommend the 
campaign theme 
which the desig- 
nated agency will 
work up. Then 
we check on the 
completed ads 
and see they’re 
okay before we 
send them on to 
the client for final approval.” 


Theodore Deglin 


® Mr. Deglin admitted he has “ac- 
count control.” He said: “If any 
agency wants to land the 21 Brands 
account it wil] have to deal with 
me.” 

Before Mr. Deglin picks an 
agency, he visits there. He teils 
the head man: “I can bring this 
account into your shop. You'll get 
the commissions. In exchange, I 
want first crack at any of your 
clients who have public relations 
problems.” 


for the 


That was the proposition Mr. 
Deglin said he made to Hilton & 
Riggio some time ago. And H&R 
accepted. That’s why, if you turn 
to Page 381 of the current “Agen- 
cy List,” you'll find five Deglin- 
Wood clients also claimed by H&R. 
They are Bols Liqueurs, Childs 
restaurant chain, Louis Sherry, 
21 Brands (Ballantine’s Scotch, 
various bourbons, rum, cognac and 
sherry) and Van Munching (Hein- 
ekin’s beer). 


@ Checking with Hilton & Riggio, 
AA was told the arrangement with 
Mr. Deglin was terminated about 
Jan. 1. Yes, Mr. Deglin had made 
the pitch and since H&R was very 
interested in the Childs account, 
it had accepted. Mr. Deglin, AA 
was told, was to handle publicity 


on the accounts. Also, he was to| 


be “compensated for the business 
during the transition period.” The 
five accounts, said Hilton & Riggio, 
were worth about $100,000 in bill- 
ings. Childs was tops, worth be- 
tween $40,000 and $50,000 
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"every one a STOPPER 


ci cea 


designed to sell them 
on the spot! 


Typical examples of Industrial Litho’s 


past performances for happy 


clients! Now let us help YOU. We’ve 


got an entire creative staff waiting 


to solve your problems on 


Point of Purchase Displays 


and Merchandisers. 


Visit us at the P.O.P.A.1. Show! 


Creative Lithography for National Advertisers 


INDUSTRIAL LITHOGRAPHIC COMPANY, INC. 


. New York, N.Y. 


285 Madison Avenue 


Advertising Age, March 24, 1952 


Another conversation with Mr 
Deglin indicated that: Van Munch- 
ing has gone to Hirshon-Garfield 
(as reported in AA recently), and 
the 21 Brands (both 21 Brands 
Distillers and 21 Brands Inc.) “will 
probably move to Hirshon-Gar- 
field, but this has not yet been 
announced.” 


s “I feel Hirshon-Garfield is par- 
ticularly well-suited to handle 
some of my clients,” said Mr. Deg- 
lin. He said “no” when asked 
whether any compensation was in- 
volved in his taking the accounts to 
| Hilton & Riggio. “I only wanted 
| first whack at accounts of theirs 
|who had public relations prob- 
llems,” he said. “And the same 
| goes for Hirshon-Garfield in the 
present arrangement,” he added. 

Mr. Deglin also revealed that 
| he’s pitching right now for an ar- 
rangement along identical lines 
| with Abbott Kimball Co. and W 
Earl Bothwell Inc. 

As for Hirshon-Garfield, he said 
the agreement calls for Mr. Deg- 
lin to handle “institutional pub- 
licity for the agency itself.” More- 
over, “if any client of theirs has a 
public relations problem, we'll 
have the first shot at it I’m sure.” 
So far, Mr. Deglin has done one 

|p.r. job for B.V.D. Corp., an H-G 
| client, and publicity for Volupte 
Inc., another H-G account. 

® Mr. Deglin gave this summary of 
| the present status of the 11 clients 
| now listed under his agency’s 
| name: 

Airport Limousine Service, La 
,Guardia Field—doesn’t have the 
account. “Don’t know where it is.” 

N. Y. Yankees baseball team— 
“It went to Hirshon-Garfield about 
a month ago without any recom- 
mendation on my part. Hirshon- 
Garfield is in the same building 
with the Yankee office and besides 
they had the account some years 
ago.” 

Bols Gin & Liqueurs—“Yes, we 
still have it.” (He meant, presum- 
ably, that Deglin-Wood is still Bols 
ad counselor and as such retains 
“account control.”’) 

Childs—doesn’t have. “Frankly, 

|I don’t know who has it. Maybe 
| it’s with Donahue & Coe, who did 
a spot radio job for Childs re- 


/ cently.” 


® (Donahue & Coe confirmed it 
“has been placing Childs ads for 
about two months.” Donahue & 
Coe made no announcement about 
picking up the account.) 


Mr. Deglin said he first got 
Childs as a p.r. account “at a 
fairly substantial fee.” When 


Childs decided to advertise a year 
ago last November, Deglin-Wood 
won the account. Subsequently 
Mr. Deglin dealt Childs to Hilton 
& Riggio and now he “no longer 
does public relations for Childs 
because they couldn’t afford to pay 
my fee.” 

Madison Square Garden—“We 
do radio and outdoor advertising 
for the Garden on the rodeo. We 
buy boards and write radio com- 
mercials.” 

Ringling Bros., Barnum & Bailey 
circus—“The 15% business is with 
three agencies: Albert Woodley 
Co., Caples Co. and Hilton & Rig- 
gio. Each handles a different me- 
dium.” 

Louis Sherry—“Still have Sherry 
preserves, but the rest of the ac- 
count is part of the Childs oper- 
ation.” 

Shilds Men’s Shops—don’t have. 

21 Brands—going to Hirshon- 
Garfield. 

Van Munching—at Hirshon-Gar- 
field. 


@ Mr. Deglin said he has three 
other clients not shown in the 
“agency list”: Schulte Cigar Stores, 
Olive Oil Assn. and Luchow’s res- 
taurant. 

Asked about the origin of his 
switch from the 15% field to 
counseling and p.r. Mr. Deglin 
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SPECIAL INVITATION—The special point of sale program being used by Calvert 


to the c . Window, counter and 


Distillers Corp. features a special i 


back-bar displays provide a space for the name of the retailer to be incorporated on 
the display piece. (Story on Page 61.) 


said: 
maintain what I consider an ade- 
quate and competent ad agency 
staff. 


“It got too expensive to Paper Becomes a Daily 


The Kenora-Keewatin Mine & 
News, Kenora, Ont., now is being 
published as a daily newspaper. 


P-O-P Counter Kit 
Is Key to Silver 
Star Blade Offer 


| New York, March 19—A new) 
national merchandising promo-| 
| tion, backed by a broad advertis- 
| ing campaign, is now being car- 
| ried out by the Silver Star division 
of American Safety Razor Corp. 
Special emphasis is being placed 
}on point of purchase advertising. 
| Packed in a new type counter 
| stand-up rack, which will give 
dealers full display space without 
| fear of pilferage, the Silver Star 
loffer contains ten 20-blade dis- 
pensers, each with a free pack of 
five blades. The 25¢ pack of 
five blades and the regular large-| 
size dispenser at 98¢ give the 
consumer a $1.23 value for an 
| over-all price of 98¢. 

The current offer is being backed 
by local radio campaigns in 75 key 
markets on about 100 radio pro- | 


grams. These are scheduled to 
reach the so-called “man market” 
in the early morning shaving hours 
and at the peak evening news 
hours. McCann-Erickson is the 
agency. 

Window display materials as 
well as cooperative newspaper 
mats are available to dealers. 


Appoints Ted H. Ball & Co. 

Stancil-Hoffman Corp., Los An- 
geles, maker of tape recording 
equipment and other audio-engi- 
neering devices, has appointed Ted 
H. Ball & Co., Hollywood, to di- 
rect its advertising. Trade publi- 
cations and direct mail will be 
used for the company’s portable 
Minitape recorder. 


Se 


E-GIRGULATAON.-2 


“I changed over about a year 
ago. Now there are two companies. 
Deglin-Wood handles ad coun- 
seling and Ted Deglin & Associates 
is a straight publicity company. 
Damn few ad agencies have a 
good public relations department. 
I have six skilled specialists in my 
staff who can do a lot more, pub- 
licity-wise, than an ad agency p.r. 
director and his staff. 

“No, I don’t think there’s any- 
thing unusual about maintaining 
my listing in the ‘agency list.’ 
I stay on because I may some day 
go back to active 15% work.” 


National Carbon’s 
Institutional Ads 
Plug Hearing Aids 


New York, March 18—National 
Carbon division of Union Carbide 
& Carbon Corp. is promoting the 
use of hearing aids in a new in- 
stitutional campaign. 

Initial ad in the series is in 
the March 15 Saturday Evening 
Post. Copy hits hard at consumer 
aversion to hearing aids by de- 
picting younger people, classifying 
the aids with glasses and asso- 
ciating users with love interest, 
business success and artistic 
achievement. 


® National Carbon’s product tie-in 
is a footnote reference to _ its 
“Eveready” batteries, which are 
used in some hearing aids. 

The promotion is designed to 
create greater public acceptance 
for hearing aids. The company re- 
ported estimates “that there are 
about 15,000,000 people in the U. S. 
who need hearing aids but do not 
use them.” 

Dealers are being supplied with 
framed blowups of ads as well as 
newspaper mats for local tie-ins. 


Posner Shoes Names Bobrow 
Ad Head, Switches Agency 

Dr. A. Posner Shoes Inc., New 
York, maker of infants’ and chil- 
dren’s shoes, has appointed Edwin 
E. Bobrow, formerly a partner in 
a sales promotion organization, its 
advertising manager. At the same 
time, the company switched its 
advertising account from Posner- 
Zabin, New York, to Alfred J. Sil- 
berstein, Bert Goldsmith Inc., New 
York. 

The company has launched a 
new campaign, starting with a 
television show, “Dr. Posner’s Kid- 
die Kollege,” on WABD, New York, 
12:30-1 p.m., Sundays. Further 
plans are being considered. 


Lerche Named Ad Manager 
Stanley J. Lerche has been ap- 
pointed sales promotion and ad 
manager of General Electric 
Supply Corp., San Francisco. 


Two Stations Join NBC 

KDTH, Dubuque, Ia, and 
WMNC, Morganton, N. C., have 
affiliated with the radio network 
of the National Broadcasting Co. 


Most publishers and printers think of 
Huber as an important source of print- 
ing inks. And they know that their paper 
stocks are probably coated and filled with 
Huber clays. But few know that Huber 
makes carbon black for its own use—and 
is a leading supplier of carbon black to 
the rubber industry, as well. 

Behind these operations is a closely- 
knit research program. In developing 
better carbon black, Huber controls the 
quality of inks it produces. In helping 
paper manufacturers develop better 
printing surfaces, J. M. Huber Corpora- 
tion not only develops better clays but 
better inks. 


Printing Inks —Huber’s Printing Ink Di- 
vision, with headquarters at Brooklyn, 
and plants in Brooklyn, Bayonne, N. J., 

McCook, Ill., East St. 


< Louis, Ill., Boston, Mass., 
<I] and Borger, Texas, man- 
~. ufactures printing inks 


of all types. As you 
probably know, Huber 
manufactures inks for 
newspapers, publications, 
comic books, containers 
and commercial jobs, and 


Let’s get acquainted... 


distributes these inks throughout the 
United States and the free world. 


Clay—The Clay Division, with A 
headquarters at Langley, S. C., = 
and plants at Langley, Granite- 
ville, S. C., and Huber, Ga., mines 
and refines kaolin clay. Its major # 
uses are in the manufacture of e 
paper and rubber products. In paper, 
filler clay helps close the surface; coat- 
ing clay gives a smooth, glossy finish. In 
rubber, clay is used for reinforcing and 
stiffening such products as heels and 
soles, insulation, flooring and most light- 
colored goods. You'll also find Huber 
Clay in insecticides. 


orette 


Oil and Gas Division —The Oi! and Gas 
Division, with headquarters in Borger, 
Texas, operates throughout the South- 
west, producing crude oil and natural 
gas. In 1951, 57 new wells were drilled, 
and most were producing either oil or 
gas or both, at the year’s end. Some of 


HUBER NEWS, a most unusual house organ, takes you 
behind the scenes of all the industries described 
above. Write for your copy of this bi-monthly publi- 
cation—it’s yours for the asking. 

Address requests to: J. M. HUBER CORP., 620 - 62nd 
St., Brooklyn, N. Y 


PLANTS: Bayonne, N. J . 
Brooklyn, N.Y. + 
SALES OFFICES: Seoston, Moss 


Borger, Texas 


J. M. HUBER CORPORATION 


INK DIVISION 


Eost St. Louis, 111. + McCook, Ii). 
* Brooklyn, N.Y 
New York, N.Y. + East St. Louis, ti! 


HUBER PRODUCTS IN USE SINCE 1780 


the gas is used in our Borger 
carbon black plant, the remain- 
der is sold to pipe line opera- 
tors. You may be using a Huber 
product when you fill your car 
or light your gas range. 


sO 

Carbon Black CK, 

The Carbon Black Division's headquar- 

ters are at Borger, Texas, where Huber 

prod both ch 1 and furnace black. 
Millions of pounds of carbon 
black are used each year to add 
toughness and wear resistance 
to automobile tires: all the 

large rubber companies and 

many smaller ones use Huber 

Vv YU carbon black. It’s 

also used in inks, 

paints, and wher- 

R- te ever black color- 

Ney ij iif ing is needed. 

Chemicals, Too: the Chemicals Division's 

new plant at Havre de Grace, Maryland, 

now under construction, will produce 

Zeolex 20, a reinforcing white pigment 

for rubber and plastic products. 


° Boston, Mass. 


+ Chicago, iti. 
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Grocers Like Recipes in Displays, 
Pricing Space, ‘Dish’ Illustrated 


Cuicaco, March 18—Garbage 
eans of retail grocers are said to 
be filled periodically with huge 
amounts of point of purchase ad- 
vertising 

A study made last year by Pro- 
gressive Grocer found that as much 


as 70% of such display material 
was thrown away without being 
used 


How can advertisers circumvent 
these trash cans? What is the re- 
tailer looking for in point of sale 
promotion? Officials of the Na- 
tional Assn, of Retail Grocers have 
some answers to these questions 
and Clifford Bowes, meat director, 
summarized them for AA 


e Mr. Bowes listed three types of 
displays which he said retail gro- 
cers like. They are 


1. Cards or signs which, in addi- 


tion to showing the product name, 
have room for prices 

2. Illustrated material that shows 
the product on the table 

3. Use of product in recipes. 

Mr. Bowes reported that retail- 
ers also want promotion items to 
come in more practical sizes. The 
NARGUS official said he recently 
saw a poster put out by a com- 


pany which was 25’ long. “Only 
1% of groceries can use such a| 
large poster,” he said 


® For example, he continued, while 
retailers like home recipe displays, 
they also request that they be 


basic interest in point of sale is 
not how well a product will sell 
He said the basis for selection of 
displays is more often the relation 
of a product to total volume or the 
contribution made by the product 
to general overhead. Mr. Bowes 
pointed out that retailers do not 
want to promote a product which 
has a large volume but does little 
to meet overhead costs. 

Grocers in the nation handle 
some 3,000 products and he said 
this leads to a deluge of point of 


purchase displays. How does the 
retailer make his decision? A 
prime source, according to Mr. 
Bowes, is the trade publications 
which are read carefully by re- 
tailers. Company salesmen, of 


course, also supply a great deal of 
display material. 


small in size, the recipe to take no|® Mr. Bowes said the grocer gets 


more than 2” or 3” on the paper. | 
added that the grocer} 


Mr. Bowes 


many ideas on point of sale from 
promotion plans which manufac- 


also likes these recipes to come in| turers send to him. Regarding this 


holders 


He stressed that the 


| type, Mr. Bowes stzted that deal- 
grocer’s ers prefer 


to receive a brochure 


explaining how display pieces can 
be used. He also wants a post card 
enclosure so that if he is inter- 
ested, he can simply send for the 
material. Too often, it was ex- 
plained, the retailer is swamped 
with point of purchase displays 
which he can not use. 


28 2 | 
Food store merchandising is a| 
planned rather than a haphazard) 


affair. Mr. Bowes underlined this 
point, explaining that grocers want 
to get display material well in ad- 
vance. 
promotions are planned two to 
three months ahead of time and 


the retailer wants to know what’s| 
For Christmas promotions, | 


ahead. 
the grocer should be contacted by| 
October 

Other suggestions: 

1. Advertisers should pay more 
attention to attractive color pieces 
and good printing jobs. 

2. Salesmen and point of sale | 
designers should maintain closer | 
contact with the retailer. Mr.} 
Bowes said many promotions are} 
conceived in an “ivory tower” and 


LASTIKOLOR-PIX ” 


oe 


DISPLAYS 


NCREASE SALES 


300%! 


Amazingly Inexpensive, 


Backlighted Full-Color Translucencies Guarantee 4 to 9 Times As Many 


He told AA that general} 


Advertising Age, March 24, 1952 


SQUEEZE—IT SPRAYS—Counter card for 

Heed spray deodorant, a product of 

Pharma-Craft Corp., New York, holds six 

newly designed plastic containers. Smaller 

cards holding a single bottle also are 
being used. 


the people who plan them do not 
realize the day-to-day problems of 


|a grocer. 
3. Make window bills strong 
enough. Some are so weak, re- 


ported Mr. Bowes, that they 
ripped apart by winds. 


are 


® Retailers belonging to chains o1 
voluntary food groups benefit from 
planned year-round promotions 
The Independent Grocers Alliance, 
for example, conducts eight na- 
tional campaigns a year, calling 
them “bonus days,” “celebrity 
days,” ete. All of IGA’s 10,000 
retailers participate in the promo- 
tions. 

Ray O. Harb, national sales ser- 
vice manager of Red & White 
Corp., told AA that the group’s 
8,500 member stores get four na- 
tional sales kits a year. Each of 
these envelopes, reported Mr. 
Harb, has 190 pieces. And he 
added that 75 have space left for 


| price imprints. 


| People See and Read Your Sales Message At the All Important Point of Purchase! soae pious and Oo ted 
Aa ; . display pieces used by Red & 
“ § 6 | White stores originate with the 
BACKLIGHTED DISPLAYS EARN HIGHER READERSHIP because the eye, from | cama adelabaiaes tie amtaeene 
; a aenere MAID sales in infancy, instinctively turns towards light. Plastikolor-Pix capitalize on this | ers oni nS cords as ‘the ost 
Nessie Sproctighe hes psychological fact, become automatically the center of attention in store win- poodle used items ‘Com é nies 
>; {) : chandiser" commands at dows and showrooms, on counters, wherever displayed. 85% of all buying which want their olat of eee ee 
‘ ; tention — back-lighted Pix impulses start with seeing—with Plastikolor-Pix, customers actually see the p heap er 9 at 
‘ bring current advertising . ; material in Red & White stores are 
q themes to life ia full BENEFITS OF OWNERSHIP dramatically displayed in full natural color provided with a list of the group's 
i natural color ... Create desire . . . create sales. ae Ct ope saith 
4 : ee AMAZING SALES INCREASES. in controlled tests, from frozen orange juice to a 
a TEXTRON'S Indian Head fashion, sales jumped 300 to 500°. A nationally famous soft drink, appetiz- eA wi ari ; . 
on wide variet f int of sale 
s rnp nn se MINUTE MAID ingly displayed in full color with related products, increased its sales four-fold! displays is penn At yr age ots 
m unit display rece goods n — > . 
“a Plastikolor Pix cranslate PURE FROZEN — ECONOMICAL, ATTRACTIVE, EFFECTIVE. Plastikolor-Pix provide the basis for the large food distributors. John 
a Sobian caeath, Sin aaa ORANGE JUIC a sound, thorough point of sale program—offering quality color reproduction N. Naylor, advertising manager ; 
wterchanged to keep pace at low cost, even in moderate quantities. Low enough in cost for widespread for Reid Murdoch division of Con- 4 
+] 


—, ee ee use; effective enough to be kept on the job over a long period; and attractive | solidated Grocers Corp., admitted , 
enough to earn all-important dealer acceptance. Evidence of retailer's enthusi- to AA that 50% of this material f 
ae C= FULL LINE PYREX ‘Ber’ astic acceptance—Macy's New York, World's Largest Retail Store, commissioned might be wasted. However, he a 
iA utilizes Pix to show Py William Melish Harris Associates to design Plastikolor-Pix merchandising quickly pointed out that it is well a | 
ate peeeecs eeee displays which are currently being installed as part of Macy's permanent | worth the effort if the remaining f 
rons. By putting the con point of sale program. | amount can be placed in stores. ui 
sume 1 0 ‘ | . q 
sapube ouee amet A SALES TOOL THAT COMBINES CONSISTENCY WITH FLEXIBILITY. Plastikolor- Reid Murdoch has consistent na- 
Pix ptovide easy interchangeability, offering the possibility of a constant point tional advertising back of its } } 
of sale display coupled with the flexibility ot subject matter that changes sea- Monarch brands and Mr. Naylor ‘| f 
sonally, or to tie in with new models or advertising themes. said retailers like to display post- | | 
MORE PLASTIKOLOR-PIX ARE NOW IN USE THAN ALL OTHER TRANS- laf a ce ee pa 
# PARENCIES COMBINED. The overwhelming favorite offers many exclusive ad- ee ee ee ee 
. Godfrey program. 
» vantages: Plastikolor-Pix reproduces any color art; 90-95% fidelity reproduc- ‘ 
§ : . He also noted the longtime pop- ‘ 
tion in color and detail is assured; and the Pix transparencies are fully visible : - “eta } 
» of : ularity of recipe promotions. One 
back-lighted or not—eliminate “washout” of color. Plastikolor-Pix are made poster displaying Monarch prod i 
. of tough, flexible plastic, for extra durability, and are completely fade-proof. ie pag < : % ' d 
cate ‘ P 2 p — ee y Kede-peos ucts had no less than four differ- 
DESIGNED TO MEET YOUR NEEDS. Merchandising devices incorporating Plas- ent recipes. Mr. Naylor said recipe 
tikolor-Pix presentation of your product are designed and produced to meet pieces always are good because of 
your specific needs. A variety of stock back-lighted display fixtures are avail- their appeal to women. Housewives i 
able, or Plastikolor-Pix can be used as replacements for color films in your may never use more than 1% of | f 
é present display units. Many nationally famous advertisers . . . and hundreds these recipes, he said, but “they H ‘ 
« of other companies both large and small, have made Plastikolor-Pix a vital keep clipping them and have big 


part of their point of sale merchandising program. Find out how Plastikolor- 
Pix can supply the point of sale punch for your product. 


eee er were em ee @ 2 e wees ee ee -4 


scrapbooks.” 
The importance of having point 
of sale displays ready in advance 


B-FORD successfully uses Plastikolor-Pix i) : 
Wm. Melish H Associat } j 
displays to picture a full car line, in ' 52 Wenderbile y ol New York 7m & A ' was stressed by Mr. Naylor too. +. 
color, im actual use, in Ford show- ' sot he has f d the . 
rooms. Ford Formula: Picture the § Gentlemen: I am anxious to learn what Plastikolor-Pix cany He said he as foun that stores q 
joys of a country road — sell Fords! t do for my product at the point of sale. Please send 20-page plan merchandising four to six | 
4 Case History Bookler “Why People Buy’. ! weeks ahead j 
y wc POPAI EXHIBIT : ‘ ‘ 
é % WALDORF ASTORIA HOTEL, NEW YORK, WN. Y. Nae ono eesssecesossensnnenecsusecsnnnencanenncaneansnanecsnecnnnnsecennascesecessnees ' . 
: April Ist, 2nd & 3rd Title ' A. C. Nielsen Boosts Boesel 
aN ian 8686|)|—) ll (wll! Ee . . . 
~ = ©—- $@@ Plastikolor-Pix in Action — Booth J19 & J20 ! John Boesel, client service ex- 


WM. MELISH HARRIS ASSOCIATES 
52 Vanderbilt Avenue, New York 17, N. Y. 


@ Firm Name 


§ Address 
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ecutive, has been promoted to the 
newly created position of assistant 
to the executive v.p. of radio-TV 
sales at A. C. Nielsen Co. 
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i . 
&§ \Y / it takes a lot of 


/ 


No need to tell you how many details to a 

display whether it’s a counter card or a convention exhibit. 

You know it takes a touch of Simon Legree 

with the smile of Mother Machree to run the gamut from i 

the guy with the idea of the best way to the customer's 

wallet .. . through the esthetic approach of the artist . . . down to 
solving the problem of the retailer who won’t put together 


another “jig saw puzzle’’ window display even if he 


has to leave his windows BARE. 

& Yes, no matter how you look at it, the creation and production 
of any kind of display isn’t easy—but it can be easy for you. 

Here at Kling’s, we often admit, we have everything! Under one roof the 
top artists and designers in the country rub shoulders with a terrific 
staff of merchandising and production men who can 

f x not only dissect your sales problem—but produce 
displays within the budget. Toss in the fact that we handle 


final distribution too and the outcome is just 


naturally unique. Honestly, we believe we 
have something you should know about—why not 


give us a ring for the whole story? 


DISPLAYS 

ARTWORK 
PHOTOGRAPHY 

MOTION PICTURES 

SLIDE FILMS 

TELEVISION FILMS 
TRAINING, SALES AND 
MAINTENANCE MANUALS 


DETROIT ehicago + 601 north fairbanks court — 


| 928 ouanoiaw surioine Se kling studios 


NEW YORK DElaware 7-0400 
34 EAST 51ST STREET . 
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Appoints Sanders Johnson 
Sanders R. Johnson has joined 
the promotion department of the 
Press Herald and Express, Port- 
land, Me 
TRIANGLE Continuous 
MOTION PICTURE PROJECTOR 
16 MM 
SOUND 
or SILENT 


Automatically shows your movies over 
and over with no rewinding . in un. 
darkened rooms. “The one that works.” 
Tested by U. S. Bureay of Standards. Used 
by government and biggest names in busi- 
ness. Bell & Howell Projector unit. Portable 
Write Triangle Projector Co., 5307 N. Rav 
enswood, Chicago 40, !!! 


WORLD'S BIGG 


pit 8 


Sei ane 


in recently with a 


charity campaign 


store sparked a 


WBZ-TV Issues New Rates 
WBZ-TV, Boston, has increased 
its Class A time 20%, its Class 


121%4% and its Class C 642% Also, 
it has added a Class D time, from 
midnight to noon. Its price for 60 
minutes of Class A time has gone 
from $1,250 to $1,500, ‘Nass B 


from $1,000 to $1,125, and Class C 
from $750 to $800. Its Class D rate 
starts at $450 for an hour. For the 
first time, a 10% rebate is offered 
for billings maintained for 52 con- 
secutive weeks. This is in addition 
to the frequency discount 


Sells Poultry Magazine 

U.S. Egg & Poultry Magazine 
has been sold by the Institute of 
American Poultry Industries to 
Watt Publishing Co., Mount Mor- 
ris, Il]. Watt publishes six other 
publications in the poultry field 


Names Kiesewetter Associates 

Stern’s Garden Products Inc., 
Geneva, N. Y., has appointed Kiese- 
wetter Associates, New York, to 
direct its advertising. The com- 
pany distributes and retails Mira- 
cle-Gro plant food 


First National 


Stores Discover 
Tie-in Ads Pay 


SOMERVILLE, Mass., March 19— 
First National Stores, New England 
food chain, has just completed an 
analysis of the results of a $25,000 
tie-in with RKO Radio Pictures 
promoting the reissue of Walt Dis- 
ney’s “Snow White and the Seven 
Dwarfs.” The food chain has 
found the experience well worth 
the money it cost 


J. Marshall Duane, First Na- 
tional’s advertising director, de- 


scribes the promotion as a public 
relations gesture, designed to at- 
tract interest in the company’s 
stores. It was also tied in directly 
with First National’s Betty Alden 
bread. 

“We certainly had plenty of peo- 


ple in the stores whom our clerks 
had never seen before,” he said. 
“But apart from that, the good 
will and publicity we received, 
judging from newspaper comment 
and what our customers tell us, 
prove that the tie-in was well 
worth while.” 


® The idea of the tie-in originated 
with Terry Turner, RKO Radio 
Pictures’ director of exploitation. 
It consisted simply of a search for 
two school children whose voices 
would qualify them for the titles 
of “Snow White” and “Prince 
Charming,” and for “New Eng- 
land’s favorite school teacher.” 

Prizes for the winners were 
trips to England, paid for by Dis- 
ney. Runners-up received Ad- 
miral TV sets, donated by Admiral 
Corp. 

First National bought about 350,- 
000 lines of advertising in news- 
papers in 40 cities tov promote the 
contest. The ads were run in most 
of the papers three or four times, 
spaced a week apart. John c. 


“Candy for the Handicapped” 


—the results made history. 


Using lithographed floor merchandisers, stream- 


ers, cards and window displays, a famous chain 


powerful promotion that sold 


A SIX-TON 


When Peter Paul’s Mounds and Almond Joy tied 


EST CANDY DISPLAY 
USES Overt <Ateweee POINT-OF-PURCHASE IDEAS 


a 


ga 


SELLOUT! 


out six tons of candy in one store only. That's 


selling! 


Putting power into point-of-purchase has been 


our business for 75 years. For your next sales 


campaign, give your product 


the benefit of our 


creative thinking and experience. 


Obey Newell 


LITHOGRAPH CORPORATION 


545 PEARL STREET 


NEw YORK CITY 7 NY 


WoOarrtnm 2-3735 
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TIE-IN AD—This type of advertising wus 
used by First National Stores recently in 
newspapers in 40 New England cities as 
part of its tie-in promotion of Disney's 
“Snow White,” during the picture's re- 
turn engag t in New England. The 
food chain's Betty Alden bread was feo- 
tured in many of the ads. Point of sale 
material similar to the ads included win- 
dow posters and counter displays. 


Dowd Inc., Boston, was the agency. 

In addition, a great deal of point 
of sale material was used. This 
included large window posters and 
counter displays inside the stores. 
Application blanks were made 
available at bakery products 
counters. 


@ There were 4,400 entries, and 
at least four times that many ap- 
plication blanks picked up by 
would-be entrants. The competi- 
tions were judged over the 23 sta- 
tions of the Yankee Network, and 
WNAC-TV. A seven-hour week- 
end show took care of the finals. 
First National received full credit 
throughout. 

“Newspapers gave the contests 
excellent coverage,” Mr. Duane 
said. “Almost every newspaper in 
New England gave it a play. Ev- 
erybody seemed to be in sympathy 
with this opportunity given to kids 
in little towns. 

“What we liked best about the 
whole idea,” he continued, “was 
that it was a talent contest pure 
and simple. It had nothing to do 
with gambling or luck. It gave 
youngsters with ability a break, 
and a chance to show their abil- 
ity.” 


@ Every member of the company’s 
chain was informed about all de- 
tails of the contest through a se- 
ries of screenings of “Snow 
White” and by means of a spe- 
cially made film in which Adrian 
O'Keefe, president of First Na- 
tional, discussed the plans. 

Further interest was created by 
having four teams of entertainers, 
including Adriana Coselotti, the 
original voice of “Snow White”; 
Clarence Nash, voice of Donald 
Duck; and two of Disney’s ani- 
mators, Ken Walker and Roy Wil- 
liams, tour New England for a 
month. First National stores were 
included in their itinerary. 

RKO Radio executives also were 
pleased with the results of the tie- 
in. The picture grossed more than 
it did when it was released in 1944, 
and, in some sections, reportedly 
did better than “Cinderella,” Dis- 
ney’s highest grossing picture to 
date. 


Sawyer Joins Mead Carney, 
Scott Is Added in Europe 

Thomas O. Sawyer, formerly an 
associate partner with George H. 
Elliott & Co., has been appointed 
v.p. in charge of sales for Mead 
Carney & Co., management con- 
sultant. 

Mead Carney International Corp. 
has appointed Norman E. Scott, 
formerly with Rath & Strong, a 
serjor staff consultant. He will 
wk out of the London office, but 
for the next few months will head- 
quarter in Torino, Italy. 


Appoints Don Eastman 

Don Eastman has been ap- 
pointed manager of editorial pro- 
|motion for Modern Industry and 
| Tide, 
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8 1951 GAINS WIDEN ADVERTISING AGE 
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- % 46.04% of the total Farm Publication promotion linage— 


+e 


LEADERSHIP AS No. 1 PROMOTION MEDI 
Fil vn tatal binege 


In Number of Accounts 


ADVERTISING AGE is the BIG medium with the BIG selling 
power, offering you the BIG value for your promotion dollars. 
That is why ADVERTISING AGE dominates in advertising 
leadership in 1951 as it has for more than a decade. 


* Here is ADVERTISING AGE’S 1951 record: 


2,593,059 lines of display advertising, 43.08% of the total in a 
S-paper field—a 265,083 line gain over 1950 as compared to a 
combined net loss of 11,767 lines for the others. 


*% 52.15% of the total Magazine promotion linage— 


663,908 lines to 208,607 for 2nd place Printers’ Ink. This is a 
- of 109,788 lines as against a combined net loss for the 
others. 


* 43.25% of total Newspaper & Supplements promotion linage— 


” oat hte teen ate tieate ee 


749,784 lines to 377,188 for 2nd place Sales Management. This 4 - 

is a gain of 65,765 lines, 91.22% more than the combined net — : 
gain of the other 4 papers. * First in Outdoor & Car Card promotion linage ¢ 
* 47.73% ot the total Radio & Television promotion lmage— * First in Advertising Agency promotion linage ‘ 
326,333 lines to 125,426 for 2nd place Tide. This is a gain of * Second in Business Paper promotion linage : 
118,867 lines, 143.77% more than the combined gain of all others. * First in total number of advertising accounts— 


854 accounts to 775 for 2nd place Sales Management. 


; . . * First in total classified advertising (not included in display lin 
144,347 lines to 60,648 for 2nd place Printers’ Ink. This represents age figures)—28,574 lines to 23,856 for second place Printers In 
a gain of 18,599 lines against a loss for each of the 4 others. | 


Se ee ee 


* 47.45% of the total Graphic Arts & Point-of-Sale linage— piace y= > pve Fg Repay 3 pers itsel 
211,064 lines to 131,992 for 2nd place Printers’ Ink. capable of doing the BIG job for your promotion, too. t 


Major advertising media and services consistently recognize ADVERTISING AGE as 
the important place to reach the important people who are most important te them. 


2,593,059 
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Agency & A. & S. 


ate ea JS ee mem, ter ee - rere. a ea, See | en ii Fi A Pi eo eee» “eS ia Tita a. ee 43 
a P oe ant a 
. ea 
ni ee, 
7 ‘eg 
j | Ra9 
| od 
ar.” 
fe . uae > 
- ns F 
! . ri ‘ < « f 
4 LOSS | GAIN vo 
os ge. 
i) aewish' ke Advertising Age ee 
is ee + 23,506 Bea x 
oo a Advertising Agency & A. & S. eo 
Pe ee f @ 
ae ES, e a 
v3 ey + 17,199 it. 
- oe Printers’ Ink ot ee 
: ee es; LINAGE GAINS Xe 
e tye" 
2 a # 22,519 AND LOSSES, 1951 os" 
- Sales Management se 
- ee "i = a ‘ 
A ee 3 Tide Sy 
red oe: 
AD ‘3 Ss 
” \ienky 
ae 
‘ ia 
et ;? — 
4 os * 
‘* - l- 
= f 1 ese 
oe is 
ST ones 
- mee 
.% aS 
i a. 
| Se 
r i, Birt 
é h : ‘ eagle 
5 | ces Zins 
Ea LINAGE PICTURE FOR LAST FOUR YEARS a 
Bg Advertising i aed 
ane — Age [>= Rash 
ae 3,000,000 SS res 1949 1950 1951 a 
z =s2-—— ESN 
ve £22 TS , ; 
Cee apo SS es 
“ Sopiewe flees SES ga ? 

i ij | a = ie Pat. | - 2 ‘ - 
ce 2,500,000 e a 
ae a eek or : 

; 1,500,000 hs S Ve 
— |. , 

& Printers’ ink win 
. e ~ SH, ro ee 
Br (y - - 5 ea a 
% 4] > i 
ss < ee 
4 1,000,000 = = re SS a oe ieee 
one -_ Pency gd * 

‘ I wats’ A 4s ee 2 

al SC 

R: 4 4 ry “del i 

» cial x re . 

a 500,000 4 _— ) eo 
i 4 ae : <5 eg 
F Ae eee 2 ee 
7 “gl ie) 4 veg 
2 ae ha * 
% omy ref PF ore? -~ " nT ts Sas 
eS 

. q ris 
i Scot 4 

p dee 
a reeset , : Sine i 


ouTDOOR, 


GEIS THE 
EYES 


PINK TYPEWRITERS—This unusual display in the International Business Machines 

window in New York features colored typewriters. Each machine is finished in the 

color of one of the fresh spring flowers shown in the display. Typewriters of rose 

pink have contrasting dark rose controls; ten machines have deep brown keyboards, 

etc. Four other IBM display windows in the building carry out the same theme, with 
each one devoted to a single spring flower color. 


Joins Calumet & Hecla 
Thomas E. Wilder, formerly 


Introduces New Coated Paper 
Champion Paper & Fibre Co., 


INDOOR, WEATHERPROOF, with the plumbing ware division Hamilton, O., has produced a new 
CHIP-PROOF, FULL OR HALF-ROUND, OF of Briggs Mfg. Co., 
HARD MOLDED RUBBER COMPOUND 


Detroit, has cast-two-side coated paper under 
been appointed assistant advertis- its trademark name Kromekote. 
Previously, the company has been 


M re) L D Cc R A FT Cc re) ing manager of the Wolverine tube 
” * division of Calumet & Hecla Con- producing a sheet with the cast 


3720 


ond 


et ee encarta aE AER RI 6 eo wom ae ee oe Y 


No. Palmer, Milwaukee solidated Copper Co., Detroit 


coating on one side only. 


Department Store Sales .. 


Advertising Age, March 24, 1952 


Volume Down 16% for March 2-8 


WASHINGTON, March 18—De- 
partment store sales volume for 
the latest week (to March 8) was 
16% below sales in the same week 
last year. The late arrival of East- 
er accounts for a large part of this 
decline, as pointed out in this col- 
umn a week ago. 

For the latest week, Federal Re- 
serve Board reports show that 
gains occurred in very few cities. 
They included a big 11% increase 
in Portland, Ore. The San Fran- 
cisco district showed up best, with 
only a 3% decline. Other district 
declines ranged as much as 22% 
in the Chicago area. The biggest 
city loss was 30% in Kansas City. 

% Change from 


ear Ago 
Federal Reserve Feb. Mar. Mar. 
District and City 23 1 x 
UNITED STATES . —iI2 — —16 
Boston District ...... —13 —0 —I18 
New Haven . —20 19 —13 
Boston — —15 —9 —I19 
Lowell-Lawrence —17 —10 —19 
Springfield 2 —7 —14 


For low-cost motion 


Mery Christmas 


plus high-spot display— #xwrr 


try modern “mobiles” °”” .; 


| 
- 


° 


When counter space is scarce or 

window display needs motion without 
motors—‘‘Mobiles” are the answer. 
Ketterlinus designs these breezy hangers 
in infinite variety to display the nation’s 
greatest product names; a few of which 
are shown here. 


PURE Ol COMPANY 


Your product can move speedily 
to sale sparked by the ingenious 
design and unequalled color craftsmanship 
of Ketterlinus ‘‘Mobiies.”’ 


Let us show you how! 


At. 8 


| T 
022 FF Re 


OLDSMOBILE 


oe 
better see us — Vette r| { n U S Leaders in lithography for more than a century 


NEW YORK «© PHILADELPHIA * BOSTON * CHICAGO 


DEPARTMENT STORE 
SALES INDEX _ 


1935-39 EQUALS 100 


Week to Mar. 8, °52*..p255 
Week to Mar. 1, '52*..245 
Week to Feb. 23, ’52*..240 
Week to Mar. 10, °51*..303 
Week to Mar. 3, °51*..288 
Week to Feb. 24, '51*..274 


- 


pPreliminary 
*Not adjusted seasonally. 


Providence 4 22 15 
| New York District —il —l6 —I9 
Newark 13 22 —23 
Buffalo r—5 r2 14 
New York 11 19 20 
Rochester -12 r—3 15 
Syracuse 18 rl -20 
Philadelphia District — ro 19 
Philadelphia —4 r—33 —18 
Cleveland District —i —1t —2! 
Akron --13 —14 —13 
Cincinnati —16 —22 13 
Cleveland —16 —13 —22 
Columbus 15 —21 —21 
Toledo 12 15 —28 
Erie —7 —9 —14 
Pittsburgh -~22 —21 -25 
Richmond District —o r—22 —20 
Washington —10 18 —19 
Baltimore —§ —24 —20 
Atlanta District —) —18 —I12 
Birmingham -9 —7 —7 
Jacksonville —5 —-l4 —6 
Miami ° 6 4 
Atlanta —20 —25 —16 
Augusta a 8 —7 
New Orleans —l1 —24 e 
Nashville —13 —17 —12 
Chicago District —I9 r—16 —22 
Chicago —17 —17 —24 
Indianapolis -19 —17 —26 
Detroit —22 12 —20 
Milwaukee —21 13 —21 
St. Louis District —l —i4 —I6 
Little Rock 1 10 —8 
Louisville -17 —28 15 
St. Louis Area -11 —12 —18 
Memphis —9 —13 —14 
Minneapolis District 2 iors 
Minneapolis 10 17 —6 
St. Paul 21 --3 —8 
Duluth-Superior —8 14 —18 
Kansas City District —13 r—-16 —I7 
Denver —19 —17 —13 
Wichita —2 —27 24 
Kansas City —10 —16 —30 
St. Joseph —21 —20 —22 
Oklahoma City —17 —21 —11 
Tulsa a4 -—4 —1 
Dallas District —il ro —12 
Dallas —12 —17 —13 
El Paso 4 16 0 
Fort Worth 9 —12 —3 
Houston 10 17 —16 
San Antonio —2 —15 —l4 
San Francisco District — or 3 
Los Angeles Area 8 17 —6 
Downtown Los 
Angeles 13 23 -10 
Westside Los 
Angeles 2 12 -+ 
Oakland -13 8 —l4 
San Diego -3 6 —15 
San Francisco 2u 8 —lv 
Portland 8 12 11 
Salt Lake City 12 —5 —12 
Seattle —12 8 2 
9 13 7 


Spokane 
rRevised. 
*Not available 
Starts Drive for Passover 

Minute Maid Corp., New York, 
will launch a special campaign 
during Passover, following ap- 
proval of its orange juice as kosher 
by Rabbis Hersch Kohn and Dr. 
J. N. Ralbag of New York. Special 
copy has been prepared for a con- 
tinuing campaign in Jewish and 
Anglo-Jewish publications. Jo- 
seph Jacobs Advertising & Mer- 
chandising Inc., New York, will 
handle the special campaign. Ted 
Bates & Co., New York, is Min- 
ute Maid’s regular agency. 


Four A’s Chapter Elects 

Lee Ringer, president of Ringer 
& Associates, Los Angeles, has 
been elected chairman of the 
Southern California chapter of the 
American Assn. of Advertising 
Agencies. Other officers elected 
are Russell H. Nagle, Erwin, 
Wasey & Co., v.p., and Herbert C. 
Brown, McCarty Co., secretary- 
treasurer. 


May Sells Partnership 

Walter W. R. May, for the last 
two years co-publisher of the En- 
terprise-Courier, Oregon City, 
Ore., has sold his equity to the co- 
publisher, Edward P. Kaen. Mr. 
May will become editor in chief of 
a new organization which will 
|publish biographical, historical 
and industrial books. 


Herlex Mfg. Names Pilgrim 
Herlex Mfg. Co., Chicago, maker 
of industrial and mass feeding food 
waste disposing machines, has ap- 
pointed Pilgrim Advertising, Chi- 
cago, to direct its advertising 
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our advertisers won’t 


ewe 


-of-sale results... 


: -Reudltoen tenclinagliy gaemaline dhanditens ‘oot 


radio plus point-of-purchase display 


has brought results so impressive in New York and Chicago that 
our advertisers won't let us tell you about them. 


But contracts speak louder than words! 


Only a limited number of advertisers can be accommodated in the powerful 

combined radio-advertising and point-of-sale merchandising program available 

through CHAIN LIGHTNING* on WNBC, New York and WMAQ, Chicago. 

And these advertisers who have tasted the amazing selling power of CHAIN LIGHTNING 
during its first months of operation have already renewed their schedules. 

Ask any of them if it has paid off! 


Best Foods Golden Mix Sawyer Biscuit 
Gerbers Piel’s Ruppert’s 


For those who can qualify for participation, WNBC’s or WMAQ’s CHAIN LIGHTNING 
strikes twice at their specific customers. It hits the housewife in her home through 

radio and again at the all-important point-of-sale through guaranteed in-store 

displays in the leading food chains in each market — numbering over 

1,400 stores in New York and over 600 in Chicago. 


For full details on how little CHAIN LIGHTNING costs and as to whether or not there 

are still availabilities in the plan for you, call your NBC Spot Sales 

representative or write for our booklets — = 
“CHAIN LIGHTNING in New York” ----2>G 

and “CHAIN LIGHTNING in Chicago.” 


STRADE MARK 


WNBC New York 


! 
BC Ss S / | WMAQ Chicago 
N pot 6) eS : WTAM Cleveland 


WRC Washington 
30 Rockefeller Plaza, New York 20, N. Y. KOA Denver 
Chicago Cleveland San Francisco — Holly»vood KNBC San Francisco 


WGY Schenectady-Albany-Troy 
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Armour Finds Food Retailers Welcome New |*/ 
Storewide Display and Promotion Packages — 


Curcaco, March 19—Armour & 
Co. believes it has found a key to 
the problem of getting retailers to 
use point of sale material 


Like other food marketers, Ar- 
mour in the past found many 
operators of supermarkets and 


self-service food stores unwiliing 
or unable to use P-O-P material 
Its salesmen frequently en- 
countered chains which banned 
such items as over-wire hangers 


or limited the use of other types 
of displays 

But in an increasing number of 
stores, the bans and restrictions 
are being lifted—at least for Ar- 
mour’s material. 


@ The reason is 
found that the retailer who seems 
“allergic” to point of sale material 
boosting a single product or a 
single department often is hungry 


| displays make customers | 


out of people. 


‘ 


This portable display 
for Motorola produced 
@ most effective 
dealer response and 
heid its place in 
windows far beyond 
its seasonal oppeal 


_ H designs 
ere always ~ 
eee rs 
original... a* 


amilton 


“SUPERIOR 7-4252-4253-4349 


ERIE STREET * CHICAGO 11,1 


ee 


One of mony H Mobiles pro 
duced, this free swinging 
mobile helped put Do-Lite 
chead of competition 


The magic that lifts a 
point-of-purchase approach 
above the competition is 

often simply a fresh idea... 
backed by our creative 

ability to turn it into sales..... 
Turn this talent and under- 
standing on your sales problem 
and we'll take it from there... 
all the way... with displays that 
produce results, glorify your 
merchandise and ring the cash 
register hard and often. 


peourc ran S¢r00ED 
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and associates 
INoIs 


simple. Armour ‘ 
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NO STONE UNTURNED—Armour & Co. believes in merchandis- 
ing its own merchandising moterials. An entire wall of the de- 
partment is devoted to a mass display of all P-O-P material 


for store-wide promotion packages. | tailers 
The company now has developed | 


available 
wish. 


demonstrated a marked 
interest in almost any type of a 


six such over-all display packages.| promotion program which would 
And the reaction from retailers | promote all departments of the 


has been spectacular. For example, 
an executive of Giant Food Stores, 
Washington, D.C., wrote that “the 
‘Armour Jubilee’ promotion was 


the most successful in our history. | 


In fact, the two-week promotion 
set an ‘alltime high’ for 
store sales.” 

Armour & Co.’s merchandising 


department did not work out the 
details of its program in a single | 


strategy meeting. It was not a re- 
sult of an “inspiration.” Instead, 
the plan evolved over a period of 
years. 


@ The company’s salesmen, scat- 
tered across the country, send 
periodic reports to the merchandis- 
ing department. And the depart- 
ment’s dealer service 
actually help dealers plan and in- 
stall display material) also send 
in a steady barrage of suggestions, 
reports and recommendations 

In city after city, the merchan- 
dising department found, food re- 


total | 


men (who, 


store. 

Many food marketers offer 
stores elaborate—and effective— 
promotions for the department in 
which their products are sold. But 
Armour found that food retailers 
want to feature all departments. 


s Since the company markets a 
wide range of products—sold in 
the dairy, fresh meat, canned meat, 
soap, shortening and pet food de- 
partments—its current promotion 
plan in effect represents a merger 
into a single package of the vari- 
ous types of material formerly of- 
fered individually. 

One of the first such promotions 
was the Armour “store full of 
stars” package, which included 
pre-sale announcement cards, 
counter-display charts, headline 
mats, product mats, paper caps, 
lapel ribbons, mass display price 
cards, window banners, over-wire 
hangers and Marie Gifford recipes. 

Merchandising executives admit 


America’s Most Effective Advertising Space is... 


SEE DECALS AT WORK— 
RIGHT AT YOUR OWN DESK! 


Let us show you 3-dimensional, full-color 
stereo slides of decal signs in actual use! 
No obligation. Write Dept. No. 9-3 


SEE DECALS IN ACTION—ON 3-DIMENSIONAL SLIDES 


— 


use it with... 
MEYERCORD DECALS 


Thousands of store-frones offer acres of 
FREE advertising space. Cash in now— 
and for years to come, with colorful 


Meyercord top-of-the-window valances 


and spot signs. Stop shoppers on the side- 
walk and bring them inside! Meyercord 
window signs in brilliant full-color create 
action where products are seen and sold. 
Durable, washable, easily applied — may 
be produced in any colors, size or design. 


Te MEYERCORDZ 


World's largest Decal Manufacture: 


$323 W LAKE ST 


CHICAGO 44 Jib 


to dealers. 
mangers on which dealers can feature whatever products they 


“4 Day 


Noteworthy are the blank over-wire 


that “store full of stars’ is not a 
particularly unusual sales slogan 
(even though it worked in nicely 
with Armour Star products). But 
the overwhelming dealer response 
convinced the company that it 
was on the right track. 


@ A series of questionnaires and 
field reports turned up a list of 
the types of P-O-P material which 
dealers will use and the sort of 


mee 
re 


DEALERS PLUG THE SALE—Food retailers 

frequently promote their Armour store- 

wide sales—and Armour—in local news- 

paper ads. Typical of the type of retail 

support garnered by the company is this 

page run by Giant Food Stores, Wash- 
ington. 


promotion slogans in which they 
demonstrated greatest interest 

The six packages resulting from 
this research and experiment are 
the sales jubilee; food festival: 
grand opening; anniversary; “‘store 
full of stars,” and “shop today the 
modern way.” 

Current packages contain all of 
the types of material used in the 
original package. However, im- 
portant additions to the original 
package are (1) over-wire hangers 
and display materials featuring 
lettuce, potatoes and other prod- 
ucts which Armour does not sell, 
and (2) blank display pieces. 


# Armour has found the blank 
hangers and display pieces are one 
of the most attractive features of 
its packages. Small food stores 
letter in their specials by hand 
and chains have them imprinted, 
so that the entire promotion is 
flexible and unified. 

In the past few years, Armour 


‘has progressively deemphasized 


its own name in its point of sale 
material. Today, none of the large 


80 Advertising Age, March 24, 1952 } au 
a > “= o 
ee eh , > “Rig SOS 3 : / fe 
-; = cee ee i a ; i 
. te ——_ yg } * eee eS, ; j : a 
} wet J & a hea es te oe s? ‘ 
: » $05 oa eee »| Me = | ey ' Sia 
: Vi PCy =k bm. ESM eos. a 
Ff 1S as lle. a 4 a ce ae f 4 a or Ero Be: ae 
‘ AS a oe ror - — Pes ge a Bt Hen a“ Se ps es 5 qi ny 
aad j s eS heen ie : b 
“ / cae ~ pops" 9 rh - : 7 
+ Bert | ee contest / eure itis tt A Am 2 x6 5 “ a3 ? Bs fie 
Ae: | oe Son | ¢ Teer. baie by 
+: = . ae be ae, ‘. “ eS a ere me Se ee a Ms ah 
€ a al Sy ae ee er 1 eca | ea 
a ah jet font nea cae or aE Lee fore 
bs diecoin = Fd ste Noe Yd <a Mgr EE ee 
J ‘ at CHIFFON eo, 2 —_4 i J Eee ce : 3 Pe yy peel areas _— poste a son 
ia: ; sae ool : at SOAP ¢ ‘ = * : fe j ar Sina ded ~y ee 1 y *€. : BEY ll BF sea oe. 
t ] . £) a 5 } 7 oie tye os et ici. ne «<= Pra 
Bay - se =~ a “~ ie i Kee 5 a 7 : boas 
i Ce 
a ' f * ii 
i ee 
. | ee a 
ie é ies a 
xa e 
ie , - 
; ’ a 
a i Ce ma 
_ Ee 
q . ' { : 
Ft te _ ee 
| St wen, cS Bo | 
ia a ; n \_@j| comm HAMS } ; 
3 ‘ , 
Ke, Ae my |i 2S jant. Re 
: : Re a= fe) tticcs oe 
/ arr, a _ . =<) Gir re oBA ; 
] h 5 aC oe ‘am oe=* EE ae -_ 
a | Cty J) : 
Be ee aS 59) 
232 EA . Ee ee a 
. Ae, Cis See 
rs ete 49; 
ee ee 
Et “= = te << _ 
bis ea: =v he ~ is |W a [eis fh 
SS i 
i$ - 
t' eek hk oA ae, gh ee 3 me tre 8 * eer " i 
ae aniaiae + x 
HS Sx drugs =4 sodas . fins | & 1 
& ( I | es 
eee — — 
ee i | i 
/ | j fa 
¥ | P 
es | | | 
j + “a : Be 
4 }} H J 
i 4) ee a5 
i \ = 
aps | } VTA 7 
ne \ > ! 
: NN a 
; TT = i | 
¥ 7” : ‘ 
< P te as PO] 7 
% a 
cr i i 


Advertising Age, March 24, 1952 


Pon a SALES JUBILEF Would Young People Work for Your Firm? 
Get extra sales at no extra cast to you!. Here’s ‘Young Catholic Messenger’ Data 


patervals 
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PROMOTE THE PROMOTION—Armour & 
Co. has scheduled full-page ads in 11 
food trade publications to explain its 
rackaged promotions to food retailers. 
All ads are couponed and materials are 
delivered by the company’s salesmen. 


banners carries the company name 
and only a few of the other P-O-P 
pieces do so. In addition, the dis- 
play materials carry short copy, 
more color and employ simplified 
typography. 

From beginning to end, the com- 
pany’s point of sale material is a 
teamwork production. The mer- 
chandising department creates, de- 
signs and promotes the display 
packages; the advertising depart- 
ment handles production and runs 
couponed trade ads (currently 
scheduled in 11 food trade publi- 
cations), and the sales department 
distributes the material upon re- 
ceipt of a coupon from the dealer. 


® Although the package plan is 
one of the company’s newest de- 
velopments, it is only one of the 
point of purchase services which 
Armour offers its dealers. 

The Armour salesmen, for ex- 
ample, will help a food retailer 
with his grand opening, counsel 
him on making his local advertis- 
ing pay dividends and assist him 
with publicity. They also will pro- 
vide complete storewide merchan- 
dising kits, suggest layouts for his 
newspaper advertising, provide 
employe caps and recipe folders 
and arrange to install wall displays 
of Armour products. 

The easiest way to a food re- 


tailer’s heart, Armour has found, | 
is by helping him make every de- | 


partment a success at the cash 
register. 


NPA Approves NBC’s 
Building TV Center 


National Broadcasting Co. has 
received approval from the Na- 
tional Production Authority to 
build the first unit of its projected 
television center in Burbank, Cal. 
Building will begin immediately. 


Two studios, each seating 500 per- | 


sons and measuring 140x90’ will 
be built on the 48-acre site adjoin- 
ing the Warner Bros. and Walt 
Disney studios. 


Construction will include other | 


buildings necessary to service the 
two studios: rehearsal halls, car- 
penter shops, wardrobe shop and 
paint shops. The studios will be 
complete for use when the fall 


television cycle begins, according 


to plans. 


Jacksonville Chamber 
Starts $15,000 Campaign 
The Jacksonville, Fla., Chamber 
of Commerce Committee of One) 
Hundred voted March 13 to launch | 
an advertising program to attract) 
new industries. | 
The campaign will start with a 
series of advertisements in New| 
York publications. The committee 
plans to spend about $15,000 on 
the entire program this year. 


Felix Resigns Post 

Ernest Felix, who has been with 
American Broadcasting Co. since 
1944, has resigned as assistant 
treasurer in Hollywood, a post he 
has held since 1950, Until recently, 
he also had been acting manager 
of the net’s western division. 


New York, March 19—Back on 
Page 23 of a survey by Young 
| Catholic Messenger concerning 
preferences is an unusual tabula- 
| tion. It may well provide public 
relations and advertising execu- 
tives with some interesting food 
for thought. 

Most of the survey concerns the 
usual material on brand prefer- 
ences, and this one naturally gives 
some data on the younger genera- 
tion’s hobbies, sports interests and 
so on. 

But Page 23 has answers to this 
question: “When you are ready 
to go to work, for what large com- 
panies doing a national business 
would you like to work?” 

It’s an unusual! question and the 
answers bring out some startling 
facts. Most significant: Only 21 
companies were named by more 
than half of the 1,028 young people 
who answered this question. 


The survey does not indicate 
why the girls and boys are most 
willing to work for the companies 
named. Practically all the 21 lead- 


ers are major advertisers, a few} 


of them heavy on_ institutional 
copy. All, certainly, are nationally 
known. Several offer job oppor- 
tunities throughout the nation, but 
some could only offer jobs in very 
few cities. 

The report shows that boys men- 
tioned 1,042 companies they'd will- 
ingly work for, and the girls in- 
dicated confidence, perhaps, in 930. 
Here is the tabulation, showing 
percentage naming each: 


Boys Girls Total 
4.1% 
10.1 


Telephone Companies 18.9% 11.1% 
9 10. 


General Electric 9 0 
General Motors 8.9 3.2 6.2 
Sears, Roebuck 28 42 3.4 
Trans World Airlines 17 41 28 
Ford Motor Co. 3.7 12 2.5 
Standard Oi! . 2.7 2.2 24 
Westinghouse 3.5 10 2.3 
DuPont ..... 2.5 18 2.2 
American Airlines 1.0 2.3 16 
J. C. Penney Co. 0.8 16 12 


AGP Stores 12 10 11 
Internat’! Harvester 12 1.0 ll 
United Air Lines 0.6 12 0.9 
U. S. Steel ‘ ll 0.4 0.8 
Edison Companies 1.0 a4 0.7 
Eastman Kodak 09 0s 0.7 
Montgomery Ward . 0.2 13 0.7 
General Mills 0.4 09 0.6 
Nat'l Broadcasting Co. 0.6 0.6 0.6 
Philco Corp 0.7 0.5 0.6 
All others 50.3 418 46.4 


Copies of the survey, conducted 
by Nelson J. Peabody, New York, 
advertising counsel, may be ob- 
tained from the publication at 276 
W. 43rd St., New York 36. 


Council Sets Meeting Date 

The Pacific Council of the 
American Assn. of Advertising 
Agencies has picked Arrowhead 
Springs Hotel, San Bernardino, 
Cal., for its annual convention Oct. 


12-15. Carl K. Tester, Philip J.| 


Meany Co., Los Angeles, is chair- 
man of the council. 


Trimble Joins Clark Co. 


Earl N. Trimble, Texas adver- 
tising man, has been appointed 
an account executive in the Hous- 
ton office of Darwin H. Clark Co., 
Los Angeles and Houston agency. 


81 


Perlstein Named Sales Head 


Fred Perlstein, formerly with 
the advertising sales staff of the 
Hartford Times, has been ap- 
pointed sales promotion manager 
of Stern & Co., Hartford whole- 
sale appliance and phonograph dis- 
tributor. He succeeds James F. 
Smith, who has been promoted to 
general manager of the company’s 
Columbia records division. 


Washington Named S. M. 


J. C. Washington, formerly 
manager of the Albany, N. Y., of- 
fice of Line Material Co., has been 
appointed sales manager of Inet 
Inc., Los Angeles manufacturer of 
direct current power supplies and 
controls. He succeeds Bert Schire- 
son, who has resigned. 


McAllister Heads Conference 
Donald McAllister, v.p. and 


‘general manager of Geyer Publi- 


cations and a member of the board 
of Associated Business Publica- 
tions, will be general chairman of 
ABP’s annual conference May 4-7 
in the Homestead Hotel, Hot 
Springs, Va. 


Participation * 


| 


| 


| 


| 


AT THEIR 
FINGERTIPS 


*Arrow Shirts . . . Bellows Co... . 
Bostonian Shoes . . . Columbia Bicycles 
. .- Kuppenheimer Clothes... Kleenex 
Tissues . . . Plumb Tools and many 


others. 


AT THE STORE ENTRANCE 
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*“advcermats”” 


LONG LASTING RUBBER MATS 
FOR USE ON FLOORS AND COUNTERS 


Major Companies Report 
Enthusiastic Dealer 


ON THE COUNTER 


designs in full color . . 


If you're looking for a new type of display that lasts 
for years, put your slogans, trademarks and package 
designs on ADVERMATS and benefit from displays that 
are welcomed by your dealers and seen by everyone 
constantly. 
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Die cut construction throughout incorporates your 
. many styles and shapes to 
choose from. Popular sizes are 14” x 22”, 18” x 30”, 
20” x 36”, and a double door size 30” x 60”. Floor and 
counter mats are made in any color combinations . . . 
orders accepted for as few as 100 or 100,000. 


FREE SAMPLE MATS will be specially made up in- 
corporating your advertising, upon receipt of full size 
or scale drawing showing colors and details required. 
Please state quantity of mats desired so that we may 
quote price upon delivery of sample. Coin mat samples 
only of previous sales. 


Rubber change mats, for spot advertising at the cash 
register, are available with vulcanized lettering and in 
any color combinations. 


ee 


Write for free booklet containing complete details 
of ADVERMATS and our self-liquidating sales plan. 


Perfo Mat & Rubber 


Company, Inc. 


281 Fifth Avenue, New York City 16, N. Y. 
LExington 2-3051 


Sole selling agents in the U. S. A. for Redferns Rubber Works, Ltd., Hyde Cheshire, England. 


eo eo ee oe Je (a!  s Seer oe, ae : eae Sis ae ed Pe i ia a 
or ale 

‘5 Bi 4 
ee _ foo 
Saupe 
uM i 
: i 
i ) Ke a ’ 

i ya ae gfe ee 

de ¥ “Pa 
: © 4 ol I $ Be 
‘ we Fe” Ae, Bi) pi Sits 
¥ . eit teh + Gee 
‘ 7 al “ Ne Sy * ee a SS 
iB poe ee I 4 
oe s WAS | Vee - : 
7 LY > ¥ ‘ii aa ese 
agen re Ses 
a a <<“.  —-_ 
S. Pix: 
vale 8 
TE a EE TE DES ET TD DLE TIRE TA a By ie 
ee Se 
! i | : : aa ‘ 
: | 3 ia a 3 : 
. bal 
* ars 
| “es 
| } ae 
' & 
‘i | 3 - 

| J -— | 
a : ‘eae 
ie \ ag 
a <<. ee : \ ; my eS 
oh SS Se a 
af z = = Paeilhe ys . es 
a SS ee 2 SS aes 
pee SS : bin —— = mis 
ia: Ce es : pot : 
a a ees SS SSS a aecorse = = a 7 ie 6. at 
, ‘ | ~~ ~ == es SS > = A aes = 
r } EES PSS = ee es 
SS ee ‘Ghos 
: - = SS Saar. =: ‘ —- Sc Se ; me" 
os es SSeS SS Ss 
: ——SE——S— » es 
——— Be me 
| iene é 4 ee % 
i | Bite 

{ } Rabel - 1 bi "oh 
: 2 aes 
é es oe ee ee , eae 
e \ Bee 4 es). es 4 as: den 
4 i ; Ras”. 
e j ea a {| —s 
: Po : : ; Lael | = a 
| ag ee ae eee ces od VR 54% Le & 
y q : n et ’ ae 7 | «hake 
po | _ * = . | ce ; 
a | wn hex a : ° OS ea 
e | «73 Loe , ve geet 
‘ ae et Se 
ts ~ ~ x Ke ot oe 
‘al fo oe. " om: oewemee oo ’ per 
4 \ °  . % ‘a> Tp. * i 
: ee i.e oa, are sh t ‘ ¢ 

a { se q cate t ee Nye: ASA KS 

anf re oe ~ : es Ries 
ch S ; yews ere 
at pas Fa 
ee a = — wie See 
{ i * me ae ESD o) EPs, 
m y . ‘ ‘zs & "A \ " ie - i 
= i a i ae phi eat ~ a sabe } om, 
: 4 : = 4 td Md 7 Me ‘ . poe B > ¥ 
q a ts * * 
ae — = Ss Samet 
Sul | ee a 
a | ett * 
-—— | av™S$% = 
a e fe: gost © “eyes See 
: fs gestalt Bee Sty 
oe q : be wey es? a ves 
y a y ‘e, ~ ‘ = f Pi 
¥ : | fe 
: | Po Se 3 
ee Poe 
s ¥ 7 
ee ys 
a ee oe 
> * ‘ 
a ¥ ey 
= ; eit ee / $ ‘ Batis ay Wak : 
ime 8 oes ye ec. : gale WES s, aie oo roe cH La. i a ee ie ae : es a eee oe ita ®, Re 
hoe ae mean” pes o=4 c ee. | OO ea. 7) nr. Croc: ame se Oe CS Se eee 


oY ; 
_ 
ER 


ee 


Se Nt a ee oa 


a 
es 


ae oe. 


is 


With Production Cut, Argus Cameras 


Boosts Budget, Accents P-0-P Effort 


ANN Arsor, Micn., March 20— 
Despite shortages of materials, 
Argus Cameras Inc. this year will 
conduct the largest ad drive in its 
history. And an important share 
of the budget will be invested in 
point of purchase material. 

The decision to continue—and 
step up—its ad program in the face 
of production cutbacks is typical of 
Argus, which was born in the de- 
pression and reared on crisis and 
adversity. 

Back in 1931, when the now- 
mythical wolf at the door was a 
very real animal to many Ann 
Arbor residents, a group of citi- 
zens with means gathered to dis- 
cuss the problem 


s They reasoned that it was more 
advisable to contribute toward the 
foundation of a new company and 


|thus create jobs for the unem- 
ployed than to write checks to local 
| charities. 

Net result was a decision to 
establish the International Radio 
Corp., with an initial investment 
of $10,000. International Radio 
| began manufacturing a broad line 
of radios, which were sold during 
the early years under such brand 
names as Waltone, Chesterfield, 
Baronet, International and Emer- 
son. 

Despite all their efforts, how- 
ever, executives of the company 
were unable to assure employes of 
reasonably continuous work. Sales 
would boom in the fall and winter 
and then taper off to the vanishing 
point in spring and summer. 


s Even the development of the 
Kadette, one of the first compact 


AC-DC radios marketed, failed to 
solve the problem completely. 

Then, in the spring of 1936, C. A. 
Verschoor, first president of the 
company, visited Europe. He was 
impressed with the manner in 
which German-made 35 mm. cam- 
eras were capturing the public 
imagination—and consumers’ 
money. 

Mr. Verschoor decided that a 
“poor man’s Leica” might be the 
solution to the company’s seasonal 
business problem. On his return 
to the States, he outlined his plan 
to Dr. Gustave Fassin, professor 
of photography at the University 
of Rochester. 

Dr. Fassin was impressed—so 
much so that he offered to develop 
a shutter and lens that could be 
produced cheaply. When the shut- 
ter and lens were ready, Dr. Fas- 
sin suggested that Mr. Verschoor 
visit the near-defunct Ilex Opti- 
cal Co. in Rochester. 


al 
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Projections 
~argus A 


BASIS FOR ‘52 CAMPAIGN—Argus Cameras Inc. has based its advertising pro- 


® Ilex officials checked their pro- 
duction facilities, got out their 


a weeeeeme 


vane: 


Gets you 
you want 
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There’s a DAY-GLO ¢ 


near you. He'll be glad to show you how 
to use the Brightest Colors in the World — 
at your convenience, without obligation. 


Be Bright—Use 


» 
© FOR Compiere INFORMATIO 


SWITZER 


ON ie Saga 


Bm DAY-GLO 


where 
to go! 


‘DAY-GLO Daylight Fluorescent 
colors are the get-up-and-go 


‘olor Consultant 


Your DAY-GLO inserts 
literally leap at magazine 
readers—get greater inter- 
est, have greater impact. 


Your DAY-GLO point- 
of-purchase pieces go up 
with less resistance, stay 
up longer, 
people and, consequent- 
ly. cost you less. 


Your DAY-GLO billboards 
— because they're visible up 
to four times as far—won't 
let a buyer's eye go by. 


BILLBOARD 


Your DAY-GLO car cards 
and dashes carry your mes- 
sages—and your prospects 
—to the doors of the stores 
that sell your products. 


reach more 


DAY-GLO 


BROTHERS, INC. 


4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 


3554 TOUHY AVENUE 
CHICAGO 45, ILLINOIS 


PACKAGE 


go suit OF 


And your DAY-GLO pack- 
aging has the stop-and-shop 
punch that makes custom- 
ers insist upon your product. 


T AND RETURN THE COUPOy te 
lo 


» 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 


NAME 


COMPANY NAME 


ADDRESS 


ery ZONE STATE 


gram for the first half of 1952 on the point of purchase display shown here. The 
scene will appear in all promotion and advertising material. 


slide rules and decided that they 
could produce the lens and shutter 
inexpensively. As it worked out, 
the Ilex price made it possible for 
the camera to be marketed profit- 
ably at a retail price of $12.50. 

The name—Argus—was selected 
because the idea of a “candid 
camera” had terrific sales appeal 
in the 30s and Argus was a mythi- 
cal Greek giant who was said to 
have 100 eyes. 

The small camera “took hold” 
almost immediately. It was new. 
It was simple. It was easy to han- 
dle. More than 10,000 were sold 
during its first year on the market. 


® By 1939, the company had 
grown so rapidly that it felt com- 
pelled to purchase the Graf Opti- 
cal Co. of Chicago. Argus moved 


| Graf—and all of its equipment— 


to Ann Arbor. 

In 1940, the company organized 
its own sales force. At the same 
time it reached a major policy de- 
cision—stay away from distribu- 
torships and try to reach the con- 
sumer as directly as possible. 

The company’s interest in point 
of purchase material stems di- 
rectly from this decision. The 
sales forte and the merchandising 
program concentrate on reaching 
and selling the 6,200 small camera 
shops that are “handled on a per- 
sonal basis.” 


@ When World War II came along, 
Argus devoted its entire optical 
plant facilities to fire control 
equipment. It also returned to the 
radio field and turned out hun- 
dreds of aircraft radios. 

With the end of the war, Argus 
moved back into the camera field 
in a big way. Today, according to 
Robert E. Lewis, 44-year-old 
president of the company, more 
than 1,000,000 Argus cameras are 


being used by customers in 55 
countries. 
Mr. Lewis insists that Argus 


now dominates the 35 mm. camera 
market and that sales in the 55 
countries have been Hmited only 
by import restrictions of some for- 
eign governments and now, of 
course, by shortages of materials. 


s Last year, Argus enjoyed a net 
income of $470,957 on total sales 
of $8,877,707—up 66% over 1950 
volume. Civilian cameras and 
projectors accounted for 97% of 
the total. 

Mobilization will have a greater 
effect on Argus in 1952, however. 
The company has been awarded 
several contracts for fire control 
and electronic equipment—and 
some already are in production. 

However, Argus has buat a 
$450,000 addition to its plant to 
make possible the manufacture of 
military equipment without inter- 
fering with camera and projector 
production. 

And, despite the fact that the 
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ompany is running nine months 
ehind on the production of some 
models, the 1952 ad program will 
be the biggest ever. 


# On the schedule are Collier’s, 
Holiday, Life, Look, Modern Photo- 
graphy, Newsweek, The New 
Yorker, Popular Photography, The 
Saturday Evening Post, This Week 
Magazine and U.S. Camera, plus 
Sunday sections in the Atlanta 
Journal-Constitution, Chicago Tri- 
bune, Denver Post, New York 
Times and Seattle Times. 

Argus and its agency (Young & 
Rubicam, Detroit) recently re- 
vised the ad program on the basis 
of a survey which indicated that 
35% of the 35 mm. camera busi- 
ness came from industrial com- 
panies, police, doctors, dentists 
and companies in the identification 
business. | 

Despite shifts in copy themes | 
and media, however, Argus has 
never neglected its point of pur-| 
chase. In fact, Mr. Lewis believes 
that the company has spent more 
money on P-O-P—on a percentage 
basis—than any other camera mar- 
keter. 


® Argus feels that the sales coun- 
ter of the small camera shop is 
the place where the most convinc- 
ing sales arguments must be made. 

It franchises dealers directly 
and keeps close tab on their serv- 
ice policies and willingness to help | 
promote the product. 

In the present emergency, with | 
production behind schedule and 
with two new models which can’t | 
be produced because of shortages, | 
Argus still feels it is essential to 
keep a full head of steam in the 
advertising and promotion boiler. 
And point of purchase material is 
a practical, efficient fuel. 


Campaigns for Wallpaper 

Canadian Wallpaper Manufac- 
turers Ltd., Toronto, has launched 
a spring campaign through the To- 
ronto office of Erwin, Wasey of 
Canada. Full-color, full-page and) 
two-column monotone insertions | 
will appear in four English and} 
French weekend papers, and half- 
page b&w ads in three English and 
one French farm magazine, sup- 
ported by twice-daily radio spots 
on 19 English and French stations 
across Canada. 


Form TV Film Company 

Hour Glass Productions has 
been formed in Hollywood to pro- | 
duce films for television. The com- | 
pany is headed by Wanda Tuchock, | 
formerly a 20th Century-Fox stu- 
dio writer, and George De Norman, | 
director and actor. Five 13-min- 
ute films of a projected series of | 
13 have been filmed already. All| 
the films depict “activities of 
American youth, the man of to- 
morrow.” 


Promotes Wine with Glasses | 

As a promotional move, the Ca-, 
nadian Wine Institute will feature | 
in 49 retail wine stores in Ontario 
a $1 gift box of four wine glasses. 
Aimed at popularizing wine as a 
table drink, it also is intended to | 
guide hostesses in the amount of} 
wine served, and suggesting the} 
constant use of low-cost wine! 
glasses rather than the occasional 
use of crystal. 


Appoints McCreery Inc. 

Dick Knox, Capistrano Beach, | 
Cal., maker of ceramic dinner- 
ware and artware, has appointed | 
Walter McCreery Inc., Beverly | 
Hills, to handle its advertising, | 
publicity and promotion. The com- 
pany’s line, now distributed na- 
tionally through sales representa- 
tives, will be pushed in an inten- 
sive trade campaign. Magazine ads 
will follow. 


‘Foundryman’ Names Weston 

Robert Weston, who recently 
formed an advertising representa- 
tive organization at 550 Fifth Ave., 
New York, has been appointed by 
American Foundryman, Chicago. 
This is the representative's first 
client. 


Smith-Corona Ads 
Promote Page Gage 
on Its Portables 


Syracuse, March 18—Magazines, 
Sunday supplements and cooper- 
ative newspapers are being used 
by L. C. Smith & Corona Type- 
writers Inc, to tell the story of its 
“Page Gage.” 


The first of its kind on any 


portable, the gage tells how much 
space the typist has left toward 
the bottom of the page 

The Smith-Corona improvement 
is being heralded in four-color 
pages and b&w half-pages in 
Collier’s, Look and The Saturday 
Evening Post. Half-pages in full 
color are running in the New York 
Sunday News, Parade and This 
Week Magazine. B&w pages are 
set for the Scholastic Magazines 
and Seventeen. Newspaper co-op 


ads will appear in principal cities: 
Smith-Corona first put the Page 
Gage on its office typewriter a 
year ago. 
Cunningham & Walsh 
agency. 


is the 


Reiss Associates Formed 
Joseph Reiss, founder and for 
20 years president and partner of 
Reiss Advertising, New York, has 
severed his connection with the 
agency. He has formed Jacob Reiss 
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Associates, a consultant group in 
marketing and trade relations. Of- 
fives are at 101 W. 57th St. 


ARF Names Project Group 

Advertising Research Founda- 
tion has appointed a special com- 
mittee to select and recommend 
research projects which will be of 
greatest service to subscribers. 
F.B. Manchee, executive v.p. of 
Batten, Barton, Durstine & Osborn, 
is chairman of the new tripartite 
committee. 


gone to market. 


punishment and still keep smiling. We use only super-sturdy corrugated board with 
the silken Gibraltar finish .. . We serviced ‘‘Operation Piggy-Bank”’ all the way: 
collated, packed and shipped 330,000 dummy packages, 11,000 window displays, 
11,000 floor-stands and 275,000 “Operation Piggy-Bank’’ certificates. From the 
word ‘Go!’ through delivery, less than seven weeks elapsed. That was good! 


tn Operation Piggy-Bank are: 

Bauer & Black | Lavoris Co. 

Biock Drug Co. | Lever Bros Co. 
Bristol-Myers Co. | ‘Pepsodent Div.) 
Emerson Drug Co. | Miles Laboratories, Inc. 

International Cellucetton | Pharmaco, Inc. 
Products Co. | Serutan, Co 
Johnsen & Johnson 
Lambert Pharmacal Co. 
Wildrest Ce., Inc. 


e See us at the 
POINT-OF-PURCHASE 
SHOW 
WALDORF-ASTORIA 
APRIL 1-2-3 
BOOTHS A8 and A9 


in 54 full pages in Colliers, American Magazine, and Woman's Home Companion 
during March. “Operation Piggy-Bank’’ was created to promote the sale of economy- 
size drug products, through the local drug store; and this little piggy has really 


A WORD ABOUT Gibraltar’s contribution to “Operation Piggy-Bank.’’ Three words, 
in fact: Design, Manufacture and Service... 


WE DESIGNED a floor-stand and a five piece window-display to give star billing to 
each one of 15 different products. We manufactured both units to take plenty of 


WE’RE REAL PROUD that Gibraltar MD* performed “Operation 
Piggy-Bank.”’ 


WANT TO TALK ABOUT YOUR OPERATION? Call or write 
- for our brochure; it'll tell you all about Gibraltar MD.* 


oa Merchandising Display bee 


EVERYONE’S TALKING about ‘Operation Piggy-Bank.”’ This inspired merchandis- 
ing brain-child . . . sired by McKesson & Robbins, out of Crowell-Collier, with the 
blessings of 15 national manufacturers . . . has just broken in 11,000 drug stores and 


ete 


Lithographed sheets for center-piece of window-display and top copy panel of floor-stand, 


by Spurgeon-Tucker, N. Y. All installations by Houvgon Adv., Inc., 


CORRUGATED PAPER COMPANY 


8101 Tonnelle Ave., Noith Bergen, New Jersey 
Telephone LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. | 


of Detroit, Mich. 
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1. Cointreau’s aroma sampling piece. Idea 
by Lewis Advertising Agency, Newark, 
for Renfield Importers. Produced by Con- 
solidated Lithographing Corp., N.Y. Ac- 
tual sampling of alcoholic beverages is, of 
course, prohibited by law. But Cointreau 
feels that the aroma will sell. Thus the 
“samples” carry the bouquet of the prod- 
uet 


2. Einson-Freeman Co., Long Island City, 
N. Y., produced the Roxanne clock ther- 
mostat floor card for Minneapolis-Honey- 
well Co., Minneapolis. Since Minneapolis- 
Honeywell's products are not brightly 
colored, the company is using the full- 
color display piece to spotlight its thermo- 
stat. 


3. Theodore Hamm Brewing Co.'s simu- 
lated ice and beer glass was produced for 
the St. Paul brewery by L. A. Goodman 
Mfg. Co., Chicago. The company's sales- 
men will be able to use the display in a 
wide variety of ways. 


4. One steady light and two flashers il- 
lumine this all-cardboard piece designed 


and produced for Sheaffer Pen Co. by 
Zipprodt Inc., Chicago 


5. Roma Wine Co.'s P-O-P piece is made 
of Palestic, a chip-resistant material dis- 
covered in 1944. The three-dimensional, 
hand-color display is produced by Plasto 
Mfg. Co., Chicago. 


6. Sales Tools Inc., Chicago, created the 
sales kit with samples and presentation 
for Culligan Zeolite Co., Northbrook, III. 
The sales kit actually is the answer to an 
important Culligan problem—combining 
a full-dress presentation of the company’s 
product in use, with actual samples. Ob- 
ject, of course, is to promote the end re- 
sult. 


7. Wood, glass mirror and wire are used 
in the Old Forester counter and back-bar 
display created for Brown-Forman Dis- 
tillers Corp., Louisville, by Phelps Mfg. 
Co., Terre Haute, Ind. 


8. Crosley division of Avco Mfg. Co. uses 
the 12’, double-face vertical sign for 
dealer identification. Produced by Neon 


Products Inc., Lima, O. A variety of copy 
is available on the plastic ovals. 


9. The ring revolves around the stationary 
doll in the new Artcarved diamond and 
wedding ring P-O-P display. It was pro- 
duced by Gardner Displays, Pittsburgh. 


10. Poster Products Inc. designed and man- 
ufactured the paint display used by G. J. 
Liebich Co. (Chicago) dealers. The upper 
plywood section holds 32,000 color chips 
and a consumer selection book. The lower 
Masonite leatherwood case is used for 
storage. 


11. The Oil Industry Information Com- 
mittee, working with Ketterlinus Litho- 
graphic Mfg. Co., Philadelphia, created 
the three-dimensional petroleum display 
featuring a plastic drop of oil illuminated 
by a flasher bulb in the shadow box. 


12. The hand holding the stop watch on 
the Westinghouse electric range heating 
element—and the stop watch itself—were 
developed by Display Corp., Milwaukee, 
and mounted and finished by Chicago 
Cardboard Co. 


13. The large-area display pushing Crib- 
ben & Sexton’s Universal old stove round- 
up is 70x86” and silk screened on cor- 
rugated board (not cardboard) in seven 
colors. Capex Co., Evanston, Ill, pro- 
duced the display. 


14. The Yello-Bole revolving wire pipe 
stand holds an assortment of pipes in 
four price ranges and is said to have 
tripled pipe sales by exploiting the self- 
service idea. Hal. A. Salzman Inc., New 
York, created the stand for Kaywoodie 
Co. 


15. Munising Paper Co. has set up this 
Admaster continuous, automatic action 
display to feature various uses for and 
patterns of Marvalon papers in Carson, 
Pirie, Scott & Co., Chicago. The Admaster 
is manufactured by Admatic Projector Co., 
Evanston, Il. 


16. Colonial Brush Mfg. Co., Boston, said 
to be the first paint brush company to use 
the Good Housekeeping seal, is using this 
four-color counter display designed by 
Harold Schuman, Boston, and manufac- 
tured by Robertson Co., Montville, Conn, 
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Sale of Margarine 
Hits Alltime High 


During January 


New York, March 18—Home 
purchases of oleomargarine 
reached an alltime high of 98,- 
000,000 pounds during a four-week 
period in January. This repre- 
sents a gain of almost 30% in vol- 
ume over purchases of margarine 
in January, 1951. 

Moreover, the volume of mar- 
garine sales has been steadily in- 
creasing since before the war. 

These figures were made known 
by returns from the national con- 
sumer panel of Industrial Sur- 
veys Co. The panel includes 4,000 
families. 


Curtis C. Rogers, executive v.p. 
of Industrial Surveys, said legis- 
lation permitting the sale of col- 
ored margarine in New York be- 
ginning July 1 will probably in- 
crease margarine sales in this 
dense popuiation area. He pointed 
out that when states end restric- 
tions on the colored product, the 
sales sometimes go up as much as 
10%. 


Names Jewell Advertising 
Golden Gate Mfg. Co., Oakland, 
Cal., maker of Plastite water-proof 
adhesive clay, plastic flower frogs 
and other flower arranging acces- 
sories, has appointed Jewell Ad- 
vertising, Oakland, to direct its 
advertising. Advertising in trade 
publications and consumer maga- 
zines, and new packaging and deal- 
er help material is being planned. 


Servel Plans Spring Drive 


Servel Inc., Evansville, Ind., is 
showing dealers its new refrigera- 
tor with PermaCold home freezer. 
Business paper ads in six publica- 
tions are now running. Consumer 
advertising will break in April 
with a color spread in The Satur- 
day Evening Post. Additional color 
spreads and pages are scheduled 
for Life and shelter and women’s 
magazines. Ruthrauff & Ryan is 
the agency 


Embry Named Board Chairman 


N. W. Embry, president, has 
been elected chairman of the board 
of General Box Co., Des Plaines, 
Ill. He succeeds E. E. Ames, who 
will continue to serve as a direc- 
tor. J. A. Cragwall, v.p. and man- 
ager of the Kansas City division, 
succeeds Mr. Embry 


PEN DISPLAY—This pe» display devel- 
oped by William Melish t. xrris, New York, 
for Whalen Stores has doubled sales since 
it was installed last July. The cabinet is 
made of wood, metal, glass an! plastic, 
ond has an ink dispenser at the base. 
KSTP Appoints Three 
KSTP and KSTP-TV, St. Paul-| 
Minneapolis, have appointed three 


to their staff. Roger L. Harrison, 
formerly on the sales staff of WBZ, 
Boston, is an account executive for 
KSTP. Gordon A. Robinson, for- 
merly sales promotion manager of 
WDSM, Duluth-Superior, is assist- 
ant sales promotion manager for 
KSTP and KSTP-TV. Hal Searles, 
formerly with WDGY, Minneapo- 
lis, has joined the announcing staff. 


Extends Overseas Publicity 
Export News Service, subsid- 
iary of Reed-Jones, New York 
public relations consultant, which 
has specialized in Latin America 
since its founding in 1945, will ex- 
tend its services to Europe, the 
Middle East, Africa and Asia. 


Halpin Advertising Moves 
John L. Halpin Advertising, 

Schenectady, has moved to new 

and larger quarters at 207 State St 


Say 


Get your advertising message across with the same 
attention-compelling impact that safety officials get 
for their warning signs! They use “SCOTCHLITE” 
Reflective Sheeting to drive home their vital 
messages—to get perfect visibility day AND night. 

If you are selling a cool, refreshing drink, or any 
kind of product, you'll reach MORE people with 


MORE impact when 


FULL COLOR REPRODUCTION is 
easy when you use “SCOTCH- 
LITE” Sheeting! Illustrations, 
trademarks, emblems put on 
a 24-hour performance. 


MAKE THE 


Flashlight jest-/ 


om THE EVENT OF an 


ENEMY ATTACK ON NEW YORK CITY 
THIS HIGHWAY 
WILL BE CLOSED 


1O ALL TRAFIC £ECEPT 


WHAT MAKE 
IT LIGHT UP? 

Many motorists seeing a 
LITE” Sheeting sign for the first } 
wonder what mysterious mechanism is 


“SCOTCH- 
time 


itin Scoteuuite ! 


REFLECTIVE SHEETING 


Sheeting. It’s the only outdoor sign material that 
delivers the complete day and night audience without 
expensive illumination. It’s fail-proof, gives you 
around-the-clock service in any kind of weather. 

Ask your local sign supplier to tell you about this 
new communication medium. He’ll be glad to tell 
you how it can help you get your message across--at 


you use “SCOTCHLITE” a lower cost per viewer than any other kind of sign. 


E 2 
: HOYE Z TRACKS 
QUALITY FOOD 


STORE-SIDE SIGNS made with 
“SCOTCHLITE” Sheeting are on the highway is on your fleet 
economical and arresting — give panels. Reflectorized emblems 
you the largest number of viewers et guaranteed readership .. . 
at the lowest cost per viewer. ve important safety value, too. 


RAILROAD CROSSINGS are pro- 
tected with reflectorized cross 
bucks. No other sign material 
protects lives, prevents acci- 
dents so effectively. 


BEST ADVERTISING POSITION 


REG. U. BS. PAT. OFF. 


Scoreuuire 
REFLECTIVE SHEETING 


For low-cost signs you 
can SEE day and night! 


responsible for the brilliance and super- 
visibility. The answer, of course, is that 
your own headlights provide all the illumina- 
tion. Beams striking the tiny glass lenses 
throw back a powerful reflection in vibrant 
natural colors. 


“ 


ordinary signs unless costly 


SELLS 24-hours a day! 
electrical] illumination is pro- 


Outdoor advertising is a bet- 
B ter buy when you capture 
* 
4 
hy 
“~ 
vided. Signs of “SCOTCH- 
LITE” Sheeting give you the day AND 


the nighttime audience. This 

whopping market is lost to 
night audience— at a lower cost per viewer 
than any other outdoor media. 


r 
f W 
aM 
~<—_ 
— 


BUDGET STRETCHER 


Certain outdoor advertisers require 2 
semi-permanent sign (hotel, restaurant and 
department store accounts fall in this cate- 
gory). “SCOTCHLITE” Sheeting is a 
“natural” for these clients: it’s longer-last- 
ing, requires almost no maintenance, re- 
mains fresh and gleaming for years. 


Sl 
ray brovbown 


————e— —— 


Ss 
FREE SPACE? Bus lines, fleet operators have 
found that equipment panels offer valuable 


advertising space—at no cost. Company 
trade marks can be effectively rendered in 
brilliant Flat-top®“SCOTCHLITE” Sheet- 
ing. They’ll do a night-and-day selling job 
~ and help prevent collisions, too! 


Who Sells “SCOTCHLITE” Sheeting? 


Your local sign man is the one 
\ tosee about outdoor si made 
= 4 with “SCOTCHLITE” Sheet- 


ing. You'll find him listed in the 
classified section of your tele- 
phone directory under SIGNS 


eel 
i j ...or drop a line to 38M, St 
/ Paul 6, Minn. for names of shops 
to call in your community. 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St 
Paul 6, Minn.—also makers of “Scotch” Brand Pree- 
sure-sensitive Tapes, “Scotch” Sound Recording ‘Lape 
“Underseal”’ Rubberized Coating, ‘“Safety-Walk”’ Wes 
siip Surfacing, “3M" Abrasives, “3M” Adhesives. 
Export Office: 270 Park Avenue, New York 17,N. Y¥ 
In Canada: London, Canada 
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Rexall’s P-0-P 
Is a Vital Cog 
in Sales Effort 


ANGELES, March 20—The 
physical bulk of point of 
purchase material sent out by Rex- 
all Drug Co. to its franchise hold- 
ers every month is impressive evi- 
dence of the importance attached 
to this sales link by Rexall 

The monthly promotion 
service consists of complete units 
of merchandising material for six 
or seven of the major items fea- 
tured in the current ad- 
vertisements in general magazines 
Included are window and interior 
display pieces, banners, 
price tags and utility envelopes 
Much of this material is litho- 
graphed in six colors 

All Rexall ‘stores receive two re- 


Los 
sheer 


sales 


month’s 


posters, 


| plus appropriate store decorations. | 


ndustry Looks to 


prints and two 20x30” blowups of 
the current monthly ad. The com- 
pany suggests that the reprints can 
be used as display material with 
merchandise advertised. The spe- 
cific item usually is circled with a 
grease pencil 


8 Each month, a “merchandising 
plans assortment” is available to 
druggists This 
materia] is mostly two-color paper 
and board designed to boost price 
items. 
Several 
major 


who request them 


times a year, complete 
sale units are available on} 

These units are a combi- 
material furnished via} 
promotion service and 
plans assortments, | 


request 
nation of 
the 
merchandising 


sales 


Frequently, special promotions 
for new products are made avail- 
able to all who request them 

This obviously adds up to a sub- 
stantial monthly investment by 
Rexall. Many checks are made to 
be sure the material is “sales-ef- 
fective” and that it is utilized by 


ASPIRIN 


SES pyr aty 


208 TABteEts 
7 
Rexall : 
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ASPIRIN 


U.S. P. 


E. ‘ Son 
of guaranteed 
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satel That Better Look 
in Loose-Leaf Binders 


Sales-conscious leaders in every in- 
dustry know that Heinn Loose-Leaf 
Binders... 


1) make your catalog look better; 


5 2) give your customers a better look 
er at what you offer. 


Heinn custom-styles binders to fit 
the job instead of making the job 
fit a standard binder. And Heinn 
brings vou patented, exclusive Protecto 
Process—the method of thermal em- 
bossing that uses a protective rim 
around all inked elevations to keep 
designs looking new for years. 


Remember, 
it's Heinn for 
the lowest op- 
erational cost 
per unit per | 


Originators of the Loose-leaf System of Cataloging 


MAIL THIS COUPON TODAY 


THE HEINN COMPANY 


320 W. Florida St., Milwaukee 4, Wis Catalog Covers 


Proposal Covers 
Easel Presentations 


Plastic Tab 


information, please. 


) Price and Parts } Salesmen’s Binders 


Books Sales and Instruction Indexes 
Acetate Envelopes Manuals Sales-Pacs 
NAME TITLE 
COMPANY__— = - 7 
ADDRESS 
CITY STATE 


TYPICAL REXALL P-O-P—The circular bottle topper is one of Rexall Drug Co.'s 
favorite solutions to the perennial problem of displaying products in limited counter 
space. The large easel board is designed to combine the dignity and formality 
| of a quality drug package with copy blocks to provide price emphasis and the 
| sense of urgency desired by the retailer. The two smaller, supplementary pieces 
can be used with the large piece to boost the complete line of aspirins. 
| those receiving it. Comments of | stand 5’ 10” long, 18” wide, and 6’ 
| Rexall druggists are encouraging. | high. This self service display is 
| Field men check druggist reaction,| designed to use a minimum of 


| observe and report back to head-| space to show the approximately 


| quarters. |65 items featured in ads each 
| month. | 
® Out of all this, certain basic It is topped with a poster pic- 


policies for point of purchase ma-| turing Amos lal Andy and its name, 
First of | value spot,” with the message, 


| all, 


terial have evolved. me Ps 

a unit should be complete, | “S¢TVve yourself and save.” It also 
|down to price tags and lapel has a slot where the monthly ad 
| badges reprint is inserted. The stores get 


|a merchandising guide sheet with 
the ad reprints. This sheet tells 
what merchandise should be dis- 


Physically, interior counter cards 
should not be larger than 16x18”. 
Anything larger on top of counters, 
which average from 32” to 36” in 
height, may hide the clerk. A 
large card also may be too big for 
| the available counter space 

The average counter piece has 
a life ranging from two weeks to 
several months. Thus the material 
must be of a weight that will not 


should be located on the shelves. 


8 Important, too, to Rexall’s point 
of purchase picture is a liberal use 
of floor and counter display stands 


glass. Virtually every department 
has been, at one time or another, 
curl from temperature extremes. ne on aned bo dene pout with 
. »prese g stores w 
Rexall likens window material - h : oa The } ‘te a - nit 
‘ : suc s > » of suc s 
to outdoor boards. The time factor : = oo aS 


played, how much and where it! 


fabricated of metals, plastics and, 
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varies with departments and with 
the type of structure. The stands 
are initiated whenever a new unit 
is considered desirable for a con- 
tinuing and effective sales promo- 
tion. 

Another development the com- 
pany terms significant is the use 
of die-cut lithographed displayers. 
They can be used to display prod- 
ucts and encourage “pick-up” sales 
The advantages of these displayers 
are that they are easily assembled, 


easy to re-stock, and they take 
very little counter room 

8 Bottle toppers have likewise 
proved effective. They usually 


consist of a circular lithographed 
board, die-cut to provide a yoke 
to go around the neck of a bottle 
The die-cut is punched out to a 
right angle from the board, fitted 
over the bottle neck and the drug- 
gist has a display piece which re- 
quires no additional space. 

Of general interest is a percepti- 
ble trend toward semi-visual front 
stores. These stores do not have as 
much window display space as 
conventional stores. They are built 
so the public can see right into 
the store. 

Their needs differ from the re- 
quirements of conventional stores 
in that they need smaller type 
window cards and a larger pro- 
portion of interior material. As a 
result, Rexall material is of two 
kinds: (1) for the conventional 
store, and (2) for the visual front 
store. In the past 20 months, the 

| percentage of semi-visual stores 
has risen from 7% to 16%. 


Makes Film for Firestone 


Firestone Tire & Rubber Co., 
Akron, has signed with Jerry 
Fairbanks Productions, Holly- 
wood, for a special 15-minute film 
dealing with highway safety. The 
picture is scheduled for summer 
telecasting as a public service 
presentation. It will also be made 
available to clubs, churches, 
schools and civic organizations. 


Appoints Hutchins Advertising 

Tam o’Shanter Beverage Corp., 
Rochester, N. Y., distributor of 
Tam o’Shanter ale, has appointed 
Hutchins Advertising, Rochester. 
to handle its advertising. Televi- 
sion, radio, newspapers, outdoor 
and transportation advertising will 
be used as well as point of purchase 
promotional material, consumer di- 
rect mail and trade contacts 


of impression is roughly two to 
three seconds. To get across, the 
message must be simple, concise 
and direct. 


—e 


® Displays must be simple to set 
up. The average drug store does 
not have the time or personnel to 
specialize on elaborate displays 

Wherever possible, window signs 
show the product in use. This is 
to stress its utility value and prod- 
uct identification. It is considered 
important because it is known that 
many stores, lacking window trim- 
mers, often use material without 
an accompanying product display. 

Point of purchase advertising is 
| considered a vital adjunct to the 
company’s national advertising 
campaign. Without a point of sale 
tie-in, advertising effectiveness 
| suffers considerably. To emphasize 
this, Rexall includes a seal on dis- 
|; play material which reads: “As 
| advertised in Life, Look, Post, Col- 
| lier’s, Country Gentleman and 
Farm Journal.” 


 leieeteeiomteetont | 


8 Rexall’s display material is pre- 

pared in a manner that produces a 
|sense of urgency—the “buy now” 
|idea—but, at the time, it 

delivers a dignified presentation of 
E products. To help achieve the 
| 


same 


latter, the use of six-color litho- 
graphy is employed in a dramatic 
way. 

Several specific types of displays 
have proved extremely successful 
for Rexall. One is the Amos ‘n’ 
| Andy “value spot.” It is a metal 


DON'T MISS THE POPAI SYMPOSIUM 
APRIL Ist, 2nd & 3rd AT THE WALDORF 


Sales Engineered by i 


LONSOLIDATED 


Lithographing Corporation 


ew Carded Items Are { 
Displayed Standing Up | 


———— 


—_ 


... TOPPS Watch Bands are— 
thanks to this compact, 
ingeniously designed counter 
unit. Specially engineered 
die-cuts hold these carded items 
firmly in place, make this brand 
a stand-out because it displays 
standing up. Individual watch 
band cards snap into the slots 
quickly and easily. This cuts 
assembly time and labor costs. 


Displays that make money in more 


ways than one are usually... 


Moin Office ond Plant Glen Cove Rd, Carle Place, LI 
Soles Offices in Philadelphia, Chicago, Lovisville and Tompo 


ee heel 


— 


ro f : i. tf 
iG , bo 
ee 86 ee ; 
: = 
i @ a 
He (a = 
s rl. genelh Bs 
; * Sen le ae ae 
: ‘Co a = = 
: x aa i? 
’ 2 ; Peiks 
a 7 ea 7 " ae 
ie y, ; ss ba eae . ne 
Pa ; 80 one-graim (abiets Cae 4 ae eee am es 
Baa ee 5) 3 “ae 
as na ee ee is 2S 
i Eee ale Ss 
. ee eee 4 ve. is we 2 7 r 3 Ol 
Bie ors ee mee TL Ph: 
is eee size mt ee 
= : egal as ‘ Tee 
tind doothe mint sae throats a a a 5 i= 
at 7 tes . ail ae » a ae 
z 1 ee : er ee Pipe 
etn Rr gues . 4s 
iat! —_ | _ k ee aie Se 
a | wy \ a 
‘2  @ 2. | pune os 
-. s. ae, He tes a \ CmPany } Soins 
5+ eennnenneemnenennsinnnnennEyeeNnnan a Pees ‘ FE Ne el £5 GOS008 - $1 LOUIS - GS 4 Sams 2 z 
ae ea ee Ly | es 
4 © sR . + SS 2 a a) 
ae Y aan re 
Ae ‘ rue nm Es f é - 
mM yea N 
st Bote 
ag iat a Os 
. tor me, ws Be 
af R \? Feel a EE es 
CU he ete > ae a 
ee 5. BR eset A ‘ fy 7 
* : De See fats PY A * y 
a RT EY \ 3 ite. a ‘ 
— : 5 cere pte. een «BE 
ff “ Sgt eer ee 
J py “a Gm ee = 
z a + a we ‘ Fir j 4 ate 
F . rE j ie 
ie 4 bry aaa a i aa 
‘ ey a ie Bees 
oF BAS) ee ekge, f fas 
7: oe eae % ee 
| Ss * AI "i a eae ; run 
a qe ears oa ; 
| Ave: Po : 
_ > Ac ORS ee ; 
~*~ | Sy estk | 
fe, bi 4 *) Re ‘ j 
ay ke ds Oe 
0 0—0lti«GR. 4 
if 3 ite we ee EE P 
—§ ee ~ 
< a J i 
a e. . ‘ yawn A ek 
: a lt 
7 ce . a 
= : bed 
s . | 
igs ‘ r nv we3 —— haem i 
on Scheer oe 1 Pain Sadie 20 3h qi 
- yy. =. tye 5 
“ _~\ — cl i i J . 
ee San i eh —— ate em - 5 WW, Fgh sti ete 
ae be a i. MIUTe sy Ce ~~ Eo i 
; eae 3 
aS 3 cy Me Nie | os ; q 
a NN cm | 
, 5 re 
: | 5 ee ZS rT = | 
, \ ss ee: CeO ri it | 
3 . ——e, v rt ey , 
s, a a, 
; pa 
ee ’ 1 
£y ' ' 4 
| ; H ee 
; ' ' Va, 
} : H ee | 
: ' 1 
Py | | 
PSC ' a 
my. ' ' RESS UP YOUR WATCH | 
oi ee a lt ee , F 
: HW ' re | 
* . 1 { 
‘ 1 
} ' a 
: H ' - 
i ' ' i 3 
a ' ' — pe ’ 
s Es | 
: ' ; ru 
: ' : 
' ' 
¢ 7 ' 
na ' ' 
F im 
3 
ct es F : : : 5 Git Men Sa 
* we 3 1 ee : : z I A Oy eS ee ies ae i! ee oe Se : 


Advertising Age, March 24, 1952 


Business Papers 
Should Raise Rates 


Again, Lasser Says 


New York, March 18—“Business 
paper rates need jacking up again,” 
J. K. Lasser, senior partner of J. K. 
Lasser & Co., accountant and tax 
consultant, told New York Busi- | 
ness Paper Editors yesterday. 

“We are going into another peri- 
od of higher costs,” Mr. Lasser 
said. “Despite the 20% increase in 
dollar volume that business papers | 
as a whole had in 1951, higher! 
costs and higher taxes will make 
it necessary for most business pa- 
pers to get higher rates to main- 
tain efficient operations. 

“The difficulty today in the 
business paper field,” he said, “is 
that the rate structure is too low. 
Business papers with circulations 
of about 15,000 in most major fields 
really ought to have a base rate of 
$1,000 a page. Costs have risen 
nearly 90% since the war and 
rates a little less than 25%. 

“About 85% of business paper 
space,”’ Mr. Lasser pointed out, “is 
placed by advertising agencies. At 
present business paper rates, the 
15% agency commission is inade- 
quate in the face of mounting costs. 
Most agencies would welcome 
higher business paper rates, and 
few national advertisers, in my 
opinion, would be likely to object.” 


@ Mr. Lasser told the group that 
higher advertising rates will re- 
quire business paper editors to 
produce better papers. He also 
suggested that it would enable 
publishers to do more research for 
readers and advertisers, and com- 
pel them to clarify their thinking 
on circulation. 

“Higher rates,’ he said, “also 
will tend to develop better adver- 
tising and more effective use of 
white space in business papers.” 

Editors today need to give their 
readers more interpretative mate- 
rial, Mr. Lasser added. With the 
complicated tax structure, and 
governmental agencies issuing di- 
rectives on many things that af- 
fect business, editors should ex- 
plain what these mean in terms of 
the industries they serve. 


Starts Drive for Chipits 

Van Kirk Chocolate Corp., To- 
ronto, has started a spring cam- 
paign for Chipits, chocolate bits, 
through Muter, Culiner, Frank- 
furter & Gould, Toronto. Full-page 
color rotogravure copy and a se- 
ries of cartoon ads in dailies em- 
phasize that “nothing equals the 
original Van Kirk Chipits.” 


Two Leave Young & Rubicam 

Harry L. Kohler, formerly with 
Young & Rubicam, Chicago, has 
been appointed a sales representa- 
tive of Lettering Inc., Chicago, 
commercial art studio. Patricia 
McMullen, also of Y&R, Chicago, 
has left to become sales availa- 
bility manager of CBS Radio sales 
division. 


De Heriot Names Agency 

De Heriot Inc., Hollywood, mak- 
er of perfumes and hand soap, has 
appointed Yambert-Prochnow, 
Beverly Hills, to direct its adver- 
tising. Plans for a spring campaign 
include direct mail, radio and tele- 
vision as well as point of sale ma- 
terial. 


Product Bows in New England 

Coffee Time Products of Ameri- 
ca has launched Coffee Time syrup 
flavoring for consumers in the 
New England area. Distribution 
will be expanded nationally ac- 
cording to plan. Harry Paul & 
Associates, Boston, is the agency. 


Willsted Is the Agency 

In the March 3 issue of ADVER- 
tistnc AGE, Christiansen Adver- 
tising Agency, Chicago, was re- 
ported as the agency for American 
Institute of Laundering. The cor- | 
rect agency is Wilisted & Shacter, | 

New York 


Ryther to Murbeck & Jacobs 

G. Lincoln Ryther, formerly ad 
manager of Spaulding-Moss, Bos- 
ton, has been appointed director 
of production and planning of 
Murbeck & Jacobs, Quincy, Mass., 
publisher of technical industrial 
journals. 


Dykes Heads Colonial Airlines 
Branch T. Dykes, since 1941 v.p. 


| in charge of operations and main- 


tenance of Colonial Airlines, Bos- 
ton, has been elected president of 
the company. 


Ceco Steel Adds 
Sterling Windows 


as New Division 


Cuicaco, March 18—Ceco Steel 
Products Corp., maker of metal 
building products, purchased Ster- 
ling Windows Inc. last Friday. 


The new company will be known | 


as the Sterling Aluminum Window 
division of Ceco. Distribution will 
be channeled through Ceco’s dis- 


trict offices and warehouses coast 
to coast, and coordinated with the 
company’s sales agents and dealers. 

Sales and marketing plans, 
which are being formulated, will 
include an increased ad budget 
with emphasis on the architectural, 
builder and building supply pub- 
lications, Don Poor, Ceco adver- 
tising and sales promotion man- 
ager, said. 


@ He added that Ceco is making 
plans, through its agency, Casler, 


adit 20" te 


Hempstead & Hanford, Chicago, to 
use shelter magazines, and possibly 
to add Time to its expanding 
schedule. 

Cc. Foster Brown Jr., formerly 
assistant to Ceco’s president, has 
been elected v.p. in charge of the 
new division. N. H. Bell, v.p. in 
charge of sales, will have offices 
in Ceco’s sales office in New York. 
Sterling’s home office in New York 
will be closed. About 150 other 
Sterling office and factory person- 
nel will continue with Ceco. 


tremendous facilities of the greatest ) 


and agencies: | 


the creative talent and 


tame Ce MP 


Art and Photographic service in America 
are available to you at 


469 EAST OHIO STREET * CHICAGO 11, ILLINOIS * PHONE MOHAWK 4-5600 
225 FOURTH AVENUE * NEW YORK 3, NEW YORK * PHONE ALGONQUIN 4-3400 


‘A COMPLETE SERVICE TO PROM 
7 photography 


ogc Wil 


DIV. OF ELECTROGRAPHIC CORP. 


OTE YOUR SALES: 


® Color Transparencies — _ ev Pecumerciole 


® Color Toning 
®@ Color Prints 


@ TV Shorts 


-@ TV Package Shows 


slide films * Training 


— 
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Standard Oil of Indiana Now Treats u oo 


P-Q-P as a Major Advertising Medium 


Cuicaco, March 20—This year, 
for the first time, Standard Oi! Co 
of Indiana is treating point of sale 


As Wesley I. Nunn, advertising 
manager of Standard of Indiana, 


explains it, “the success of these 


1499 anes Tee rromonon 
Whe PUT moet wime im rows LAE 


. advertising as a major advertising point of sale tests led to a policy 
‘ medium decision to make point of pur- 
“e The decision—a significant step| chase promotions amd displays a 
) was reached as a result of the! major advertising medium, both 
success of several experiments in-| from the standpoint of the thought 
volving new types of P-O-P mate-| and creative effort that goes into Sais 
Pa woe seadudindg % cad the hades Gan Rembeens<coccveccseooes ose 
“3 Last year, Standard initially dis- | stands behind it summer... 
" tributed hundreds of thousands of Ceemeeney et 00 10 season 
iS paper Red Crown caps to dealers.|® “We now rate point of purchase rchuemaahory aad 
; The giveaways—a great favorite| advertising,” Mr. Nunn told AA, 
x with midwestern children—were| “along with newspapers, radio, 


designed to accent the company 
Red Crown gasoline and its slogan 
“king-size gas buy.” 


In addition, Standard distrib-| marketing area, it is directly con- Rind es 
, an 
uted smaller plastic versions of| cerned with merchandising the ads hy @ 
- 
the crown which are very practi-| used to promote Atlas tires and —_ 


cal, plastic tire valve caps 


@ The paper crown idea became} 
one of the most sensational adver- | 


| television, outdoor and magazines.” 


[| While Standard does not itself use 
magazines because of its regional 


batteries and Quaker State motor 
oil, which it distributes. ] | 

Standard has used some point of | 
sale material for several decades 


tising fads ever to hit the Midwest Possibly the oldest types of P-O-P 


the thousands 
parents to 


Children by 
suaded their 


| 


stop 


a crown. Several million were giv- 
en away before the promotion was 
concluded 


. for HAMILTON BEACH... 


| 


oF 


per-| promotion items are the identifica- 
in} tion signs which mark all Standard 
Standard stations so they could get| service stations; the sidewalk signs 


(or “A” signs as they are known} 
| 


in the industry), and window dis-| 


| 
plays | 


SALE 


@ 


¢Memgeme 


serreseecees 


STANDARD’S SIX CAMPAIGNS FOR ‘52--During 1952, Standard 
Oil Co. (Indiana) will conduct six separate point of purchase 
campaigns. Each of the six is planned so that it will tie in 

irectly with all of the company’s advertising in other media 
| The six colorful promotions will include such items as window 


The sidewalk signs and window| used to 


Bi... 


rows FAs Peomorom 
wee CLEP See Om mOTIOm 


Youll reap a harvest of 
protits with the lively 
Fall change-over proméfion 


WHEm STAM OREDS OPO LP HINS Lavmes CORCES COMES TO Lown 
Ont (UsTOmsE) wn: COM: TO TOUS SIATION 
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E] ione.. 


FOWL Mand maT wameum 
itm Tees ATLA) T8AmINO POST PROMonOm 


boost such products as 


display materials long have been | Standard’s own Permalube motor 


i COMPARE 
. HAMILTON BEACH 
a tor EASE OF USE! 
| ry ORIGINATE 
&§ ith th 
id 
_ wi e 
lm 
: ' mown 
Me ipame 
a i 1 a 
is ° Non Seach An over 
counter or wall type 

i LA MOBILE com be 
sq aes 
a vite! poit of sele 


there's more to display 
than cardboard and printing 


The DISPLA-MOBILE is but one example of the creative 


ingenuity of Berger Amour in designing disploys 


ovr creative directors steadfastly refuse to settle for the 


humdrum or trite. Using all types of moteriols, we 


design and produce every type of disploy, with o single 


rule of thumb: Is it fresh and original will it 


help sell your product? We'll be happy to prove it 


the original re 
displa-mobile 


nvous sales motion 


BERGER-AMOUR, originator of mobile displays, 
recently designed and produced a DISPLA-MOBILE 
for Hamilton-Beach Co. that lends the products of 
this leadi li e 


facturer an individuality all 


exciting display, and, 


at your convenience. 


their own at the all-important point-of-sale. 
Hamilton-Beach reports that 80% of their dealers 
approached, allowed the salesmen to put up this 


more important, kept it up. Three 


months later, 90% were still in use. Dealers reported 

this fresh new display idea definitely attracted 

customer traffic to the Hamilton-Beach merchandise, and 

forced the potential customer to read the sales message. 
Whatever your budget, whatever your problems, 

Berger-Amour can design and produce a DISPLA-MOBILE 


. 
¢ . that will keep you a step ahead of competition at 
; i the point-of-sale. We'll gladly send you a sample, 
3 nei free-of-cost. Or our representative will call 


displa-mobile keeps sales moving for these 


leading nationally advertised products... 


ELGIN WATCHES 


SCHLITZ BEER 
CAPEHART RADIO-TV 
KING WHISKY 
KELVINATOR REFRIG. 
KAISER AUTOMOBILES 


DE SOTO AUTOMOBILES 


NORGE APPLIANCES 

SEALY MATTRESSES 
SEALTEST ICE CREAM 
MENGEL FURNITURE 

“HIS” TOILETRIES 
MAREMONT MUFFLERS 
SATIN LUMINALL PAINT 
...and many others 


oil; Atlas tires and batteries, and 
Quaker State motor oil. 


® Along about 1937, the company 
used heavy cardboard figures, 
which could be fitted around the 
pole of the identification sign. The 
first of these figures was a 9’ Scotch 
lassie who accented the idea that 
the purchase of Standard products 
was a thrifty move 

A year or two later, the lassie 
was replaced by a newsboy who 
hawked Standard products. Un-| 
doubtedly the series would have 
been continued, but the war—with 
its shortages—intervened. 

Immediately after the war, the| 
company began to step up its point | 
of sale activity, recognizing the| 
importance of tying in the P-O-P} 
material with its over-all promo- 
tional themes and efforts 


} 


® For Standard, point of sale ma- | 
terial has long since passed the 
stage of “reminder” advertising. It 
is designed to do a specific selling | 
job; to carry the impact of ads in| 
other media to the point where the 
sale is made; to emphasize quality } 


3 Standard pays the lions share of the cost! 


eose! cards, window streamers, door signs, sidewalk posters, 
handbills, pennants, clown masks for children, motion displays, 
tire inserts, light pole signs and a “return engagement’ of one 
of the most successful giveaways ever offered through service 
stations, the paper Red Crown cap 


and integrity of product; to accent 
the variety of products available, 
and—possibly most important—to 
give the service station a “busy” 
appearance. 

Last fall, the company tested its 
first package promotion. The pre- 
winter sale kit contained a wide 
variety of P-O-P items, and was 
sold—not given—to the dealers for 


$12.50. Out-of-pocket cost to 
Standard was over $25, not in- 
|cluding creative effort, shipping 


and handling costs. 


@ The response from dealers and 
company salesmen was spectacu- 
lar. As Mr. Nunn put it, the addi- 
tion of the new P-O-P plan “re- 
sulted in the greatest lift in en- 
thusiasm for our over-all advertis- 
ing program on the part of sales- 


men and dealers of any single 
event in years.” 
There were many discussions 


about the details of the program— 
such as the question of whether or 
not to charge dealers for the ma- 
terial. But the decision to continue 
the package program was reached 
with very little difficulty. 

One of the most important rea- 
sons for expanding the package 


Sure The Jam Gets A : 


| “Free Ride” 


— oe oe oe ol 


but 


the taste sensation it conjures up sells a lot of Hot Roll Mix 
for Pillsbury. Here you see related selling translated into 


TREE 


down-to-earth terms that mean 
extra sales for everybody. 
Liberal use of color and 
dimension (the hands, rolls and 
jam project into the forward 
plane) makes this shadow box 
presentation particularly 
compelling. End products 
properly glorified can sell a lot 
of ingredients - when 
presented in displays... 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 


DON T MISS THE POPA! SYMPOSIUM 


tor conti 


produced by BERGER-AMOUR Chicago, 107 W. Wacker Drive 


“ See our booth at the Annual Symposium-Exhibit of the Point-of-Purchase Advertising Institute at the Waldorf Astoria Hotel in New York 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant Glen Cove Rd Carle Place | 
Soles Offices in Philadelphia, Chicago, Loursville ond Tampo 
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DEALERS ADD THEIR OWN IDEAS—tLast fall, Glenn Lafferty’s service station in 

Saginaw, Mich., sported all of the promotion material in Standard’s pre-winter 

sale kit, plus a special offer of a complete fall change-over for $5.95. Standard 

encourages dealers to add their own ideas to the material furnished by the com- 

pany. Result: an increasing number of dealers are becoming conscious of the 
importance of P-O-P material. 


idea was the fact that “it makes 
the station look as though some- 
thing were going on and it makes 
the dealer feel as if something 
were going on.” 


@® On the question of whether or 
not to charge for the material, the 
dealers themselves helped decide 
in the affirmative. Winners of the 
1951 service station appearance 
and cleanliness awards in each of 


the 27 divisions were brought to, 


Chicago for a three-day visit at 
company expense. 


In the course of their visit, they 


were specifically asked their opin- 
ion on the problem. They unani- 
mously voted in favor of having 
the dealers share the expense. 
Standard has two principal rea- 
sons for charging for P-O-P. First, 
it feels that dealers will make bet- 
ter use of the material in which 
they have an investment. Second, 
if 6,000 to 10,000 dealers sign up 
for a year-round package costing 


$30, an extra $180,000 to $300,000, 
is added to the amount which the! 
for | 


company itself will spend 
P-O-P, The company’s budget this 
year, incidentally, is higher than 
ever before. 


s The ultimate goal of Standard 
Oil's advertising, including P-O-P, 
is repeat business. The 1952 cam- 
paign kicks off this month with a 
special push on tires, batteries and 
accessories. 

Like the other promotions this 
year, the tire campaign is using 
window streamers, easel signs for 
service station display 
door signs and colorful tire inserts. 

In June, Standard stations 
all Standard ads—will boost the 
idea of trading used tires for new 
Atlas tires. Each station subscrib- 
ing to the program will become 
a “trading post” for “the best deal 
in town.” 


s The summer push will be fea- 
tured by a return engagement of 
the paper Red Crown hats. Win- 
dow cards, banners, handbills, 
light pole displays and brightly 
colored pennants will be used to 
give the impression that “some- 
thing is going on.” 

The carnival spirit will contin- 
ue into the fall change-over cam- 
paign, which is designed to “stop 
em, tell ‘em and sell ’em.” 

Dealers like the showmanship 
and the spectacular mature of the 
current series of promotions. In 
Kansas City, for example, 100 
dealers merchandised the economy 
motif by wrapping the gas pumps 
in plaid paper and hanging whisk 
brooms (used to sweep the cus- 
tomers’ floor boards) on the pumps 
to give the effect of a kilt. 


8 In Scotland, S. D., a dealer bor- 
rowed an elephant from a local 
circus, set up a loud speaker and 
stressed the connection between 
the pachyderm and the “king-size 
gas buy.” 


In Fredonia, Kan., another deal- 
er staged a special movie show for 


local children. The only require- 
ment for admission was a Red 
Crown paper cap, which they could 
get when their parents drove into 
a Standard station for gas 

There are hundreds of less spec- 
tacular dealer promotions staged 
weekly. Some are tied in directly 
to Standard ads; others have no 
relation to the company's cam- 
paign of the moment 

Mr. Nunn isn’t particular about 
whether a dealer ties in with the 
company’s Own Campaign consist- 
ently or whether he occasionally 
tries his own ideas. “Show me a 
dealer,” he says, “who is conduct- 
ing an advertising program—any 
kind of advertising program—and 
I'll show you a dealer who is reg- 
istering sales gains.” 


Joins Serta of Chicago 
Jack J. Bard, formerly assistant 


to the president of International | 
Furniture Co., Chicago, has been | 


appointed coordinator of sales for 
Serta of Chicago, bedding manu- 
facturer, a division of Schultz & 
Hirsch Co. 


Feist Named Director 

Paul M. Feist, formerly sales 
manager of Hilltop Laboratories, 
Minneapolis, has been appointed 
promotion and service director for 
Archer poultry and turkey feeds 
of Archer-Daniels-Midland Co., 
Minneapolis. 


Schaller Co. Gets Account 


Yarn-Apart, Manchester, Conn., 
maker of a device to aid the home 
knitter in pattern and argyle knit- 
ting, has appointed William 
Schaller Co., Hartford, to direct its 
advertising. 


Ball Rejoins McKim Agency 

Margaret E. Ball has rejoined 
McKim Advertising, Toronto, as 
consultant on women’s advertising, 
after a year’s absence as Canadian 
manager for “Buy-Lines” by Nancy 
Sasser 


NBC Promotes Zolp 

Junius Zolp has been promoted 
from TV network sales traffic 
manager to account executive’ on 
the Chicago staff of National 
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Sinclair Joins Maish Co. 
Phillip A. Sinclair, account ex- 
ecutive, has been appointed mana- 
ger of the Toledo office of Jay H 
Maish Co., Marion, O., agency 
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ADVERTISING 
DISPLAY -CO. 


118-124 West Pearl St. 
‘ JWNATI 2, OHIO. 


Serving menujactorers of brand-name 
products from coast to coast. 
Representatives in principal cities 
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Write for AMDCO Merchandisplay Book 
ADVERTISING METAL DISPLAY CO. 
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Chlorophyll Products 
—and Sales—Multiply 


(Continued from Page 1) 

some 150 consumer 
the market 
green drug in one 
Frequently 
than the sales 
Often 
that 


as a 


Phere are 


procucts on 
the 
another 
no further 
in the name 


used is 


today 
which use 
form oF its 
use goe 
magic inherent 
the quantity 
it does little more 


coloring ingredient 


so small 


than act 


® How did boom 
start? 

In 
the 


of 


the chlorophyl! 


1938 a 
Dr 


patent was issued to 


late Zenjamin Gruskir 


| 


of water-soluble derivatives of 
chlorophyll) for medicinal pur 
poses. While Dr. Gruskin’s basic 
work stirred up considerable at- 
tention in the scientific world 
there was not at the time suffi- 
cient evidence to attract any wide 
use of chlorophyll. In fact, there 


was considerable skepticism in 
many quarters 

In 1941, the 
Vernon, N. Y. (formed 
before) took over the 
Patent Started a program 


research and product development 


Mt 


veal 


Rystan Co. of 
the 

Gruskin 
ot 


and 


fo: chlorophyl! in several fields 


mf medicine and dentistry 


é World War JI brought a quietus 
@ the consumer front but Gls the 
World discovered the 
mazing qualities of the green} 
— and ointment as a wound 
Bealer and decdorant 
Subsequently, Rystan developed | 
@gh' ethical products, including} 
dental solutions, oint-| 
toothpaste, and mar- 
the Chloresium | 


ovel s00n 


| 
| 
| 


ai and 


ent and 


ted them under 


anc haine 
itamin Co., 


1947, Walker V 
Westchester 


] 

ated in the same 

vy as Rystar introduced its 

oduct, Olodex, and applied for a 

tent on the “Walker Process,” 

ich is still pending. It licensed 
tmree companies to use its process 
I@Pree Co. which makes Nullo; 


Philadelphia, covering the use| « 


Moore of Indianapolis 
and Charles E. Frosst 


(Sudroma) 


Pittmar 
(Chloroedor ) 
of Montreal 
® Chiorophyl! consumer 
began making spotty appearances 
in smal) of the market 
summer of 1950 
became evident 
was a new area of 
development ready to be 


products 


segments 
t until the 


that it 


It was! 
however 
that 


here vast 


product 


| tapped 


In less month, Nullo 
Ennds and Stoppers bowed and the 


than a 


battle was on. From all quarters 
ame reports of new chlorophyll 
products being tested and mar- 


Manufacturers moved 
breakneck clip to get distribution, 


and a Paul de Kruif story in Read- 


Keted 


er’s Digest about “Nature's Deo- 
dorant” provided sales stimulus 
and ad material 

Production could hardly meet 


demand and a new problem arose 


supply 


® Commercial chlorophyll presents 
manufacturing problem 
form it is 


a tough 
In its 

abundant in green vegetables 
Commercially, the chemical] 
chlorophyllin, a 


natural most 
and 


grass 


used is salt oF 


| chlorophyll resulting from an ex- 


traction process and further chem- 
treatment of natural chloro- 

It serves its body functions 
in a highly concentrated 
water-soluble form 

Alfalfa—in fact, alfalfa which 
has been harvested at certain times 
of the year and hours of the day 
has been found to be the best com- 
source for the extracting 
The feed industry used to 


ical 
phyll 


best 


mercial 
process 


be the major chlorophyl! source 
but only as a by-product 
Apparently well aware of the 


problems ahead, Rystan last spring 
set up Chlorophyl) Inc. in Neo- 
Kan., to manufacture the 
for own well 
its licensees, which by that 
included Ennds, made by 


dosha 


chemical its us¢ 
as for 


tume 


as 


| 
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These Are the Chlorophylls 


This is one of the most complete tables ever made of the chloro- 
phylls, listing 64 products on the consumer market today. The list 


grows longer daily 


It is probable that there are at least twice 


this number on the market, most of which are promoted regionally 
Many other names are registered in the U. S. trademark office, 
some of which will eventually be marketed while others will go 
no further. The table is broken down by type of chlorophyll prod- 


uct, product name and 


manufacturer 


or 


distributor 


For a few 


products, which are not even listed in the latest edition of Amer- 
ican Druggist’s Blue Book, no manufacturer could be found 


LOZENGES AND TABLETS 
(Including internal deodorants and 
breath sweeteners ) 

Clorofix Woodley Co 


B-Sure Danmar Inc 

Clorons Gumette 

Stoppers Stoppers Inc 

Freshies Pharma-Craft 
Corp 

Chlorabreath Baray Pharma- 
cal Co 

Nullo De Pree Co 

Ennds Pearson Pharma- 
cal Co 

Clov-r Stoppers Inc 


Chloresium 
Clodex 


Rystan Co 
Walker Vitamin 


Clorojet Chilton Labs 
Perks Unknown 
Teeds Warren-Teed 


Chlorotons Medi-Synth Labs 


Sul-U-Phy! Kendall 
| Greenz Scorber Distribu- 
ting Co 


Be-Sure 
Squares 


ie Barker Co 


Chlorodor i Labs 

Nids pie Distri- 
butors 

B&B Lura-Glo Labs 


Benephy|l Pan-American 


Chloropil 
Carto-Phyll 


Aikem Inc 
Carter Products 


TOOTHPASTES 


Chlorodent 
Colgate 


Chiloresium 


Lever Bros 
Colgate-Palmo- 
live-Peet Co 

Rystan Co 


CHEWING GUM 


Cloro-Gum 
Chlor-I-Chew 


Clorodets 
Clorets 


Chlorosin 

Chlor-R-Chew 
DOG 

Ken-L-Ration 

Kas« 0 

Dr. Ballards 

Hunt Club 


Kendalls 
Evans 


Rival 


Riley's 
Warner 


Fan Tan Gum Co. 
Amm-I-Chew 
Co 
Dorchester Pro- 
aucts 
American Chicle 
oO 
Unknown 
Unknown 


FOOD 

Quaker Oats Co 

Kasco Mills 

Ballard, Cda 

Animal Founda- 
tion 

Kendall! Mills 

Evans Packing 
Co 

tival Packing 
Co 


J ; 
Warner Dog Food 


MOUTHWASH 


Oteen 
Green Mint 
Swish 
Chloramint 


MISCELLANEOUS 


Lab 
Chasers Chasers Inc 
Chloro-B Lincoln Labs 
Void Adrem Pharma- 
Cai 
Nature’s Own Tar-Gon Pro- 
aucts 
OdorBan S.T.S. Co 
Product Name Type 


Clo 
Bi-So-Dol 
Fairfax 
Chloresium 
Chlorabese 
Chloro-Lite 


shampoo 
cigarets 


reducing pi 


Air-Wick air purifier 
C-B-U skin ointment 
Chlorothelia skin ointment 


skin powde 
stick 


Chloresium Mucinoid 
Roya! Fern 
Chiora Stick 


Pearson Pharmaca! Co 


@ It was a smart and re- 
flected the marketing clairvoyance 
of the two advertising men who 
founded Rystan-—-O'Neil! Ryan Jr 
and Henry T. Stanton Sr. Mr 
Ryan is remembered as a gee-whiz 
salesman who, at time, was 
responsible for more agency new 
business as Thompson's solicita- 
tion specialist than any other new 
business man in the country 

He joined Thompson in 1932, lef 
in 1936 and returned in 1941. The 
following year he was elected v.p 
in charge of new business and split 
his time between that position and 
his regular accounts. In December, 
1950, he resigned to devote full 
time to Rystan 

The Stan in Rystan is 


move 


one 


= 


Henry T. 


Stanton Sr., JWT’s senior v-p., 
who has headed the agency's west- 
ern division for many years. To- 


gether they set up the company in 
1940, picked up the Gruskin patent 
in 1941, and did re- 
search during World on 
chlorophyll products 


some quiet 


War Il 


s After the war Rystan products 
went on the ethica] market. The 
company was incorporated in 1948 
Mr. Ryan is president and treas- 
urer and Mr. Stanton chairman of 
the board of Rystan. As the busi- 
ness mushroomed, particularly in 
the licensee field, Mr. Ryan turned 
all his attention to the company. 

In September, 1951, Chlorophyll 
Inc. bought the W. J. Small Co., 
one of the world’s largest alfalfa 


processors. It was a natural mar- 
riage Combining Small with 
Archer-Daniels-Midland—one of 


the Chlorophyll Inc. partners and| 


anti-acid tablets 
nasal solution 


scented candle 


deodorant 
stick deodorant 


Pharma-Craft 
Hudson Products 
Baray Pharmaca 
Purepac Corp 


Company 


Bymart-Tintair 


Whitehall 


Pharmacal 


Sterling Tobacco Corp 


Us 


r, tablet 


Rystan Co 
Unknown 
Unknown 
Seeman 
Warren-Teed 
Americaine 

Rystan Co 
Houbigant Inc 
Whitehall Pharmacal 


Bros 


a top midwestern miller and dehy- 


drator—put the 


Rystan group in 


the enviable position of being the 


world's largest 


aucer 


chlorophyll pro- 


On top of that, take the Rystan 


Bx 


Advertising Age, March 24. 


ANOTHER ONE—Purepac Corp. has en- 

tered the chlorophyli picture with Chloro 

mint (AA, March 3). Now in New York, 

where newspaper copy like this runs, it 
will later be sold nationally 


patent covering the use of chloro- 
phyll for medical and dental pur- 
poses: Early this month a fed- 
eral district court in Texas upheld 
a Rystan patent infringement suit 
against the Warren-Teed Products 
Co. of Columbus, O. Testimony es- 
tablished the validity Rystan 
licenser for use of chlor- 
ophyll as a wound healer 

While this part of the patent 
seems sewn up, there still is a 
possible loophole for other chloro- 
phyll makers in the deodorant 
field—a part of the patent which 
still has not had adjudication. 

Actually, there are 
fewer than ten chlorophyll manu- 
facturers the world over. Besides 
Chlorophyll Inc., they include 
American Chlorophyll Inc., British 
Chlorophyll Inc., Keystone Che- 
murgic, National Alfalfa Dehydrat- 
ing Milling Co., and companies in 
Australia and Switzerland 

Chlorophyll Inc., probably the 
largest of them all, will first hit 
full production this spring. This 
explains the hesitancy of many 
companies to enter the chlorophyll 
market at present. There doesn’t 
seem to be enough of the green 
stuff to go around 


of 


Cialms as 


probably 


® Elsewhere on this page, AA 
prints what is probably the most 
complete list available of chloro- 
phyll products on the market to- 
day. Only a handful of these have 
a significant share of the market 
so far 

Here are a few brief case his- 
tories 

CHLOoRA Stick. As this issue goes 
to press, Chlora Stick, a stick deo- 
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Advertising Age, March 24, 1952 
dorant made by Whitehall Phar- 
macal Co., is the newest known 
chlorophyll product made by a 
major company. The product is 
now in Boston where it is being 
displayed in beauty shops, sans ad- 
vertising, to test its pull. Thirteen- 
week tests will run in several as- 
yet-undecided markets. The test 
will determine what media will be 
used. Whitehall hopes to have na- 
tiona] distribution on the product 
by this fall. Abbott Kimball Co. is 
the agency. 

CHLORODENT. After four years of 
laboratory and marketing research, 
the Pepsodent division of Lever 
Bros. introduced Chlorodent in 
one-third of the nation last Octo- 
ber. Lever says the product 


promptly moved into second place » 


in many of the introductory cities 
and is challenging strongly for first 
place in many others. 


8 From the start, Chlorodent was 
backed by “one of the biggest ad- 
vertising programs ever put be- 
hind a new dentifrice.” Concen- 
tration was on local newspapers 
with liberal use of green ink where 
available, plus heavy TV and radio 
spots. Along with national distri- 
bution, the company went into 
magazine advertising last month. 
J. Walter Thompson Co. is the 
agency. 

Estimates are that Chlorodent 
will spend several mijlion dollars 
for advertising by the end of the 
year. Currently, Lever Bros. says 
Chlorodent production is running 
slightly behind orders. 

Cio. A Bymart-Tintair product, 
this new shampoo deodorant 
bowed in Miami last month with 
a radio and newspaper program 
(AA, Feb. 4), followed by news- 
paper and TV advertising along 
the entire eastern seaboard. Clo is 
being introduced sectionally across 
the country. It’s already in Detroit, 
will be on the West Coast this 
week and in Chicago about April 1. 
The agency is Cecil & Presbrey. 


@ CLorets. American Chicle Co. 
launched its breath-sweetening 
chewing gum just a year ago in 
the Detroit-Cleveland area and 
achieved national distribution last 


TAKE NEW Mis 


-the only anti-acid that 


Waly ten 
NEW COPY—Whitehall Pharmacal is run- 
ning large-space newspaper copy like 


this for BiSoDol chlorophyll mints, a 
combination product. 


October, the company says. Adver- 
tising runs in magazines, television 
and radio (network and spot). An 
increased magazine schedule is 
planned for the spring. Dancer- 
Fitzgerald-Sample is the agency. 
ENNDs. In a great hurry to be 
there first, Pearson Pharmacal Co. 
used air shipments to launch this 
internal tablet nationally in July, 
1950. A “phenomenal success,” 
Ennds claims to be the No. 1 chlor- 
ophyll tablet on the market today 
and Pearson expects to spend close 
to $2,000,000 in advertising by the 
end of the year. Radio, TV, maga- 
zines and car cards are used. Har- 


ry B. Cohen Advertising is the 
agency. 
GREEN MINT. Introduced by 


Hudson Products Co. two months 
ago (AA, Jan. 14), this mouthwash 
is one of the newest entries in that 
field. Green Mint is now using 
1,000-line and page ads in dailies 
and Sunday supplements, fre- 
quently in two colors. One-minute 
radio spots are also scheduled. 
Launched in ten West Coast cities, 
the product is now in some five 
others and expanding market by 
market. Cecil & Presbrey is the 
agency. 


Fresuies, Variety chain stores 


And... 


: Plasto Manufacturing Co. 
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Loaded with sellability, 
these eye-catching, 
permanent miniature 
trademark replicas bring 
instant recognition of your 
brand at the all-important 
point-of-purchase. 
Individually sculptured of 
non-critical, chip-resistant 
Palestic, Plasto Displays 
have infinite detail . . . 
achieve lifelike effects 
impossible to duplicate 
with printing or die-cuts. 
at low, 
production prices! 


Write for facts today! 


2-316 N 


DON'T MISS SEEING THESE 
EXCITING, NEW SALES BUILDERS AT 


BOOTH J-18 
Point-of-Purchase Symposium April 1-3 Waldorf-Astoria Hotel 
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UNIQUE! 
MAKES YOUR 
TRADEMARK LIVE! 
AMAZINGLY LOW 

PRICED! } 
Advertising Agencies 
Inquiries Invited 


low mass 


LAFLUIN ST. CHICAGO 7, ILL 


| than ammoniateds: 


| indication 


|introduced this Pharma-Craft 
Corp. lozenge in February, 1951, 
in the U. S. and Canada. With 


candy and tobacco outlets picking 
| up the product shortly thereafter, 
the company claimed almost im- 
mediate national distribution. 
Freshies uses magazines and Sun- 
day supplements, with heavy em- 
|phasis on sales promotion and 
merchandising—typical of all 
Pharma-Craft products. The com- 
pany is contemplating tests in var- 
ious cities to see if concentrated 
local advertising sells better than 
magazines. Ruthrauff & Ryan is 
the agency. 

KEN-L-RATION. Late last year 
the Ken-L-Products division of 
Quaker Oats Co. began advertising 
chlorophyllin in its dog food on 
the West Coast. Results were so 
good that Ken-L-Ration now uses 
the chemical nationally. All dry 
Ken-L-Ration on sale anywhere— 
whether the ingredient adver- 
tised or not—includes_ chloro- 
phyllin. Ruthrauff & Ryan, Chi- 
cago, is the agency. 

As the chlorophyll listing in- 
dicates, there are now so many 
dog foods plugging chlorophyll 
and more to come—that the chloro- 
phyll copy theme will perhaps go 
dead in a matter of months. 


is 


@ Stoppers. Launched in August, 
1950, this breath sweetener claims 
a top sales position and 93% na- 
tional distribution. CLov-r, an all- 
purpose deodorant put out 
Stoppers Inc. last November, 
not far behind, the company says 
Television, car cards, radio, news- 
papers and magazines are being 
used, placed by Donahue & Coe. 
Where is chlorophyll heading? 
Currently, the dentifrice 
deodorant markets seem 


by 
| 
is | 


and 
headed | 


for disruption (and it may have) 


happened already) 
colored miracle. 


by 


the green | 
In the six months! 


that Chlorodent has been out, trade | 
sources estimate that it may have! 


cornered aS much as 10% of the 
“regular pastes” market, 
totals around $80,000,000 annually. 

Chlorodent is following closely 
the sensational sales pattern of the 


ammoniateds when they were in-! 


troduced a few years ago. Am-| 
moniated products are still show-| 
ing dollar gains but their share of 
the market—about 
grown any in about a year. 


® Chlorophyll pastes, however, 
have more to offer the consumer 
(1) deodorant; 
(2) tissue stimulant; (3) carries 
prevention. 

Medical opinion differs, though 
there seems to be enough clinical 
evidence so far to back up these 
claims. But there’s an even greater 
of where toothpaste 
sales are heading. Colgate-Palm- 
olive-Peet Co., whose Colgate is 
king of the toothpastes (it has 
around 45% of the market), is now 
testing a chlorophyll product in 
four markets (AA, March 3). 

As further proof of Colgate’s 
worries (and just in case the con- 
sumer doesn’t go for Colgate 
Chlorophyll), the company is once 
again taking large space newspaper 
ads to beat the drum about Col- 
gate stopping bad breath and tooth 
decay. 

“No other toothpaste or powder 
OF ANY KIND WHATSOEVER 
offers such conclusive proof!” 
shouts Colgate. The last time it 
made so much noise was when the 
ammoniateds were introduced. 


® In the deodorant field, the out- 
look is equally bright but chloro- 
phyll sales seem to be piling up 
right on top of the conventional 
external deodorants instead of 
chopping into the market. 

Total deodorant business is esti- 
mated at between $25,000,000 and 
$28,000,000 annually, of which 
about one-third now goes for mul- 
tiple-purpose internal deodorants. 


Breath sweeteners, which do not 


15 %—hasn't | 


which | 


profess to do a complete, over-all 
deodorizing job, are rapidly ap- 
proaching the “internals” in sales 
volume. 

Virtually untouched, consumer- 
wise, is the use of chlorophyll for 
wound healing—the field in which 
most of the original medical re- 
search was done. Chlorophyll 
stopped the stench of gangrene as 


it healed, and was invaluable in 
cramped sick bays and aid sta- 
tions 
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Chlorophyll advertisers have 
been fortunate so far in that they 
haven't met up with the Federal 
Trade Commission. A few of them 
seem bound to, eventually, because 


their claims are frequently on a 
par with the antihistamine cold 
remedies when they were first in- 
troduced. 

But so far chlorophyll people 
are riding high. There’s lots of 
green in their future—in their 


products and in their pockets. 
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* LONBANNER Bug) | f 


NEW STYLES V7 “JEWELS * tow as $9375 


CURRENT AND CHOICE | 


We were chosen by the makers of f 
Elgin Watches to design and manu- © 
facture the display material for their | 


BANNER BUYS major Spring selling event. Design, 
52 typography, art, printing, mounting _ 
alle and finishing, woodworking, fabric 
= covered watch displayers, and safe 


packing were all handled by our ex- 
perts. Delivery from our factory was 
made on time, so that— 

Currently, these displays are ap- 
pearing in the stores of Elgin dealers 
everywhere. WATCH FOR THEM! 

We solicit the opportunity to work 
with display users whose products do 
not compete with those of our estab- 
lished clients. ; 


11 EAST WALTON PLACE . 
CHICAGO 11, 
FACTORY— ROCKFORD, 


ILLINOIS : 
ILL. 
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Deals Have To Be “Seen” 
To Sell 
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DON'T MISS THE POPAI SYMPOSIUM 
APRIL Ist, 2nd & 3rd AT THE WALDORF 
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but 


. tooth paste, usually a “shelf” 


item, gets little interior display. 


Even special price offers like 
this one rarely get more than 
one or two cartons up front on 
counters. This floor stand, a 
giant replica of Listerine’s new 
THRIFT-PAK package, wins 
end-of-aisle and other 
prominent in-store placements 
automatically. Consumer 
response is just what you'd 
expect - terrific! Good position 
at the point of purchase is 
just one of the “pluses” 
you get with displays... 


Sales Engineered by 


™ CONSOLIDATED 


Lithographing Corporation 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Moin Office ond Plont Glen Cove Rd Carle Place t 1 
Soles Offices in Prilodeiphia Chicago. lousville and Tampe 
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LITHOGRAPHED DISPLAYS 
SALES MANUALS-MOTION DISPLAYS 


We Deliver Beer 4 Ale 
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WHAT DEALERS WANT—This 11x14” framed press board sign over the refrigerator, 

with insert at left thot can be changed every other month, is the type of store sign 

o majority of dealers said they preferred in a survey made by G. Krueger Brewing 

Co. The company’s former sign, shown in foreground, has been discarded. Survey 
showed dealers do not want pretty girl displays 


One-Third of Krueger Brewing's ‘52 
Ad Budget Will Be Devoted to P-0-P 


Newark, N. J.. March 19—G 
Krueger Brewing Co. has turned 
to intensive point of sale mer- 


chandising to stop a sales decline 

It is devoting 30% to 35% of its 
advertising budget this year to 
point sale promotion, David 
Bland, Krueger’s advertising di- 
rector, who joined the brewing 
last year after having 


CREATIVE SPECIALISTS 
SPARKLING IDEAS 


’ 
é 
j 


= leat 


. 
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been with Pepsi-Cola Co., has 
worked out a new promotional 
technique for boosting beer sales. 

It combines point of sale mer- 
chandising and aggressive adver- 
tising. The latter includes weekly 
insertions for 39 weeks—starting 
March 17—in 30 newspapers from 
Maine to Georgia; 800 outdoor dis- 
plays; five to 15-minute news and 


35 EAST WACKER DRIVE - CHICAGO 


spot 


48 
tions, and TV spots on the Yankee 


broadcasts on radio sta- 


Network (AA, March 3). Charles 
Dallas Reach Co. is the agency 


8 The point of sale merchundis- 
ing program is intended to do more 
than merely supplement i1.edia ad- 


vertising. It is intendea help 
clinch sales 

“Nowadays, more and re 
;consumers are buying bee: 
they do breakfast food, soa ana 


other household staples—in «1 
cery stores and supermarke - 
Mr. Bland told AA. “More bex 
is sold today in food stores than 
anywhere else. 

“The trend toward packaged 
beer has developed since the re- 
peal of Prohibition,” Mr. Bland 
pointed out. Packaged beer now 
accounts for “73.6% of all beer 
sold. Draught beer sales amount 
to only 26.4% of the total. To sell 
our product in highly competitive 
surroundings,” he said, “we have 
had to adopt an entirely new mer- 
chandising philosophy.” 


® Despite the increased sales of 
packaged beer, Mr. Bland said, 
most brewery sales executives 
have continued to be more in- 


terested in pushing draught beer, 
and think in terms of barrelage 
rather than in package volume. 

Until a year ago, that situation 
existed at Krueger's. The company 
was beginning to lose its market 
position by continuing to plug 
draught beer sales and ignoring 
package goods. Also, it ignored 
many major markets and contented 
itself with fringe markets. That is, 
it pushed sales in the area around 
Boston, for example, rather than 
in the city itself. 

Today the situation is reversed. 
Krueger is out to sell major mar- 
ket areas, both cities and suburbs. 
It has increased its advertising ap- 


| propriation substantially, although 
Mr. 


Bland declined to say how 


much 


s It has developed a complete ad- 
vertising and merchandising kit 
for distributors, which now is be- 
ing sent out monthly. The kit goes 
to 80 distributors and their 500 
salesmen. The program was 
planned after a survey had been 
made among retail outlets in all of 
the East Coast states served by 
Krueger. The point of sale material 
is the type dealers want and will 
use. 
All of the 


display material is 


ee 
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SHOPPER STOPPER -This “Stop and Look” sign, which can be slipped over a 2 


stick, is being used 
for the month. Fie” 


in April by G. Krueger Brewing Co. as its point of sale feature 
point of sale material is supplied to dealers by the brewery 


through its dst tutors every month, in an intensive drive to capture more food 
store sales. 


aimed at increas.ng ¢vtail turnover 
and profits. 

“Advertising and point of sale 
merchandising,” Mr. Bland insists, 
“are not separate, disconnected ef- 
forts. There’s sales magic when 
each helps the other. The pay-off 
is in the outlet—tavern or gro- 
cery—the only place in the entire 
marketing chain where advertis- 
ing, product, consumer and money 
to buy all come together.” 


@ The Krueger monthly merchan- 
dising kits are designed to help 
distributors and their salesmen do| 
a better merchandising job. Sep-| 
arate kits are sent to taverns and| 
food stores. The latter include an| 
illustration of the monthly point 
of sale sign or display. | 

In April, for instance, it will} 
be a stop sign, such as used at 
railroad crossings. The sign can be! 
slipped over a 2’ wooden stick | 
and—as the Krueger bulletin to 
distributors says—it “becomes a 
shopper stopper when you stick the | 
sign in a display of jumble bottles | 
or cans.” | 

Other bulletins in the kit give} 
salesmen sales tips to pass along 
to their customers. Still others 
give short, tested techniques for 
handling merchandising displays. | 

Here are five tips from the 
company’s April kit on making a 
store display: 


s “1. Keep it informal. Shoppers 
hesitate to spoil a ‘perfect’ pyra- 
mid. Leave a starter gap. Drop 


APRIL 1 


You are cordially invited 


to visit our 


DISPLAY — BOOTH No. A-5 
and hospitality suite 


POPAI CONVENTION 
Waldorf-Astoria, New York 


NEON PRODUCTS, Inc., Lima, Ohio 
Originators of the PLASTILUX Sign 
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Krueger bottles or cans in a bin, a 
jumble basket, or on a table top, 
or sell right out of a carton by 
cutting off the upper half. 

“2. Best display spots in an out- 
let change from week to week. One 
week it might be near the bread 
shelves, another week near the re- 
frigerator, or near products that 
are purchased often, such as cof- 
fee. 

“3. Always be sure the price is 
on all sides of a display. Wherever 
possible use 6-pak price. Multi- 
unit price results in bigger unit 
sales. 

“4. The bigger the merchandise 
display the more it will sell. 

“5. Use the point of sale power 
of package labels, 6-paks, 24-pak 
cartons. Even a simple home-made 
price on a stack of Krueger car- 
tons or 6-paks makes a merchan- 
dising, selling display.” 


® Distributors received their kits 
for April about the end of Febru- 
ary. They were expected to order 
what they will need by March 15, 
free of charge. They get the ma- 
terial within a week. If distribu- 
tors don’t order by the 15th, 
Krueger’s field men check. Field 
men also check distributors’ stock 
rooms to make sure the material 
is being used. They also check re- 
tail outlets. A double check is 
made among outlets by an inde- 
pendent agency. 

Max Kallenberg of Kay Inc., 
New York, manufactures point of 
sale material for Krueger. The 
current display piece was de- 
veloped as a result of a survey of 
food store and tavern operators. 
It is a framed 11x14” board that 
dominates a store interior, with in- 
serts that are changed every other 
month. 

An unusual fact turned up by 
the survey was the discovery that 
a majority of the dealers were op- 
posed to pretty girl signs and 
gaudy displays. They said they 
wanted a _ simple, business-like 
sign that would dominate the store 
interior and help increase stock 
turnover. 


ABC Promotes Blair 

Leonard (Buzz) Blair has been 
advanced from eastern production 
manager to eastern program direc- 
tor for the American Broadcasting 
Co. radio network, New York. 


Names N. W. Ayer & Son 

Chestnut Farms-Chevy Chase 
Dairy Co., Washington, a subsidi- 
ary of National Dairy Products 
Corp., has named N. W. Ayer & 
Son to handle its advertising. 


Agency Joins Four A's 
Conley, Baltzer, Pettler & Stew- 
ard, San Francisco, has been 
elected to the American Assn. of 
Advertising Agencies. 


ENBC Appoints Boise 

Thomas Boise, formerly with the 
sales staff of KSFO, San Francisco, 
has been appointed to the sales 
staff of KNBC, San Francisco. 
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“Oh daddy-I'd love a room like that!” 
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bs the course of each year American families 
“shop” on an almost unbelievable se ale through the 
pages of more than 3!2 billion copies of general 
and farm magazines. Through no other advertising 
medium are the nation’s products and services 
presented to so many people so eraphicalls and 
convincingly as in magazines. XK FC IRD P APE RS 
The desire to buy and own these products is also é 4 4 b 
directly stimulated by the colorful packaging and / 
the countless brochures, leaflets. catalogues. and H | B | | S; | _— 
other forms of promotional material that are so € | UIC Sates 
essential to building sales. Thus. the printing and 
publishing industries tovether are doing a vitally 
important job in bringing America s manufacturers 
and merchants closer to their customers. 
Oxford Papers are widely accepted by printers OXFORD PAPER COMPANY “ OXFORD MIAMI! PAPER COMPANY 
and publishers alike because they assure the finer. 230 Park Avenue. New York 17 ats $5 East Wacker Drive, Chuage 1, Ul 


sl ’ ’ . ; > 
more faithiul reproduction that helps build sales. satis et Ruaitord; Meine, end West Caréilios, Obie 
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Nation-wide Service 


Through Oxford Merchants 


Albany, N. Y 
Atlanta, Ga. 
Aucusta, Maine 
Saltimore, Md. 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass 
Buffalo, N.Y 
Charlotte, N. ¢ 


Chattanooga, Tenn 
Chicago, Il. 


Cincinnati, Ohio 


Cleveland, Ohio 
Columbus, Ohio 
Dayton, Ohio 


Des Moines, Iowa 
Detroit, Mich 
Fresno, Calif. 


Hartford, Conn 


Indianapolis, Ind. . 


Ji Fla. 
Kalamazoo, Mich. 
Kansas City, Mo 
Kno lle, Tenn 
Lincoln, Neb 

Little Roek, Ark. 
Long Beach, Calif 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va 
Manchester, N. H 
Memphis. Tenn 
Miami. Fla... . 
Milwaukee, Wis. . 


Minneapolis, Minn 


XFORD PAPERS soncenctn Ss 
elp Build Sales 


Oxford Papers have a fifty year reputation for helping fine 
printing to do a better job more profitably. That is why 
250,000 tons of these papers are used yearly for magazines, 
books, brochures, labels, envelopes and business forms, and 
other printed and converted products. Learn what Oxford 


coated and uncoated papers can do to add extra effectiveness 


to your selling-in-print. Locate your nearest Oxford 
Merchant in the list and get in touch with him today. 


IT PAYS TO ASK FOR — AND USE THESE FINE OXFORD AND OXFORD MIAMI PAPERS 


COATED PAPERS 


Polar Superfine Enamel 
Maineflex Enamel 
Maineflex Enamel Cover 


Maineflex Enamel, Coated One Side 


Mainefold Enamel! 
Mainefold Enamel Cover 
North Star Dull Enamel 
Seal Enamel 
Engravatone Coated 
Coated Publication Text 


OXFORD PAPER COMPANY, 2)/) /’ 


March 24, 1952 


ra 


UNCOATED PAPERS 


Carfax English Finish 
Carfax Super 

Carfax Eggshell 

Wescar Offset 

Wescar Satin Plate Offset 
Wescar Gloss Plate Offset 
English Finish Litho 

Super Litho 

Duplex Label! 


tuenue, New York 17, N. 2 


MILLS AT 


Newark, N. J. 
New Haven, Conn. 


New York, N. Y. 


Oakland, Calif 
Omaha, Neb 
Philadelphia, P 


Phoenix, A 
Pittsburgh. P 


Portland, Maine 
Portland, Ore 
Providence, R. I 
Richmond, \ 
Rochester, N.Y 


Sacramento, Cali 


W. H. Smith Paper Corp. 
Wyant & Sons Paper Co. 
Carter, Riee & Co. Corp. 

. The Mudge Paper Co. 
Wileox-Walter-Furlong Paper Co. 
Moffitt & Towne 

» & Co. Corp. 

lin-Cowan Paper Co. 

. Caskie Paper Co., Ine. 
The Charlotte Paper Co. 
tond-Sanders Paper Co. 
Bermingham & Prosser Co. 
bry Smith & Co. 

The t Paper Co 

. The shnston Paper Co 
The ker Paper Co. 
The Cleveland Paper Co. 

Scioto Paper Co. 

Cincinnati Cordage Co 

The Whitaker I er Co 
termingham & Prosser Co. 
Chope Stevens Paper Co, 
Blake, Moffitt & Towne 
Green & Low Paper Co., Inc. 
MacCollum Paper Co. 
Jacksonville Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 

é Louisville Paper Co. 
Western Newspaper Union 

é Roach Paper Co 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Louisville Paper Co. 

kie Paper Co., Ine. 

C. H. Robinson Co. 
Louisville Paper Co. 

se = Everglades Paper Co 
. Allman-Christiansen Paper Co 
Sensenbrenner Paper Co 
Wileox-Mosher-Leffholm Co 
nd-Sanders Paper Co 
Dunton & Co., Ine 

nton & Co., Ine 


Green & Low Paper 

Miller & Wright Paper 
The Whitaker Paper Co 
Blake, Moffitt & Towne 
Western Paper Co 
tlantie Paper Co 
long Paper Co, 
Moffitt & Towne 
. General Paper Corp 
trubaker Paper Co. 
C. H. Rebinson Co 
Blake, Moffitt & Towne 
Carter, Rice & Co., Corp 
Cauthorne Paper Co, 
see Valley Paper Co. 
«, Moffitt & Towne 


St. Louis, Mo Shauchnessy-Kniep-Hawe Paper Co 


San Berr 

Salt Lake Ci 
San Diego, ¢ 

San Franci 

San Jose, Ca 
Seattle, Wash 
Sioux City. Iowa 
Spokane, Wash 


Springfield, Mass 


Stockton 
Tacoma, Wash 
Tampa, Fla 
Toledo, Ohio 
Tucson, Ariz. 
Washin 
Worcester, Mass 


OXFORD MIAMI PAPER COMPANY, 


RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 


Tobey Fine Papers, Ine. 
i e. Moffitt & Towne 
Western Newspaper Union 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Western Newspaper Union 
Blake, Moffitt & Towne 
Bulkley, Dunton & Co,, Ine. 
(Div. of Carter, Rice & Co. Corp.) 
Mill nd Papers, Ine 
Moffitt & Towne 
Moffitt & Towne 

« Tampa Pa y 

Paper Merchan 

Blake, Moffitt & Towne 
The Mudge Paper Co. 
C. A, Esty Paper Co. 
(Div. of Carter, Rice & Co. Corp.) 


35 East Wacker Drive, Chicage 1, 
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February Sales 


—~-February-——_——..% Gain 2 months- — % Gain 
1952 1951 or Loss 1952 1951 or Loss 
Food Chains 
Colonia! Stores $ 15.951.000 $§ 15.454.000 + 32 $ 31.417.000 $ 29,967,000 + 48 
Jewel , 16,546.920 16.330.277 + 13 33,324,494 32,323,109 + 3.1 
Kroger Co. .. 79,806,126 76,032,526 + 5.0 158,169,950 149,023,526 + 6.0 
National Tea 27,710,148 28.677.613 — 3.4 53,472, 55,955,901 — 4.4 
Safeway 108,417,946 94.819.014 +h. 215,268.573 187,093,356 +15.1 
Group Total $248,432.139 $231.313.430 + 74 §$ 491,652,877 $ 454,362,892 + 82 
Mail Order 
“Sears, Roebuck $178,303.159 $175.997.251 + 1.3 
mee . 9,233,079 10,372,015 —11.0 15,945,342 17,735,739 —10.1 
*Montgomery 
Ward ... 67,879,036 77,522,605 —12.5 
Group Total $ 9,233,079 $ 10.372.015 —11.0 $ 15,945,342 $ 17,735,739 —10.1 
Drug Chains 
Peoples .. $ 4,356,120 $ 3,764,850 +15.7 $ 8,460. $ 7,644,294 +107 
Walgreen .. .. 14,085,502 13,148,526 + 7.1 28,011,331 26,657,409 + 5.1 
Group Total .....$ 18,441,622 $ 16,913,376 + 9.0 $ 36,472,320 $ 34,301,703 + 6.5 
Variety and Miscellaneous 
*Angerman 
ee 527.623 $ 487,619 + 8.2 
Beck, A. S. 
ar 2,589,182 2,710,968 — 4.5 5,174,718 5,596,958 —10.4 
Bond Stores 4.914.654 4,969.03) — 11 11.415.741 10,680.061 + 6.9 
Butler Bros. wins 8,564,448 $215,352 — 7.1 16,806,391 19,377,249 —13.3 
Consolidated Re- 
tail Stores 2,080,017 2,067,155 + 0.6 4,317,759 
Diana Stores 
orp. .... 1,121,553 1,224,982 — 8&5 7, 
Edison Bros. . 4.679,011 4,306,398 + 6.7 9,151,073 
Fishman, M. H . 664,530 552,056 +20.4 252, 
*General Shoe 
_ ee 23,064,373 21,513,762 + 7.2 
Grant, W. T. 14,903,588 13,717,341 + 8.7 28,630,217 27,816,728 + 2.9 
Grayson-Robinson 
re 5.403.251 5.126.083 + 5.4 10,780,959 10,823,152 — 0.4 
*Green, H. L. 6,530,914 6,222,480 + 5.0 
— Dept 
Stor 3,822,963 3,916,497 — 24 
Kinney, 7 'R. Co. 2,151,000 1,974,000 + 9.0 4,064,000 3,865,000 + 5.2 
Kresge. S. S. 21,057,960 18,691,115 +12.7 40,204,326 7,239,584 + 8.0 
Kress, S. H. 11,704,458 10,923,171 + 7.2 23,183,874 22,248,340 + 4.2 
*Lerner ... 7,931,476 6.979.695 +13.6 
McCrory ... j 6.942.893 6.278.665 +106 13,292,539 661 + 5.9 
McLellan Stores 3,689,019 3.190.739 +15.6 7,395,901 4,651,535 +11.2) 
*Mercantile Stores 
"= y 7.507.900 7,855,000 — 4.4 
Murphy, G. C 11,572,760 9,652,316 +19.9 22,106,174 19,132,009 +15.5 
National Shirt 
Shops 1.007.714 856.484 +17.7 2,031,146 1.823.745 +12 
Neisner Bros 3,829,906 3.554.024 + 8.0 7,279,530 7,106,257 + 2.4 
Newberry, J. J 10.401.421 9.295.750 +119 19,957,306 18,373,496 + 8.6 
Penney, J. C 59.036,588 56,458,106 + 46 119,348,641 120,021,435 -- 0.6 
Shoe Corp. of 
America 3,817,833 3,626,623 + 5.3 6,660,115 6,314,182 + 5.5 
Sterchi Bros 
Stores . 917,743 867.384 + 58 12,778,672 14,172,615 — 98 
Western Auto 10,107,000 11,222,000 — 9.9 9,445,000 24,980,000 —22.2 
White Auto 
Stores .. 1,430,340 1.001.195 +429 584,065 039,782 +26.7 
Woolworth, F. W 47.269.413 42.871.159 +10.2 90,554,152 8s 716,361 + 5.6 
Group Total ... $239.866,282 $224,351.744 + 6.9 $ 490,992,206 $ 479,910,365 + 23 
Combined 
Total $515,973,122 $482,950,565 + 6.8 $1,035,062.745 $§ 986,310.699 + 49 


*One month figures. Not included in totals. ‘Seven month figures. 


of Chain Stores 


"Twelve month period. 


Panel on Problems 
of Space Selling 
Opens NBP Meeting 


WasHINGTON, March 19—First 
business session of the annual 
spring meeting of National Busi- 
ness Publications will get under 
way Monday, May 26, at Shawnee 
Inn, Shawnee-on-Delaware, Pa., 
with a panel presented by six t. f. 
Club members. 

With G. D. Crain Jr., publisher 
of ApverTiIstnc AGE and Industrial 
Marketing, as moderator, the panel 
will discuss “The Problems We 
Face in Selling More Space.” Panel 
participants include: 

George C. Turner, western rep- 
resentative, Industrial Press, and 
president of the Chicago t. f. Club; 
Mal M. Whitfield, western repre- 
sentative, Hardware Age, and v.p 
of the Chicago t. f. Club; Harold 
G. Rowland, northeast-central 
manager of Steel, and president 
of the Cleveland t. f. Club; John C. 
Jackson, central district manager, 
Architectural Record, and v.p. of 
the Cleveland t.f. Club; Granville 
M. Fillmore, v.p., Gardner Publi- 
cations, and president of the New 
York t. f. Club; and William A. 
Wilson, v.p. of Pit & Quarry and 
of the New York t. f. Club 

Following the panel session, 
Frederic R. Gamble, president of 
American Assn. of Advertising 
Agencies, will talk on “Advertising 
Agencies Aren't Accidents.” 


Jansen Assists Sales V. P. 

Arthur L. Jansen, who joined 
James Gray Inc., New York direct 
mail company, in 1948, has been 
named assistant to the v.p. in 
charge of sales. The post was cre- 
ated as part of Gray’s current ex- 
pansion program. 


CBS-TV Names Savage 

David Savage, manager of the 
film department of WCBS-TV, 
New York, has been appointed to 
supervise feature film buying for 
all departments of CBS Television, 
New York. 


Five Form TV Film Company 
Five motion picture, 
television executives have formed 


a $100,000 California corporation | 
to be known as! 


in Los Angeles, 
George Bagnall & Associates. The 
company will produce and distrib- 
ute filmed features for television. 
Officers are George Bagnall, for 
11 years v.p. in charge of produc- 
tion for United Artists; Jack O’- 
Laughlin, midwestern manager for 
UA for the past 13 years; Pat 
Campbell, formerly v.p. of Mutual 
Don-Lee Network; Ken Hodkin- 
son, motion picture theater owner, 
and Fred Lindquist, sales repre- 
sentative for United Artists. 


jing an exhibit room, 
radio and | 


ORCHID FOR FORESTER—The most intensive spring sales promotion ever conducted 


for Old Forester whisky will be based on the theme, 


Forester.” 


“An orchid to famous Old 


Brown-Forman Distillers Corp. will use newspapers, outdoor, magazines 
and trade publications, all of which will feature the diffused color orchid. Orchid 
neckers and bottle pyramids will carry the ee slogan, ‘Nothing better in 
the mark 


Mrs. Consumer Given 
Lux Flakes Beauty Hints 

Lever Bros. Co., New York, is 
offering beauty help in the form 
of a booklet called “Hollywood's 
Own Secrets of Charm” and writ- 
ten especially for Paramount star- 
lets. The book can be had for a 
Lux Flakes box top plus 10¢ 

The offer will be made next 
month on “Lux Radio Theater” 
and “Lux Video Theater’—both 
CBS—and in full page ads in This 
Week Magazine and Parade, Gro- 
cers have been provided with four- 
color posters, case cards and 
dealers’ mats announcing the pre- 
mium. J. Walter Thompson Co 
New York, handles Lux Flakes 


Moody’s Names Agency 

Moody’s Investors Service, New 
York, has appointed Albert Frank- 
Guenther Law, New York, to han- 
dle its advertising. 


ATF Moves in Portland, Ore. 


American Type Founders has 


‘Kansas City Macy's 
Does Big Business 


on Room Promotion 
| Kansas City, Mo., March 20—An 


18% gain in February furniture 
| sales—while competitors’ sales 
| were dropping off as much as 15% 
i reported by KC’s Macy’s. The 
0\ department store credits a “dra- 
matic” advertising and merchan- 
| dising scheme. 

Sales boosts were attributed to 


| who specified the designs and fur- 

nishings of six exhibit rooms} 

around which Macy's advertising | 
was planned. 

The stars were Bette Davis, Lo- 
retta Young, Claudette Colbert, 
Rosalind Russell, Ginger Rogers 
| and Robert Taylor. Besides design- 
each star 
loaned persenal possessions to the 
store. 

Newspaper spreads announced 
the “All-Star Furniture Revue” 
and described the rooms designed 
by the stars. The public was in- 
vited to write in about the room 
best liked. Merchandise prizes of 
$100, $75 and $50 were offered for 
the best letters. (Bette Davis’ New 
England bedroom-sitting room was 
voted best of all.) 

Macy’s gave over its fifth floor 
to “star land” and 108,000 persons 
were checked through the exhibit. 


a tie-in with six Hollywood stars,| , 


representative. 


Lydecker, 


formerly 
New York, has 


|HOB&M Appoints Lydecker 

Garrit A. 
a v.p. at Biow Co., 
been named v.p. of Hewitt, Ogilvy, 
| Benson & Mather, New York. 


National Sales Named 

WJET, the only independent AM 
station in Erie, Pa., 
National Time Sales its national 


has appointed 


moved its Portland, Ore., offices 
to 908 Terminal Sales Bldg. 


R-FLYIN eG) 


@ NITE NEON-FLYING 
© SKY- BROADCASTING 


AMERICAN SKY ADVERTISING CO. 


~ NEW YORK OFFicE 
224 EAST ™ $1 
MU 77-6477 


CHICAGO }, ILLINOIS 
PHONE S1 2.7487 e 


B.... up your franchised dealers! 
Point them out with dynamic, colorful 
PF decals! On windows, doors, store 
interiors, PF decals identify your 


deolers . . 


. help you cash in on the 


pulling power of your national adver- 
PF DECALS . . . your last link between advertising and the sale! 


ort services, 
consultations 
and estimates 


without obligation 


eeeeeeeeeeeeeeeeeeee 
Please send me your Dept AA? ° 
FREE BOOKLET “DECAL-WAYS TO SALES!” X 
with somples of PF decols ° 
. 
Nome ——e |! 
- 

Firm a 
. 
Address nnn © 
* 
City Zone__Stote___._,, 
eee eee eee eee eweeeeeeee 


Wr. D. Cat, ine vt 


decal merchandiser, says: 


BUILD GOOD WILL 


AND SALES 
WITH PF 
DEALER-SERVICE 
DECALS! 


IPOD IE a mennymarnsiey ow / 


tising. Remember, every type of PF 
decal — window decals, 
decals, 
decal valances — sticks to its job of 
turning impulses into sales! 


nameplate 
product decoration decals, 


PALM, FECHTELER & CO. 


220 WEST 42 STREET, 


NEW YORK 18 © WN. 
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Wehner Adds Account 


Wehner Advertising Service, 
Newark, has been appointed ad- 
vertising and marketing counsel 
to Sterling Net & Twine Co., Belle- 
ville, N. J., maker of nylon fish 
nets for the fishing industry. 


congress ELECTROTYPE CO. 


mine 104 GONGRESS « Wooowana 33974 


Cnicago sn Wicmican “© SuPEmon 7-056 


OAI Names Nokes a V. P. 


Thomas J. Nokes Jr., account 
executive with Outdoor Advertis- 
ing Inc... New York, has been 
named v.p. Charles T. Ritter, with 
the accounting department since 
1931, has been named secretary- 
treasurer. Fred. C. Beseler, v.p. of 


| the B & B System, Shreveport, La., 


has been elected a director of the 


company. 


Howard Named KOTV S. M. 
Leo Howard, formerly commer- 
cial manager for WKY-TV, Okla- 
homa City, has been named sales 
manager of KOTV, Tulsa 


Ofters Plaque for Aids 

The Mail Advertising Service 
Assn. International, Detroit, will 
award a plaque to employers or 
employes of lettershops suggesting 
mechanical improvements which 
will help increase production effi- 
ciency of the letter producing in- 
dustry. 


CBS-AM Promotes Frank 

Norman Frank, who joined Col- 
umbia Broadcasting System five 
years ago as a producer on special 
assignments, has been named pro- 
gram supervisor of CBS Radio, 
New York. 


There's a 


BIG DIFFERENCE 


between an average good hurdler 


and the 


cha 


And there’s a big difference 
in Houston between the av- 
erage good paper and the 


mpion CHRONICLE. 


Leadership in Readership is another reason . . . 


CHRONICLE POST PRESS 
‘ Daily Sunday Daily Sunday Daily only 
City Carrier 113,188 113,056 90,199 89,951 64,444 
Total City. 126,369 135,967" 107,668 110,822 85,294 
City and Retail 166,529 180,385 154,592 164,047 104,587 
a 183,856 202,172 169,772 186,053 114,346 


CHRONICLE excess over POST — Daily 14,084. . 


CHRONICLE excess over PRESS (daily only) 69,510 
See ABC Publishers’ Statements Sept. 30, 1951 


R. W. McCARTHY 
Advertising Director 


For additional facts 
paper in the South's 


M. J. GIBBONS 
National Advertising Manager 


. Sunday 16,119 


about the No. I 
No. I market, contact 


your nearest Branham Company Office. 


rhe Houston Chronicle 


THE BRANHAM COMPANY 
National Representatives 


DEFROSTS BEFORE YOUR EYES—Nash-Kelvinator Corp. 


this year will conduct its 
most extensive display program, featuring colorful, animated displays, backgrounds 
and signs. Particular emphasis will be placed on the Magic Cycle self-defrosting fea- 


ture. The display shown here, for p 
section of refrigerating coil is substituted 
of 


isah hold refrigerator in which a 
for the tense food chest. D. A. Packard 
tor division, demonstrates 


(right), sales 


frost accumulation and defrosting processes to R. H. Davison, 


Buffalo zone sales 


manager. 


Aircoach May Have Bright Future but First 
Must Solve a Number of Important Problems 


New York, March 19—Aircoach 
may have a brilliant future. 

At 4¢ a mile, it would make it 
possible for John Doe to take 
cross-country vacations—or to fly 
abroad. 

But aircoach operators need one- 
third more passengers per flight 
to break even. This means that 
millions of new customers must be 
created. Promotion men will have 
to persuade more people to fly. 

In order to make the aircoach 
experiment a success, trunk air- 
lines will need roughly 36,000 ad- 
ditional passengers a day in an- 
other two years. 


@ By 1954, trunk lines will be in- 
creasing their capacity by almost 
60%—from 14.7 billion seat miles 
at present to 22.3 billion seat miles. 
The experiment won't have 
smooth flying, however. There is 
plenty of uneasiness in the in- 
dustry when it comes to aircoach. 
Basically, this involves the price 
to be charged. Even though air- 
coach has operated profitably for 
three years at 4¢ a mile, many 
executives want more cushion 


say, 41e¢. 

Experiments with aircoach 
have moved slowly during the past 
two years, largely because trunk 
lines are riding a post-Korea boom 
which provides full planes at 
standard fares. From red ink in 
1948, airlines in 1951 recorded a 
record $98,000,000 before taxes. 


® Irregular carriers—and now the 
Civil Aeronautics Board—are after 
them to stop delaying their air- 
coach expansion. And they un- 
doubtedly will do so as new planes 
begin to come off the assembly 
lines. 

The irregulars—or 
—demonstrated the potential of 
the aircoach business by moving 
aggressively after the New York- 
Los Angeles and New York-Miami 
business. 

At fares 40% below standard 
rates of the trunk services, the 
non-scheduled lines in 1951 hauled 
an estimated 600.000 passengers. 

While this was a pittance com- 
pared with the 20,600,000 passen- 
gers carried by trunk lines, ir- 
regulars were making 15% of the 


“non-scheds” 


IN SELLING BOTH 


foretells the effectiveness of 


the 


MEN AND WOMEN, 
Courier-Express has a proven record for results which 


your sales message in reach- 


ing those Western New York families with the most 


money to spend. 


COLOR for ADDED POWER 
Full ROP color weekdays 
—to give your message 
still greater impact in this 
powerful newspaper. 


BUFFALO 
COURIER-EXPRESS 


Western New York's Only Morning 
and Sunday Newspaper 


REPRESENTATIVES : 
SCOLARO, MEEKER & SCOTT 
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transcontinental flights and more | ing manager, expressed the view 
than 20% of the Miami runs. that TWA won't be interested in 

| coach operations overseas for a 
while. He said overseas bookings 
have been so heavy that TWA 
“hasn't spent a dime” to build sky 
tourist trade. As long as customers 
cannot be handled, he thinks it 
would be a mistake to promote 
special overseas rates. 


8 Airlines executives point out 
that the non-scheds made healthy 
profits by concentrating their 
coach flights on the long hauls, 
where the money is. In longing for 
a 41!0¢ fare, executives claim the 
“cushion” is necessary to offset 
losses on short hauls, which the 
regular carriers are expected to 
make. 

To meet competition of the ir- 
regulars, nine of the scheduled 
airlines began offering aircoach 
service. By the end of three years, 
American was carrying 55% of ; 
its transcontinental business by|the full passenger totals, figures 
aircoach. Moreover, the load fac-| that 10% of its miles were ridden 
tor for its standard fare flights | by aircoach passengers. At the 
was still in the neighborhood of|™oment, American hasn't set up 
70%, which is considered very |@ definite appropriation for air- 
good. coach. We’re “doing it by touch,’ 

The economics of aircoach are| 2" airline man explained. He said 
relatively simple. To break even, promotion was confined to news- 
an aircraft in flight must bring in| P@Pers, some radio and outdoor. 


somewhere between $1.48 per mile Ads for aircoach are running in 
(for a DC-4) and $3.10" (for a New York, Chicago, Washington, 


@® Eastern Air Lines is under- 
| stood to have spent about the same 
proportion of its budget—10%— 
for aircoach advertising. And 
about 11% of the passengers who 
rode Eastern traveled aircoach. 
American Airlines, looking at 


Los Angeles and Dallas, usually 
once a week in each newspaper in 
each city. 


® Though CAB has turned thumbs 
down on “legitimate” service by 
irregulars, the irregulars are still 
in there fighting. At the present 
time they are heckling airlines by 
offering transcontinental aircoach 
for 20% less than scheduled car- 
riers. 

Irregulars advertise aggressively. 
They keep pestering the CAB for 
some form of officia! recognition. 
Their ingenuity and their political 
pull prevents CAB from doing 
anything very drastic to curtail 
their operations. Beginning in 
June, CAB will have an investi- 
gation to determine the types of 
services non-scheds can offer. 


6 Meanwhile, the non-scheds are 
putting their best foot forward. 
Through Aircoach Transport Assn., 
Washington, which includes 41 of 
the 58 irregulars (including all the 
major lines offering domestic 


97 


service), non-scheds have adopted ; 
an advertising code more notable 
for its specifics than its rhetoric 
Sample: “Agencies must fulfill all 
promises made in advertisements 
...No agency or carrier shall ad- 
vertise a tariff which is not ac- 
tually in use.” 

It adopted a seal. It noted that 
unscrupulous ticket agencies had 
discredited the industry. It moved 
that the seal be taken away from 
agencies or carriers which are 
proved to be violators, after they 
have been given a chance to com- 
ply. And the ACTA is on record 
as recommending ordinances and 
legislation in cities and states to 
bond and license independent and 
certificated air carrier ticket 
agents. 


Phillies Buys TV Drama 

“The Adventures of Ellery 
Queen” will return to ABC-TV 
April 16 at 9 p.m., EST, under the 
sponsorship of Bayuk Cigars, 
Philadelphia. Lee Bowman stars in 
the mystery series, which is placed 
through Ellington & Co. 


Constellation). It’s merely a mat- 
ter of getting enough passengers 
at any particular rate to cover ex- 
nenses. 


8 The DC-4, for example, breaks 
even at 25 standard fares or 37 
coach; the DC-6 at 30 standard or 
44 coach; the Constellation at 36 
standard or 52 coach. 

In the backstage debates over 
aircoach, enthusiasts claim it is 
the only answer for the industry. 
From figures on file with the Civil 
Aeronautics Board they demon- 
strate that standard air traffic in- 


creased only a relatively small 
amount between 1946 and 1950. 
“If traffic is to be stimulated 


enough to use the new equipment, 
the answer is ‘promotional fares’,” 
they say. 

Their figures show that from 
1946 to 1950 total passenger mile- 
age went from 5,905,000,000 to 6,- 
710,000,000 miles. From 1948 to 
1950, aircoach mileage on the same 
lines rocketed from 5,000,000 to 
249,006,000 to 1,056,000,000. 


® Coach sponsors claim the figures 
show that coach does not eat into 
standard fare traffic. For typical 
pre-Korea months—September, 
1948, and September, 1950—they 
find traffic at coach served ter- 
minals up 48%, while traffic in 
non-coach terminals was virtually 
unchanged. At the same time they 
report that standard fare traffic 
at the coach served terminals is 
standing up as well or better than 
standard traffic at non-coach 
terminals. 

The CAB’s position on the issue 
is crystal clear. Pressed by the ir- 
regulars, who hoped to set up 
scheduled transcontinental fiights, 
the board declared that coach was 
to be the property of the sched- 
uled carriers. 

Asserting coach operations have 
“conclusively demonstrated their 
economic soundness,” it urged do- 
mestic lines to expand coach serv- 
ice. The board specified that coach 
service—domestic and overseas 
should operate with a minimum of 
frills, and with a 25% step-up in 
the seating capacity of aircraft. 
Eastern and Pan American's coach 
service to Puerto Rico was sus- 
pended temporarily “because high- 
density seating aircraft” (big 
planes) weren’t being used. 


O 


® With big-scale coach schedules 
still in the offing, here’s how some 
of the major airlines are deploy- 
ing their promotion: 

Trans-World Airlines currently 
is spending about 10% of its do- 
mestic budget on sky coach travel. 
TWA is using 25 newspapers in 
cities serviced by the sky coaches, 
radio spots on 21 stations, and has 
switched all of its outdoor adver- 
tising on the West Coast to the sky 
tourist service. 

J. C. DeLong, general advertis-! 
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Cleveland Electric Seeks to Attract 
New Industries to Area with PR Ads 


By Bruce BRaDwAy “Review of the Week” section, The 
CLEVELAND, March 19—Since V-J | Saturday Evening Post and Time, 


ie aes aa | 
Day, 1945, more than $1,250,000,000 | plus other national and regional 
of private capital has been ear-| publications. The budget for this 
part of the program exceeds $150,- | 


marked for industrial expansion in 
the Cleveland area—an expansion | 900 annually 
rate 50% higher than the national} But the benefits far outweigh 
rate ¢ |the investment. For example, for 
Since the start of the Korean|every dollar spent on the oa 
War in 1950, the area has cap-| Paign since 1945 (including the 
tured 7% of the nation’s new | expenditure for the CEI location 
chemical industry investment and| engineering service) more than 
the area’s stee] industry is com-| $2,000 in private capital has been 
mitted to a 50% expansion invested in industrial expansion in 


There are many reasons for this the area 


re ae » But | 
spectacular growth, of course i. +|@ The decision to undertake the 
an important share of the credit haat tanebtnat ti tes 
for Cleveland’s boom goes to the| %€St location Lpesaes a 
Cleveland Electric Illuminating ceded by a great deal of research 
Co The company says it discovered | 

: } that Cleveland actually was—and | 

’ he| -the best location in the nation 
® For the past eight years, the | for many different types of indus- 


company has conducted an adver- 
tising campaign which proves con- | 
clusively that institutional adver- 
tising can be penetrating, vigorous 


tries. 

As Mr. Ryan put it, “The pri- 
‘mary objective of this campaign is 
to help develop business and in- 


“frest an ; me : 
refreshing “- still remain non~-| qustry—and thereby to safeguard 
viata 
r oritrove rsia employment—and to create greater 

Frank J. Ryan, assistant to the 


opportunity for all, throughout the 
area 

“The advertising campaign,” he 
explains, “is carried on both na-| 
| tionally and locally. As you know, | 
there is vigorous competition 
among many communities to at-/| 
tract industries. Therefore, it is 
just as necessary to work to hold 
— some of the industries you have as 
ae it is to attract new industries for 

f growth.” 


heads al 
relations 


president of CEI, who 
advertising and public 
activities for the company, has di- 
rected the company’s “best location 
MM, the nation” campaign it 
Was started in 1944 

Mr. Ryan is firmly convinced 
tat advertising can be tailored to 


et Saee 


Since I 


|@ The company set up its plans, 
which included magazines, news- 
papers, direct mail, radio and tele- 
vision. Mr. Ryan also decided that 
i motion picture would be a great 
|help in stimulating local response 
to the drive 
The movie, “Opportunity,” has 
been a sensational success. Pro- 
duced by the March of Time, it 
introduced at the music hall 
of the Public Auditorium Nov 25, | 
1947. More than 3,000 influential | 
| residents of the area attended the 
preview and approval was unani- 
mous 
Since the premiere, more than 
| 1,700,000 people have seen the film 
' (the Cleveland-northeastern Ohio 
irea has a population of 1,500,- 
000), and the movie has been 
booked by almost every theater in 
the area. Showings in other cities | 
have been scheduled frequently 


was 


FROM ACROSS THE SEA 
Bssistant to the 
Electric Iluminating Co., 
advertising and PR for the company, re 
ceived the figurine of the Japanese noble 
Nomura, chief of 


Frank J. Ryan 
president of Cleveland 
who handles 


trom Kenichi 


mw : 
pw first business deportment, Hokuriku and it has been seen in many for- 
J = ‘ . 
Electric Power Co., Japan eign countries, including Japan, 


Denmark and Turkey. 
achieve a wide variety of objec- 
tives. Cleveland Electric Illuminat- 
ing Co., for example, directs its 
ads at seven objectives 


® In addition to the movie, CEI and 
its agency, D’Arcy Advertising Co., | 
have scheduled a continuous maga- 
zine drive that accents the idea 
that Cleveland is the “best loca- 
tion.” 

Most of the ads carry a map of 


te 
area served by the company by de- 
veloping its industry and com- 


To promote the progress of the 


: ; the area and readers are invited 
merce, thus - reating Job "on , to check the list of advantages. 
j > 4 , ‘ an 
tunities and boosting payrolls and wnieh includes such items as: 


profits 

2. To increase the amount of 
electricity used beneficially by the 
company’s customers and, thus, the 
company's sales and earnings 

3. To inspire still higher stand- 
and performance 


“At the market center of Amer- 
ica with 81,000,000 people within 
500 miles.” 

“Superlative 
land, water 

“Electric 
etc., etc 


transportation by 
and air.” 
power at 


low rates,” 


ara of service 
among the company’s employes 


4. To develop a public apprecia- @ [np addition. the ads include copy 


tion of the service provided by. that may describe how the “fast- 
CEI growing chemical industry devel- 

5. To give the public information ops a new ‘chemical shore’.” Or 
which will enable it to fairly eval- the copy may ask: “Is vour com- 


uate electric rates 

6. To maintain the confidence of 
investors who supply the capital 
required to expand services 

7. To help build a sound com- 
pany reputation 


pany paying freight that should be 
profit? Does your plant location 
give you all the freight-saving ad- 
vantages of the Cleveland-north- 
east Ohio area, the best location in 
the nation for many industries?” 

Although the ads are not cou- 
® Possibly the best known poned, each ad scheduled is keyed 
of the company’s advertising is its and inquiries invited. The 
“best location in the nation” drive, company has prepared a series of 
which this year is running in Bust- brochures which it re- 
ness Week, the New York Times’ spondents. For example, there is 


pha se 
are 


sends to 


| management 


one on “The Combination in Chem- 
icals that Counts Most.” There is 
another on “The Short Haul Pays.” 

The company also offers pros- 
pects the services of its location 
engineering service, which will 
check the area’s advantages for 
the particular type of business in- | 
volved. In this manner, dozens of 
new businesses have been persu- 
aded to come to Cleveland. 


| 


® But the company goes beyond 
this type of institutional advertis- 
ing—or public relations advertis- | 
ing, as Mr. Ryan prefers to call it. 

He is convinced that “big busi- 
ness still has to gain the confidence 
and good will of the great majority 
of the American people, and so 
to free itself from threats of ulti- 
mate nationalization. . .” 

To achieve this goal, he believes, 
business must do more than just 
supply products and services at 
fair prices or to defend itself by so- 
called “explaining” or “interpret- 
ing” itself, and by singing its own 
praises. 

It must, he declares, “address it- 
self anew to all-round upbuilding 
of the American community—both 
the national community and the 
local community. . 


® “Business should eagerly under- 
take every obligation of full par- 
ticipation in community develop- 
ment. It should do its utmost to 
develop the churches and commun- 
ity chests, the schools and the col- 
leges, public improvements and 
public services. . 

“Where management will do its 
part in community building, labor 
will go along,” he believes. “Where 
and labor work to- 
gether in community building, they 
have a common cause which ex- 
ceeds individual, selfish consider- 
ations. This creates an ideal com- 
bination. It creates a healthful at- 
mosphere for business and indus- 
try.” 

The procedure used by the 
Cleveland Electric Illuminating Co 
consists of four steps: 

1. Sell yourself on the commun- 
ity. 

2. Sell yourself to the commun- 
ity. 

3. Sell the community on itself 

4. Sell the community and its 


24 hows a week 
on the electrit&® [==, 
_ Wpti-saving plan” 


—_s_ 


/ 


2s wet seereneirs 
\ 


eee 


CEI SELLS APPLIANCES—The Cleveland 

power company concentrates its sales ef- 

forts on electric ranges, food freezers, 

dishwashers, dryers, washers and ironers. 

Net result is a series of sales increases 

in these products while sales elsewhere 
tended downwaid 


products and services to other} 
communities. | 

| 
@ In order to achieve maximum) 


impact for its public relations mes- 
sages, CEI intersperses them with} 
its long-range campaign to sell! 
Clevelanders on the merits of elec- 
tric appliances. 

For example, the company for 
five years has sponsored a radio 
show titled “Ten O'Clock Tunes” 
on two Cleveland radio stations— 
WGAR and WHK. The program is 
a record show featuring top tunes 
as selected by Billboard and Vari- 
ety. The programs are pre-tested 


|}@ The company 
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Working Years Ahead to Build a Better Community for All 
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HOW CLEVELAND |S SOLD—Cleveland Electric Illuminating Co. officials are con- 

vinced that institutional advertising (they prefer to call it public relations adver- 

tising) should be sound, hard-hitting selling copy. As a result, they sell Cleveland 

as a place to locate business in the media shown and then run newspaper ads 
like this to tell Cleveland residents how the company is working for them. 


on Station WICA, Ashtabula 

The half-hour stanza is aired 
five times weekly, without disc 
jockey talk. Each show carries two 
commercials—the first on a public 
relations subject and the second 
a straight selling pitch. The sales 
plugs are concentrated on electric 
ranges, electric dryers, certain 
other major appliances and light- 
ing. Results? A penetration sur- 
vey made by the company dis- 
closed that the program is heard 
in 50% of the homes in the area 
an average of three times weekly. 


@ The newest member of the me- 
dia team is television. Beginning 
last July, CEI put together a TV 


weather show called “Mr. Weather | 


five-minute strip is 
five times 


Eye.” The 
telecast at 6:25 p.m., 
weekly on WEWS. 
The audience buildup for the 
show was slow during the summer 
months, but in last October the 
audience nearly doubled. By De- 
cember, it had increased another 


40%. At the present time, D’Arcy | 


estimates the penetration of the 
show is about 25% of the TV 
homes. 

“Mr. Weather Eye” is built on 
the theory that the most produc- 
tive way to sell is to win strong 
adherents to the show and then to 


win their faith in anything CEI! 


has to say about itself or its prod- 
ucts. 


runs newspaper 
ads in about 70 papers in the area— 
dailies, community papers, weekly 
papers and the foreign language 
press. (D’Arcy handles the com- 
pany’s local campaign as well as 
its national advertising.) 

One large PR ad is carried 
monthly, and all such copy dis- 
cusses what the company is doing 
for the area, either by economic 
development or by supplying serv- 
ice at low cost. 

The policy is to prove by acts 
rather than claims that privately 
owned utility companies can serve 
an area faithfully and well. Each 
ad carries out one or more of the 
central objectives and lengthy con- 
sideration is given to the proper 
use of art and human interest illus- 


trations. 

Aside from the PR ads, the com- 
pany ads carry out the central sales 
policy of concentrating on key rev- 
enue builders 


® Although CEI does not directly 
merchandise appliances from its 
own stores—and thus finds it a bit 
difficult to measure sales and ad- 
vertising results, the data it has 
collected show that its advertis- 
ing has been successful. 

For example, in 1951, sales of 
electric ranges, electric dryers and 
electric water heaters in the Cleve- 
land-northeast Ohio area increased 
20% over the 1950 volume. This 
compares with a 20% decrease in 
the sales of these items nationally 

In addition to the sales and pub- 
lic relations advertising, CEI also 
conducts a continuous consumer 
research and relations program 


@ Since the end of World War II. 
the company’s research and rela- 
tions department has conducted 
interviews with more than 125,000 
| of its customers, in all economic 
brackets. 

The interviewers use questions 
of the non-directive type, such as 
“Does your name appear on your 
electric bills the way you want it 
to appear?” or “Have you noticed 
any of the company’s advertising?” 
| Respondents are encouraged to say 
anything they wish about the com- 
pany’s policies or service. 

As a result of constant checks 
(the consumer survey, for exam- 
ple, showed that the ads penetrate 
to about 50% of those interviews) 
CEI is convinced that its ad pro- 
gram is paying rich dividends— 
| both in boosting the current con- 
sumer use of electricity and in 
building—over the longer term 
a greater market 


GEORGE M. ALLEN 
PORTLAND, ORE., March 18 

George M. Allen, 71, head of 
George M. Allen & Son, commer- 
cial printing firm, died March 10, 
following surgery. Born in Illinois, 
he entered the printing business in 
1910 and in late years had been 
associated with his son,-G. Martin 
Allen, who survives 
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BURR PRICE 

ScarspaLe, N. Y., March 19— 
Burr Price, 63, a v.p. of Schnell 
Publishing Co., publisher of Na- 
tional Painters Magazine and Oil, 
Paint & Drug Reporter, died yes- 
terday at his home here after an 
illness of several months. 

Mr. Price began his career as a 
reporter on the St. Louis Republic. 
In 1910, he came to New York and 
joined the staff of the New York 
Herald. In 1917, Mr. Price was sent 
to Paris to take charge of the 
Paris Herald. With the entrance of 
the U. S. into World War I, he be- 
came a war correspondent for the 
New York Herald and later cov- 
ered the peace conference. 

After the war, he became di-| 
rector of the Belgian Economic 
Press Bureau. When the late King 
Albert of Belgium toured the U. S. 
in 1919, Mr. Price was the king’s 
personal 
press. 


® In 1922, Mr. Price returned to 
the U. S. and became publicity di- 
rector of the League of Nations 
Assn. He was engaged in publicity | 
work until he joined Schnell Pub- | 
lishing Co. in 1930 as editor of 
National Painters Magazine. Un- 
til he became ill in June, 1951, he 
wrote and lectured extensively on 
many phases of the decorating 
business. He was trustee of the 
James Gordon Bennet Foundation 
for newspaper men, and a member 
of the Silurians, an organization of 
New York newspaper men. 


HARRY INGRAM 

NORWALK, CONN., March 19— 
Harry Ingram, 40, radio and tele- 
vision writer, director and pro- 
ducer, died yesterday of a heart 
attack here while helping fire- 
men battle a brush fire. 

Born in Milwaukee, Mr. Ingram 
was graduated from Dartmouth 
College and then entered the ad- 
vertising agency field as a copy- 
writer. He was with Young & Rubi- 
cam for a time, and later was on 
the staff of Foote, Cone & Belding 
in New York. 

Later, he produced “Tales of 
Fatima,” and was associated with 
such programs as “The Shadow,” 
“The Big Story,” and “Kate Smith 
Sings.” 


W. F. GILLESPIE 

STAMFORD, CONN., March 18 
William F. Gillespie, 63, founder 
and president of Stamford Rubber 
Supply Co., and v.p. of Gillespie 
Bros., publisher of the Stamford 
Advocate, died yesterday at his 
home after a long illness. 

A native of Stamford, he was 
graduated from Yale in 1900 and 
soon afterward founded the rub- 
ber company. He was a former 
president of the Chamber of Com- 
merce, the Rotary Club, and Boy 
Scout Council. His brother, Kings- 
ley, is editor and publisher of the 
Advocate. 


W. T. PERKINS 

Sroux Cry, Ia., March 19—Wil- 
liam T. Perkins, 40, son of William 
R. Perkins, publisher of the Jour- 
nal and Journal-Tribune here, died 
last week after an illness of more 
than a year. He was assistant to 
his father at the time of his death. 

Born here in 1911, Mr. Perkins 
attended Trinity College and Iowa 
State College. Since leaving col- 
lege, he had been associated with 
Perkins Bros. Co. and the Journal- 
Tribune, with the exception of 
about a year spent in the Air 
Force during World War II. 


JAMES S. CUSHMAN 

New York, March 20—James S. 
Cushman, 80, co-founder and presi- 
dent of Cushman & Denison Mfg. 
Co., maker of stationery special- 
ties, and president of Intelligence 
Publishing Co., which publishes 
the American edition of Intelli- 


representative with the| 


gence Digest, a British magazine, 
died yesterday after a long illness. 
He was founder and former head 
of the Allerton chain of moder- 
ately priced club hotels, v.p. and 
director of Plastick Corp., manu- 
facturer of plastic lettering, and 
president of Longacre House Co., 
a realty management organization. 


WALTER HEFFRON 

Soutn LONDONDERRY, VT., March 
18—Walter J. Heffron, 48, com- 
mercial illustrator, died at his 
home here March 9. Mr. Heffron 
had lived in the Boston area until 
1947. 


EDWIN F. CONE 

New York, March 20—Edwin F. 
Cone, 84, former editor of Mate- 
rials & Methods until his retire- 
ment five years ago, died yester- 
day at his home here. A native of 
Little Falls, N. Y., he was gradu- 
ated from Akron University. After 
working as a metallurgical chem- 
ist for several years, he became 
metallurgical editor of Iron Age, 


a position he held for 20 years. For 
the next 12 years he was editor 
of Metals & Alloys, now known as 
Materials & Methods. a Reinhold 
publication. 


TOM FOWDEN 

BrRowNWoOopD, TEX., 
Tom Fowden, retired 
manager of the Brow) wood Bulle- 
tin, died March 11 at his home 
here. Mr. Fowden retired in 1947 
after 21 years on the Bulletin ad- 
vertising staff. He was with the 
old Brownwood News prior to that 
time. 


ROBERT H. McCREADY 

New York, March 18—Robert H. 
McCready, 79, president and found- 
er of McCready Publishing Co., 
publisher of Playthings and Play- 
things Directory, died Sunday in 
St. Luke’s Hospital after an illness 
of several months. 

Mr. McCready established Play- 
things in 1903. His son, Ben W., is 
v.p. of the publishing company and 
editor of Playthings. 


March 18— 
advertising 


CHARLES M. SMITH 

New York, March 18-—Charles 
Monroe Smith, 69, national repre- 
sentative of National Transitads 
Inc., died Sunday in Presbyteri- 
an Hospital after a short illness 

Born in Philadelphia, Mr. Smith 
was graduated in 1905 from the 


Manning, 
and 


afterward, he joined 
Maxwell & Moore, machinery 
railroad supply house, and became 
an assistant to the celebrated “Dia- 
mond Jim” Brady. 

After Mr. Brady’s death, Mr. 
Smith joined New York Subways 
Advertising Co. as a national rep- 
resentative. About ten years ago, 
he joined National Transitads 


Wharton School of Finance, Uni- 
versity of Pennsylvania. Shortly 
if 
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For CHEMICAL WEEK, 


matching the pace of the fast-moving market that it serves, 
..in editorial scope... 


has grown rapidly . 


in circulation among all executive levels... 
and now, in advertising pages. 


With display advertising up 92 percent in the first two months of 1952, 


space gains have been outstanding. 

Its growing list of new advertisers... 

of equipment, materials and services... 

confirms CHEMICAL WEEK as the place to sell 
management men in the Chemical Process Industries. 


MANAGEMENT MEN ARE TALKING ‘ABOUT. oF 


ABC + ABP 


NEW ADVERTISERS IN 1952° 
ARCHER-DANIELS MIDLAND CO. 
ARKELL & SMITHS 

AUTOMATIC SPRINKLER CORP 


BAGPAK DIV., 
BALTIMORE & 
BEMIS BROS. 


INTERNATIONAL PAPER (CO 
OHIO RAILROAD 
BAG (CO 


BENZOL PRODUCTS (0 
GUFFALO FORGE (CO 
CLEVELAND WORM & GEAR (0. 


DIAMOND ALK 
DISTILLATION 


AL! CO. 
PRODUCTS DIV., EASTMAN KODAK (0. 


DRACCO CORP. 


DURIRON (0., 


ECO ENGINEE 


E. 1. DUPONT 
KINETIC CH 


WIGGINS DI 


CHEMICAL D 


HARDINGE (O., 


HINDE & DAUC 
H!DSON PULP 
INLAND STEEL 
INLAND STEEL 
INTERNATIONA 


MENTE & (O., 
METAL GOODS 


NATIONAL CAN 


EDWIN L. WIEGAND CO. 


EL DORADO OIL WORKS 

EMPIRE TRUST (CO. 

ERIEZ MFG. CO. 

FARVAL CORP., THE 

FILTROL CORP. 

GENERAL AMERICAN TRANSPORTATION CORP. 


TERMINAL DIVISION 
GENERAL ELECTRIC (O., CHEMICAL DEPT. 
GOODYEAR TIRE & RUBBER (O., INC. 


JOHN A. CHEW, 
KEIDING PAPER PRODUCTS CO. 


INC. 
RING (0 


DE NEMOURS & CO. 
EMICALS DIVISION 


VISION 


IVISION 

THE 

H PAPER CO 

& PAPER CORP. 

(0. 

CONTAINER (0. 

L MINERALS & CHEMICAL CORP. 
INC. 


PA MANTIS A CE AR AOR ARES ME A EN 


INC. : 
CORP 


MIXING EQUIPMEMT (0. 


(0. 


NATIONAL STARCK PRODUCTS 


WIACET CHEMIC 


AL DIV., U.S. VANADIUM CORP 


WOPCO CHEMICAL (CO 
NORTON COMPANY 
ONYX OIL & CHEMICAL CO. 


PLAX CORP. 


PRATER PULVERIZER CO. 
RAY MILLER, INC. 


R. P. ADAMS (O 


, INC. 


SIGNAMOTOR, INC. 
TERRA CHEMICALS, INC. 


TOLMURST DIV., 
U. S. TESTING CO. 


AMERICAN MACHINE & METALS. INC. 


VANTON PUMP CORP. 


VELSICOL CORP. 
VULCAN COPPER 


& SUPPLY (0. 


WILLSON PRODUCTS, INC. 
W. MILLER COOK ASSOCIATES, INC. 


WM. POWELL CO., THE 

WORTHINGTON PUMP & MACHINERY CORP. 
INDUSTRIAL MIXERS DIVISION 

W. W. SLY MANUFACTURING (O., THE 


“Contracts received as of 2-1-52 
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Top-Flight Advertising. 
Merchandising Executive 


Now Available for Advertising Agency 
or Package Goods Manufacturer 


15 years’ experience as Advertising and Merchandising Director for 
blue-chip grocery product 


marketing development, 


A successful record of creative advertising and 
handling appropriations in excess of $4,000,000. 
Heavy experience merchan 


in all phases of package product advertising 


dising and marketing 
Offers you also thorough experience in new product development, 
knowledge of 


kets, market analysis, research and sales projection. Knows how to initiate 


sumer introduction and test marketing —with expert mar 


and execute merchandising programs to get utmost from advertising appro 


priations—trade and sales tie-ins, p-o-p displays, sampling, couponing, 


combination sales, store incentives, premium offers, contests. 


Am 47. 
Salary in reasonable five figures. Blue ribbon references. Will re-locate. 
Box 97, Advertising Age, 
BOL Second Ave., New York 17, N. Y. 


Can you use this experience and know-how in your organization ? 


Information for Advertisers 


No. 4295. Market Facts for Indiana 
The Indianapolis Star and News 


should look to their laurels. Post 
Exchange stores are expected to do 


offer their sixth annual “Consum- a volume of $1,250,000,000 this 
er Analysis” book, giving consum- year. 
er preferences and buying habits 
in 150 product classifications, ar- No. 4300. Daylight Fluorescent 
Penged in sections on foods, soaps Printing. 
@md cleaners, toiletries and cos- on 

“ $ and cos W. H. Wilton Inc. presents a 


Metics, beverages, automotive, and 


Seneral 


No. 4296. How 
Buy Shoes 
Wisconsin Agriculturist & Farm- 
ef offers the results of a new sur- 
,» “Wisconsin Farm Family 
*-Buying Habits,” telling 
ere they buy their shoes; type 
hoes worn for work; number of 
pairs purchased for year; price 
id; brand preferences, and fac- 
considered important in choice 

Of men’s, women’s, and children’s 


new brochure, “Daylight Fluores- 
cence Produced by the Wilglo 
Printing Process,” which points to 
the fact that they have perfected 
the handling of daylight fluores- 
cent materials on high speed letter- 
press equipment using regular en- 
gravings, thus freeing the process 
from the limitations hitherto im- 
posed by silk screen. 


and Why Farmers 


0. 4301. Industrial Advantages in 
Colorado, 


From the Colorado Department 


foOtwear. Statistics of value not| of Development comes a new 
Gnly to marketing men, but to booklet, “An Analysis of Industrial 
Copywriters in search of dominant Colorado,” detailing the  state’s 
themes. potential for industrial develop- 
ment. It covers climate, popula- 

N@ 4297. Re-Use of Feed Bags tion, markets, water resources, 
Studied labor, electric power, transporta- 
“Cotton Feed Bag Survey” is tion, minerals, ‘oil, gas, coal, lum- 


ber, taxes and living conditions. Of 
interest to any manufacturer 


a Bew study offered by Wisconsin 
A@riculturist & Farmer dealing 


h the value which farm women thinking of relocating 
place on feed bags—plain vs. print- 
ed—-and the uses to which they No. 4304. Analysis of Food Service | 
put them. The printed fabrics, Equipment Buying in Hospitals. | 
significantly, go into aprons and «How Hospitals Buy Food Ser- 
dresses, while the plain materials yice Equipment and Supplies” is 
are largely converted to towels 


a new report by Hospital Manage- 


and pillow slips ment which goes into unusual de- 


tail on buying patterns and pro- 

No, 4298. Military Personnel as, cedures, covering buying respon- 
Consumers sibility, source-of-supply prefer- 
American Armed Forces News- ences, use of food transportation 
papers presents a new “General equipment, remodeling plans, pre- 
Market Survey of Military Per- ferred materials of construction, 


sonnel,” dealing with soldiers as dish storage and dispensing equip- 


consumers, Wrigley gum, the Her- ment, pressure cookers, fryers, 
shey bar, Coca-Cola, Parker pens chinaware preferences, refrigera- 
and Chevrolet cars are all where tors, ranges, ovens, broilers, paper 
you would expect in preference, dishes, garbage cans, dishwashers, 
but in certain other departments cleaning compounds and much 
the supposedly leading brands more 


Note: Inquiries for the items listed above will not be serviced beyond May 5 


USE COUPON TO OBTAIN INFORMATION 


7 
§ Readers Service Dept., Apvertistnc AcE 
q 200 E. Illinois St., Chicago 11, I! 


. Please send me the following (insert number of each item wanted 
§ —please print or type) 


i 


TITLE 
COMPANY 
ADDRESS 


City & ZONE . STATE , 
Leesm meee eee eeseeeeeesssasaaas 


90¢ 


Rates 
lines (maximum- 


per line, minimum charge $360. Cash with order. Figure all cap 
two) 30 letters and spaces per line; upper & lower case 40 
lines for box number. Deadline Wednesday noon 12 days 
Display classified takes card rate of $12.00 per 


line 


per Add two 
Preceding publication date 


Advertising Age, March 24, 1952 


MISCELLANEOUS 
I'LL WRITE AN AD FOR YOU—FREE! 
Just to prove what I can do. You be the 
Judge. Fast, “same day” Adwriting by 
Air Mail. Hurry, this offer can't last for- 
ever (No phone calls, please.) Ralph 
Nathan, 814 - 44th Ave., San Francisco, 21 
COMPLETE PUBLISHING SERVICE! 
Owners of business and other specialized 
publications seeking relief from all or 
part of their publishing detail - including 


column inch. Regular card discounts, size and frequency, apply on display. 
HELP WANTED SPACE SALES - 5 YRS. EXPER. reading, 

JUNOR SPACE SALESMAN Bus. paper contacts Chicago and Midwest 

National consumer magazine. Age 24 to Hard worker, U. grad, 33, for trade mag 


30. Minimum of one year's experience re- Box 4273, ADVERTISING AGE, 


quired, newspaper classified-display pre- 200 E. Illinois St., Chicago 11, Ill 
ferred. New York metropolitan area. In {pV SALES PROM MGR. AVAILABLE 


replying, give full details of education, ex- 
perience, and salary why you are 
confident of success in 


Experience National Sales, Dealers, Job- 
bers, Chain & Dept. Stores. Paints, House- 


also 


selling space. Sal- wares, Appliances. 14 yrs. top Manage- 
ary and commission ment. Broad experience Sales & Sales 
Box 4365, ADVERTISING AGE, Management. College Grad. Prefer Chi 
_801 Second Ave., New York 17, N.Y Box 4378, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Ill. 


Assistant to Advertising Salesmanager. 
49 Years old with 24 years experience 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 


209 S. State St. Ha 7-2063 Chicago selling adv. space varied mediums and 
ADVERTISING AGENCY training men to sell - with a clear vision 
MEDIA of possibilities and future, seeks position 


that invites one to put forth unusual ef- 


Medium size Chicago agency has opening forts to secure results and promotion. 
for ambitious young man or woman with Personal, business & financial references 
some experience to train as media buyer. 7 r 5 

Must be fast, accurate typist, good at 20 E Tiltnote Bt Chicage oth 


detail and work with figures. Exceptional 
opportunity for right person. Reply in 
letter giving full details. ADDRESS 


ADVERTISING-PROM MGR. 
Creative asst. mgr. internationally known 


Box 4366, E SING iE firm ready for responsibility of own 
200 E Mgt — —, dept. with med-size mfr-South preferred. 
_—_— M Exp. all media, art, printing. Knowledge 


COPY WRITER—For medium sized agency. 
Both industrial and consumer accounts. 
SHAY AGENCY 
30 W. Washington - Chicago 2, Ll. 

PUBLISHERS REPRESENTATIVE: Lead- 
ing national Industrial publication has un- 
usual proposition for live wire producer 
already traveling Southeast and Texas. 
Excel. income potential col, 
all around agency 


of export as well as domestic operations. 

Shirt sleeve worker capable of org. own 

dept. Family, age 29, Minimum $6500. 
Box 4384, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
ARE YOU A HURRIED, HARRIED AE 
OR AD MGR. who needs a capable, cre- 
ative alter ego? If so, I'm your man! 27, 
grad, vet, draft-exempt. 4 years top, 
radio-TV and 


B 367 r= 3ING ~ exp. in 
200 E ann oe Tg general copy, contact, TV production, | 
: : traffic, media. Salary secondary to future. 


fast growing radio 
trade mag. Good 
berth for exp. mag. writer who digs. State 
qualifications, salary 

Box 4368, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
We have attractive positions for men 
and women in Advertising and Publishing 
MYRTLE BARNARD - CARMEN TAYLOR 


Let's talk it over! 


Box 4385, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IIL. 
REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATI 
Representing one publication in Chicago 
area has ample time to do thoro sales 
and service job for another publication 


Writer-researcher for 
tv NYC advertising 


176 West Adams Ce 6-3178 - Chicago luable contacts many adv. and agen- 
Publicity writer by leading Chicago pub- = , SING - 

lic relations agency. Must have at least gg 3 besa yyy easy om 
two years good daily newspaper editorial = i ag - 
——— ce le under 30. Start- REPRESENTATIVES WANTED 

i eee See, CS Sppertunny PUBLISHER'S ADVERTISING 

ie eggase - - SHER'S . 3 SING 

pte Mn one full details in writing for REPRESENTATIVE WANTED 
appo — Preferably Cleveland location, covering 


Box 4369, ADVERTISING AGE, Michigan, Ohio, Western New York and 
200 E. Illinois St., Chicago 11, IL. Pennsylvania. Old established food pro- 
FRED J. MASTERSON cessing publication. Commission basis 


State age, experience, references and 
send photo in first letter 

Box 4382, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, lll 


ADVERTISING — PUBL 
PERSONNEL 

All types of positions for men and women 

185 N. Wabash FR 2-0115 Chicago | 


SHING 


editing, printing and engraving 
production and purchase, paste-up, “eo 
mailing, billing, etc. etc., 
offered the facilities of our fully staffed. 
experienced organization, now publishing 
and producing a number of monthly mag- 
azines and newspapers. Excellent local 
printing facilities available. Correspon- 
dence invited. 

Carolina Publishers Wing, Inc., 

Sidney L. ise, Executive Editor 

Suite 201 Owen Bidg., Phone 2-869) 
Columbia, South Carolina 

SPACE TO SHARE—2 private offices, re- 
ception room. Central location. Class 
building. One occupant 

Box 4358, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ll. 

BUSINESS OPPORTUNITIES 
FOR SALE 

FARM PAPER, well established in state 
field, 100,000 circulation. Owners will 
consider outright sale or management 
arrangement with option purchase within 
5 years. Negotiations confidential both 
sides. 

Box 4380, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
MAGAZINE FOR SALE 

Rural field, covering quarter-million 
farm families. $25,000 cash required. Will 
consider sale controlling interest owner 
taking minority stock interest, providing 
working capital arranged. Excellent op- 
portunity for experienced operator 

Box 4381, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
$50,000 buys established business which 
has earned over $100,000 during experi- 
mental stage. Equipment in two plants 
for manufacturing only patented tool of 
its kind, with tremendous potential do- 
mestic and foreign markets. Will stand 
strictest investigation. Good opportunity 
for merchandising man. Owner forced to 
retire due to health would keep an inter- 
est agreeable to buyer 

Box 4359, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, I. 


WANTED 
INDUSTRIAL ADVERTISING 
SPACE SALESMAN 


Young man with basic sales ability, 
with or without experience in this 
field. Or man between 35-45 with 
good record and experience. Terri- 
tory: Indiana and adjacent territory. 
Salary, commission, and expenses. 
If interested, furnish usual details. 
Our people know of this advertise- 
ment. Write Box Number 93, Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Ill. 


Young lady starting out in advertising. 


General work in advertising department 
of farm publication. Typing, research and 
statistical. Interesting, pleasant position 
Phone or write, V. C. Anderson, Adver- 
tising Manager, Prairie Farmer, 1230 
Washington Blvd., Chicago 7, Illinois 
POSITIONS WANTED 
| LAYOUT ARTIST, young woman, desires 
employment in advertising agency. Eight 
years solid experience in creative layout, 
keylining, finished art. All types of ac- 
counts. 
Box 4370, ADVERTISING AGE, 
| 200 E. Illinois St., Chicago 11, IIL 
SPACE SALESMAN, 29 colle ge gr: aduate, 
experienced, aggressive, N.Y.C. area 
Box 4371, ADVERTISING AGE, 
| 801 Second Ave., New York 17, N. Y. 
COPY MAN SEEKS 12-G POSITION — 
| Though this squib may do nothing more 
than pique your curiosity, it concerns a 


TODAY, March 6, 1952, 


ment. 


the next 30 days. 


A BRAND NEW MARKET 


the Canadian Dollar is worth ; of 1% 
more than the American Dollar. All foreign exchange restrictions on 
doing business in Canada have been lifted by the Canadian Govern- 


In order to wind up an Estate, I offer for quick disposal a mailing 
list of over 300,000 householders located all over Canada. All mailing 
equipment is also available. This goes to the best offer I receive in 


MAITLAND STEINKOPF 
806 Somerset Building 
Winnipeg, Man., Can. 


presently-stifled talent, a highly imagi- 


native creative space-writer worth $20,- 
000 (in ideas alone} who is yours for 
slightly over half that amount. Agency- 


experienced in 100 products from cereals 
lt to cemeteries, girders to girdles. 
oy | 4372, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 
| CREATIVE LAYOUT MAN ART DIREC- 
tor. 18 years Experience Wishes to locate 
out of Chicago. 
| Box 4373, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 

CREATIVE-CONTACT EXEC TEAM 

Seasoned, versatile man and wife team, 


To a One-Man Agency 
that Wants to Grow 


Highly regarded Chicago 4A agency 
can offer you adequate facilities and 
cooperation of skilled staff to multiply 
your own efforts. Ideal working rela- 
tionship in closely knit group. Op- 
portunity to share in ownership (op- 
tional). We are not interested in a 


broad creative-service background in all - : 
types accounts, doing volume work and|| vest pocket account operation but in 
directing others in new business presen- man who will be an active, producing 
tations, campaign planning, copy, mer- f toast All sealics 
chandising, publicity, radio, TV. Ideal part of our organization. epics 
for branch office or “tired’’ agency owner kept in strict confidence. 

needing trustworthy key personnel. MUST Write Box 92 Advertising Age, 

oy 


be substantial, secure offer 


| Box 4374, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, HL 


211 E. Ilinois St., Chicago 11, Il. 


AD PRODUCTION EXPEDITER would 
like opportunity with manufacturer. 5 
years 4A _ production-traffic-art experi- 
ence. A deadline hustler with solid back- 
| ground in coordinating advertising, sales 
promotion and temperamental people. Age 
27, Single, will re-locate, $5200. 
Box 4375, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 
TV-RADIO 

COPY SPECIALIST 
Wants convincing word from someone that 
there’s a better job around than the one 
he has. Thorough station and agency 
background, including top network TV 
writing and production; national account 


ACCOUNT EXECUTIVE— 
COMMERCIAL FEEDS 


Large mid-western agency hos ex- 
cellent opening for a long-expe- 
rienced feed advertising man with 
farm background. 

Write particulars to Box 96, Adver- 
tising Age, 200 E. Illinois St., Chi- 
cago 11, Ill. 


films and spots, plus all variety locals 


and regionals. Better job would include 
some security with an organization re- 
ceptive to ideas - and a salary between 
fifteen and twenty thousand to justify 
relocating his family and future 

Box 4376, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 
ABLE ASSISTANT - 8 YRS. EXPER. 
with mfgrs. handling copy, roughs, pro- 
duction. Male 29. $325 mo. Now employed. 
Box 4377, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


PROPER REPRESENTATION 
CAN MAKE 
THE 


REPRESENTATIVE: 
“BRANDS YOU KNOW” 


“Brands You Know”, established group- 
couponing program now in second year 
in the West, wants top man as Chicago 
representative. Contact food and drug 
manufacturers in mid-West to arrange 
participation in scheduled coupon mail- 
ings. Present participants are among na- 
tion’s largest and finest companies. Rep- 
resentative can also offer complete and 
efficient direct advertising and merchan- 
dising services in Western areas. Direct 
advertising, food merchandising or agency 
background desirable but not essential 
Caliber and ability of individual para- 
mount. Write. giving complete personal 
and business history. State if wish con- 
fidential. Interview will be arranged in 
Chicago, fos 7, 8. or 9th 
x 91, Advertising Ag 
200 Mlinois St., Chicago 7. bibl 


Big-City Opportunity 
Away From Big-City Strain 
Financially-sound, long-established, 4A 
agency located in Southwest, has an 


creative copywriter—man or woman. 
Here’s an excellent opportunity for a 
person capable of handling a substan- 
| tial work load to establish a perma- 
nent home in a progressive community 
| in one of America’s leading resort and 
|} health areas. Must have solid agency 
background writing for all media. Tell 
us all about yourself in your first letter. 
but no samples, please. Write Box 95, 
Advertising Age, 200 E. Illinois St., 
| Chicago 11, Illinois. 


| creative c opening for a competent, 
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Jones & Laughlin 
to Begin Campaign 
to Build Prestige 


PittspurGH, March 18—Jones & | 
Laughlin Steel Corp. will tee off | 
‘ a 1952 prestige-building ad cam- | 

’ paign next week. 

The campaign includes a series 
of 17 “behind the J&L trademark” 
ads to be run in Business Week, 
Iron Age, Newsweek, Steel and 
U. S. News & World Report. All 
ads will be four-color bleed pages 


A Research Program anh o Singhs Obie cre 


f= Jones 4 Lavomin Site: Tompumanion 
= verre ry - 


and will run at two and three- 
week intervals. The ads also will 
be adapted to 728-line ads for the 
Wall Street Journal. 

R. D. Mossman, J&L ad mana- 
ger, said that this type of adver- 
tising has been developed to build 
prestige for J&L with customers, 
prospective customers and the 
public. It also acts as a morale 
booster within the corporation, he 
added. Besides that, he said, the 
series should help attract bright 
young technical people to J&L. 

Running parallel to this cam- 
paign is J&L’s product advertising 
campaign in trade journals. 

The agency for J&L is Ketchum, 

' McLeod & Grove, Pittsburgh. 


Names Cressey Ad Manager 
Smithcraft lighting division of 
A. L. Smith Iron Co., Chelsea, 
Mass., has appointed Richard Cres- 
sey, formerly an account executive 
and copy chief of Callaway Asso- 
ciates, Boston, its ad manager. 


MAS eae 


Advertising media, 


will be accepted. 


stated. 
4. It must be received before 


tribution. 


Illinois St., 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The fifth annual Market Data Section of ADVERTISING AGE 
will appear in the May 12 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations and others. 

The data will be described briefly, and classified 
market or geographic area, thus providing a comprehensive in- 
dex of all available market data in all fields. 

Last year, approximately 1,000 separate pieces of market data 
were listed in the section, and readers of ADVERTISING 
in requests for nearly 25,000 individual pieces. 
associations, 
invited to submit market studies or compilations for 
in this master list. There is no charge for such listings, but the 


material must measure up to the following standards: 
1. It must be current. Nothing published prior to June, 1951, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and agen- 
cies, preferably without charge. 
conditions are attached to its distribution, this should be clearly 


Market data material scheduled for publication before Sept. 
1, 1952, will be listed in a “not yet published” tabulation, pro- 
vided that a 100 word description of each such item reaches 
-\DVERTISING AGE before April 15. The description must include 
probable date of publication and any conditions attached to dis- 


Actual copies of all other material to be listed should be ad- 
dressed to the Market Data Editor, Apvertisinc Ace, 200 E. 
Chicago 11, with any necessary explanatory notes. 


by type of 


AGE sent 


trade groups and others are 
inclusion 


If there is a charge, or other 


April 15, 1952. 


Hanson Heads Marketing 


Junior Toy Corp., Hammond, 
Ind., a subsidiary of American Ma- 
chine & Foundry Co., has ap- 
pointed Magnus H. Hanson, for- 
merly v.p. and general manager 
of Porter Chemical Co., Hagers- 
town, Ind., its director of market- 
ing. Raymond A. Boos has been 
promoted from assistant sales 
manager to sales manager. 


Promotes William Sykes 


William F. Sykes, who has been | 
on the advertising sales staff of} 
Atlanta Newspapers Inc. 
February, 1950, has been pro- 
moted to assistant general adver- 
tising manager. The company pub- 
lishes the Journal and the Consti- 


‘Holiday’ Adds Feature 


Holiday's July issue, called the 
“Travel U.S.A.” edition, will in- 
troduce for the first time a 


monthly directory for city hotels. 
The new section is designed to 
attract business and pleasure trav- 
elers. The hotel advertising col- 
umns will be geographically ar- 
ranged by states and cities. Also 
to be grouped in this section will 
be display ads ranging from half- 


| inch to one-eighth page insertions, 


! under the heading “City Hotels 
for Business Trips, Weekends, Va- 
cations and Holidays.” This is be- 


since | lieved to be the first special ad 


section for city hotels in any na- 
tional magazine in this country. 


Frank Verbest, Citizen, Wins in Battle 


with Frank Verbest, President of Blatz 


MILWAUKEE, March 18—Frank 
Verbest of Blatz Brewing Co. was 
busy putting on and taking off 
hats last week. 

As a citizen of Milwaukee, he 


protested against a proposed score- | 
board in the city’s new multi-mil- | 


them—were as follows: 
1. He did not feel that outdoor 
ads should appear in public parks 


or public buildings. He said that | 


a community center where, in 
time, the city would entertain “re- 
turning military heroes, Presi- 


lion-dollar stadium. The projected | dents of the U. S. and cultural and 


board would carry advertising. 


Then, putting on the hat he! 


wears as head of Blatz, he said 
that the company would like to 


|bid for space on the board if a 


scoreboard carrying advertising 
were erected. 

When the county park commis- 
sion offered to let an advertiser 
build the scoreboard and put his 
advertising on it—or at least buy 
space on the board—Mr. Verbest 


| offered $5,000 toward building a 


t Account Executive and New Business 

! Man or Advertising Manager wants coa- 

} nection in deep south. 20 years N. Y. | 
Agency know-how with southern man- 
e j ners, Average earnings $20,000. Mary | 
fi Campbell Agency. 165 W. 46 St.. New 
See York City. 


COPY-AND-CONTACT 

MAN WANTED 

to ‘“‘team’’ on and later 

direct important industrial 

account—plus others when 
you’re ready 


This opening with a highly re- 
spected, 
not only pays a good salary to start | 
but offers a clear road to senior 


long established agency 


* responsibilities and earnings. Al- || 


lows you to either specialize in 
I: industrial field or also work on con- 
; sumer marketing. Requirements 
4 are age 30-35, at least 5 years 
agency experience preferably in- 
cluding construction or materials |} 
handling equipment, merchandis- 
ing sense as well as copy ability, 
and the disposition to do and re- 
quire only top grade work. 

You'll like this midwestern city, 
this agency, its clients. Send history 
and samples (which we'll return) 
with your first letter. Box 94, Ad- 
vertising Age, 200 E. Illinois St., 
Chicago 11, IU. 


‘= Mr. 


scoreboard which “would carry no 
commercial advertising whatso- 
ever.” 

At the same time Mr. Verbest, 
|along with others, submitted a 
sealed bid—as the commission had 
requested—fer the privilege of 
putting Blatz’ name on the score- 
board. 


Verbest’s stands—each of 


MAGAZINE WANTED 


We want a Trade Magazine, having ad- | 
pects that 


vertising pros t should use the 
ublication. We would like to sell the 
Tos cts on a commission basis. For a 
number of ey we have been very suc- 
cessful, selling space to Mid-West adver- 


Box 90, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


| tisers 


DO YOU BUY 
OFFSET LITHO 
ON A BIG SCALE? 
If so, it is worth your while to 
consider this source which offers 
preparatory work, plates, press 
work (to 68% inch two-color) 
and bindery services which are 
absolutely tops in quality but 
priced 
TO SAVE YOU MONEY 
For full information contact 
JOHNSON PRINTING 
2219 Galloway Street, Phone 6127 
Eau Claire, Wisconsin 


community gatherings of all 
types,” was no place for com- 
mercialism. He offered to assist in 
raising whatever funds were 
needed to erect an adless score- 
board. 

2. He admitted that Blatz 
would be willing “to pay a high 
price for the opportunity to ad- 
vertise our product” where such 
distinguished groups and individ- 
uals met. 

Evidently, the Blatz president's 
words added weight to an already 
growing public protest. Because of 
the public’s objections, the com- 
mission returned all bids unopened. 


® Other bidders for the privilege 
of erecting or using the score- 
board space were Miller Brewing 
|Co., Pabst Brewing Co., Joseph | 
Schlitz Brewing Co., and Spencer | 
Display Corp., New York. 

Net result of the hat wearing 
ceremony—even if unintentional | 
—is the fact that Mr. Verbest has 
made sure none of Blatz’ com- 
petitors would outbid the com- 
pany for one of the choicest spots 
in town. | 
| 
Crawford Clothes Expanding 

Crawford Clothes Inc., New 
| York, has begun an expansion pro- | 
|gram through which it hopes to | 
jhave 100 outlets by the end of | 
| 1953. The chain recently opened | 
its 69th unit in Silver Spring, Md., 
and next month expects to open 
two more units, in Arlington, Va. 
and Brooklyn. This will make six 
new openings in about as many 
months. 


ste Two to Board 

. W. Ayer & Son, Philadelphia, 
m.. ‘elected two new directors to 
its board. They are John D. Up- 
ton, v.p. in charge of New York 
service, and James M. Wallace, 
v.p. in charge of the creative pro- 
duction board. Mr. Upton joined 
the agency in 1936. Mr. Wallace 
joined Ayer in 1926. 


Nagle Elected President 

Robert N. Nagle of Display Sales, 
Cincinnati, has been elected presi- 
dent of the Ohio Valley Screen 


Process Printing Assn. 


tution. 


Appoints DuFine-Kaufman 
Tuller Fabrics Corp., New York 


importer 


silks and novelty fabrics, 
pointed DuFine-Kaufman, 
York, to handle its advertising. 


Schoch Joins Geare-Marston 

Richard Schoch, 
Richard A. Foley Advertising, Phil- 
adelphia, has joined the copy de- 
partment of Geare-Marston, 


adelphia. 


manufacturer of 
has ap- 
New 


and 


formerly with 


Phil- 
| 


Jo a Copywriter. 


READY TO 


MAKE A CHANGE 


OMEWHERE there is a man, age 28 to 49, 
who will find at Abbott Laboratories the 
copywriting opportunity he has been seeking. 

He has been turning out good copy and ideas tor 
three or more years, but his agency or company is 
too small or too narrow for him to grow, too big 
or too superticial to recognize his merit. He has 
a lively imagination. He thinks logically. He likes 
to dig for selling points—and has the ability to 
put them on paper in an interesting and persuasive 
way. If he does not have a medical or pharmaceutical 
background, he is experienced enough to recognize 
that product knowledge can be acquired and sales 
principles applied the same as in any other kind 
of advertising. He is earning much less than five 
figures now, but we'll pay him enough to make 
the change worth while—then keep him satisfied 
so long as he does the same for us. He'll find room 
to use his full talents, for all of our work is done 
When he 


finds a place to live—and we don’t pretend that’s 


within and by our own organization 
easy—he can enjoy suburban living near his work 
or commute from Chicago in an hour against, not 
with, the heavy traffic. He will not bother us with 
a casual telephone inquiry—he will write a letter 
outlining his experience and educational back- 
ground, and enclose samples of his advertising work 
and other writing that indicate imagination. We 
hope he will write us tonight—for we'd like to have 
him start with us soon, and stay a long, long time. 
NOT 


WRITE—DO PHONE 


R Blayne McCurry, Asst’ Manager, Advertising and Publi Relations 


Abbott Laboratories 


NORTH CHICAGO, LINOTUS 
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Fellows Blames 
Broadcasters for 


Their Troubl 
New York, March 20-—Broad- 
casters have only themselves to 
blame for the industry’s current 
state of affairs 
This opinion was voiced by 
Harold E, ‘Fellows, president of 
the National Assn. of Radio & 
Television Sroadcasters, in a 
EXTRA 
Photos in odvertising out pul! 
line or wosh drawings by 
aimost 50% Adv. Research 
Fd. survey proves. Write 


for Proofbook |-A of copy 
stimulating photos evailabie 
SINGLY or money-saving sub 
scription pion 
EVE*CATCHERS, inc. 
207 E. 37th St., MW. Y. City 16 


one 


peech before the Radio Execu- 
tives Club here today. 
“You can blame it on the tre- 


mendous pressures that the in- 
dustry itself brings upon each of 
us. Or we can blame it, if we wish, 
upon the confusion introduced 
when television started sweeping 
the country...The truth of the 
matter we must blame it upon 
ourselves,” he 


is, 


said 


8 “The ills that have been visited 
upon us within the last few months 

the palaver about rate cutting 
in radio, the echoes about the 
morality of television, the moves 
to set up government agencies to 
supervise us as if we were mis- 
chievous children, the laments of 
the professors—these are ills we 
brought upon ourselves and our 
profession through neglect. We 
didn’t meet the issues together, as 
we should have. Whatever mala- 
dies now beset “us, we deserve 
and it’s time to do something about 
cure and prevention 


“Many of these afflictions are 
imagined 
“First, let me put aside this 


perennial question of ‘what is tele- 
vision going to do to radio?’ Noth- 
ing that is not good for the Ameri- 
can people, and if it’s good for the 
American people, it’s good for free 
enterprise. .. The truth of the mat- 
ter is that in the history of the 
civilized world, no mass medium 
which has captured the attention 
and confidence of the people has 
failed as an industry 


8 “Beyond this, any effort to di- 
vide radio and television in the 
area of their mutual problems 
must be viewed as an unfriendly 
act. These mutual problems are 
many. Radio and television are 
blood brothers and they have a 
symbol to prove it. It’s called a 
license. As long as it exists, and 
there’s little support for any theory 
that it will cease to exist, radio 
and television have common prob- 
lems of such magnitude that to 


IF YOU WANT YOUR CATALOGUE...OR 
BOOKLET...OR HOUSE ORGAN... TO = 
READ FROM COVER TO COVER... 


he gure 


yer 


MATERNITY 


PREFERABLY, a cover of 
BUCKEYE or BECKETT—the good-look- 


ing, long-wearing cover stocks which have 


long been the first choice of admen and printers 
everywhere. 13 colors, 9 finishes, to choose from 
in the BUCKEYE line; 10 colors, 9 finishes, in the 
lower-priced but very attractive BECKETT line. 
New sample books on request. 


THE BECKETT 
PAPER COMPANY 


MAKERS OF GOOD PAPER 
IN HAMILTON, OHIO 


SINCE 1848 


March 24, 1952 


Advertising Age, 


STILL ‘FEMINEERED’—International Harvester is using a French maid theme in its 
1952 refrigerator point of purchase material. At left, a full-size French maid cutout 


holds a panel listing the “femineered’’ 


features of the ‘52 refrigerators. Atop the 


refrigerator a flasher and door stopper call attention to Tri-Matic defrosting and 
color inside and out. At top right is a full-color, full-line poster that is very popular 
with dealers and distributors, 1H says. Immediately below that are four door stickers, 
and below them is o 14x40” full-color window streamer. At bottom right are eight 


model, price and feature cards—one for each model in the ‘52 line. The 16-piece 
display package, which the company values at $20, is offered to dealers for $7.50 


under the company's cooperative program. 


| divide their interests is unrealistic.” 


The NARTB head called on ra- 
dio and video to join hands “to 
protect ourselves against any un- 
fair demands (from unions, music 
licensing organizations, copyright 
lawyers and others) which would 
threaten the economic stability of 
| this great industry.” 
Joint effort also is needed, he 
|} said, to see that the government 
agency administering the laws re- 
| lating to broadcasting “does not 
| submit to the ever-present tempta- 
| tion of going beyond limitations 
(prescribed by law) on excursions 
that abridge our basic freedoms.” 


@ “We have a family problem too 
...we must behave in such a 
fashion that none can challenge 
the honesty of our purpose nor 
the goodness of our basic charac- 
| ter,” Mr. Fellows said. “I believe 


| and television is following suit in 
establishing a reputation for in- 


gets for the pens of the critics, as 
| we should be... 
a oneness in the desire of broad- 
| casters to improve constantly the 
| pattern of programming and ad- 
vertising heard and seen by the 
public. This 
{solve after proper evaluation of 
the things that are said before us. 


of 


radio has done a remarkable job} 


tegrity. It is true that we are tar- | 


But there must be | 


is our problem to! 


“To surrender its solution to 
some other agency, private or 
public, is the first step toward dis- 
aster. 


® “And as we would not surrender 
this right to govern our own be- 
havior justly and considerately, 
neither should we surrender the 
right to determine our own rules 
business conduct—including, 
but not limited to, placing a fair 
price on the service we have to 
sell... 

“There’s an interest we share 
with other media whatever their 
nature. That is the need for ag- 
gressive selling of advertising for 
advertising’s sake—a lofty cam- 
paign, if you will, that rises above 
the elbowing and jostling of day- 
to-day competitive selling. There 
seems to be quite a tendency today 
to prove your virtue by question- 
ing somebody else's chastity. The 
most prominent example is in 
politics, of course—but it’s going 
on in advertising, too. 

“People are calling names. It 
can be a refreshing exercise in the 
sanctity of a clubroom, of the of- 
fice, or of a limited forum such as 
this, but it places all of us identi- 
fied with advertising, and the pro- 
fession itself, in jeopardy when 
these alley fights take place on 
the main streets in America.” 


America’s finest 


photoengraving 
| plant 


COLLINS, MILLER & 


HUTCHINGS, Inc. 
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Scheideler Lists Many Merits 
of Self-Liquidating Premiums 


| of his tota] volume. 
| This is all possible because of 


Causes Brand Loyalty |mechanical buying. The public 
buys mechanically because of: (1) 


to Dro i 
P, Says Weiss | standardization of merchandise 


Hor Sprincs, Va., March 19—| Values; (2) acceptance of values 
Premiums don’t take the place of When featured by a known name; 


straight advertising, but they do| @"4 (3) the immense change in 


Mechanical Buying 


enable an advertiser to induce hesi- | 


tant consumers to sample a brand! 


family income, making “almost our 
entire nation one vast middle 


of goods, and they do test the re- | Class.” 


ANA Meeting 


sponsiveness of a medium or audi- 
ence. 

That's what Joseph Scheideler, 
president of Scheideler, Beck & 
Werner, told the ANA here today. 
He stuck to discussing the self- 
liquidating premium, saying that if 
“you plan to put a tax on your 
merchandise (i.e., a free premium) 
you are better off working out a 
money deal for the consumer, such 
as a 1¢ sale or a half-price sale.” 

Also, he thinks even the small 
cost of a self-liquidating premium 
enhances its value to the consumer. 


® He showed three examples: a 
Sterling salt package which offers 
two premiums, one on the label, 
one on the can band. It produced 
more than 100,000 new customers 
at 144¢ each. Two kitchen tools 
brought 440,000 requests, of which 
more than 200,000 were new users, 
and 50% of these became repeat 
customers. 

A Sweetheart soap pin and ear- 
ring deal worked like this: the pin 
required a wrapper and 25¢, and 
the pin brought in returns at 2!2¢ 
each; the earrings were acquired 
in the same way, and from 25% 
to 65% of the people were induced 
to make a second purchase. 

The agency sent a sample pack- 
age of Blu-White flakes out with 
the premium on Sweetheart soap, 
in place of the usual wrapping pa- 
per, and more than 45% of the 
people who received the sample 
and tried it have bought an initial 
package of Blu-White. 


8 Finally, Heublein will shortly of- 
fer two cocktail glasses for a dol- 
lar, the glasses usually retailing 
for $12-$15 a dozen. “If successful,” 
Mr. Scheideler noted, “I believe 
that the repeat factor is pretty ob- 
vious.” | 

Premiums, Mr. Scheideler said, | 
helped to put Sweetheart soap into 
a virtual tie for second place 
among the seven leading brands, 
up from fourth place a few years 
ago. Blu-White flakes now lead 
their field, and took just six years 
from a cold start. 

He cautioned that proper use of 
premiums actually enhances prod- 
uct prestige, and warned that tim- 
ing in premium promotions is im- 
portant—as prospects can tire of | 
being bombarded. | 


se E. B. Weiss, Grey Advertising 
v.p. and director of merchandising, 
told the ANA his familiar story on 
robot merchandising and giant re- 
tailers. He said 100 huge retail or- 
ganizations do about one-third of 
over-the-counter business (this 
eliminates automobiles, which ac- 
count for 20% of retail volume). 

For instance, he reported that 
Sears, Roebuck, Montgomery Ward 
and J. C. Penney sell about 25% of 
the nation’s total sheet volume. 
Some 200 retailers do about half the 
total cosmetic volume, some 200 
retailers do about half the hosiery 
volume, and one large food com-| 
pany found that 65% of its total 
volume is done with some 200 of 
its retail outlets. 

Mr. Weiss reported that 10% of 
a manufacturer's accounts fre- 
quently now give him 80% to 95% 


's So mechanical has buying be- 


come, Mr. Weiss said, that when 
women walking out of a super- 
market are asked what brand 
they’ve just bought, the error per- 
centage exceeds 20%. 

With mechanical buying and ro- 
bot (i.e., largely self-service) sell- 
ing, Mr. Weiss thinks he sees some 
danger signs: (1) drooping brand 
loyalty; (2) increasing willingness 


to buy competing brands; (3) fast- 
er shopping inside the store (mov- 
ing a brand of coffee down two 
feet on shelves cut its sales 30%); 
(4) the increasing availability of 
different kinds of merchandise in 
different kinds of outlets; and (5) 
the public’s obvious acceptance of 
self-service and self-selection. 

This poses a problem for manu- 
facturers, Mr. Weiss feels, who) 
must devise “genuine” product fea- | 
tures. Also, the only way to break 
the grip of robot retailing is, 
through consumer preference, and / 
“it strikes me as mandatory for ad-| 
vertising to break through these’ 
shackles of uniformity, these 
shackles of robotism.” 


s John C. Maddox, assistant to 
the president of Fuller & Smith & 
Ross, put in a plug for market re- 
search. Too often, he said, is mar- 
ket research dismissed as being 
expensive and time-consuming, or 
because it’s hard to persuade the 
munagement to buy it. 

Mr. Maddox says management 
often fails to employ marketing 


research regularly, as a standard 
auditing procedure of their com- 
panies’ positions in the market. 
When they do, it is usually con- 
fined to quantitative measurement. 

And he showed charts of meth- 
ods to determine product perform- 
ance, using methods which are 
fairly inexpensive, and applying 
to fields where no audits now exist. 


® He also advocated that the ad- 
men do some of the research them- 
selves, arguing that a two-week 
trip, making about 50 calls, will 
give anyone a first-hand knowl- 
edge of a situation. 

Finally, Mr. Maddox feels that 
advertisers should be more daring 
in applying marketing research to 
their problems. He believes admen 
should do “pure” research in their 
own industries, for changes in 
thinking in fixed patterns alone 
is worth the cost to many com- 
panies, > 
Introduces New Chemical 

Pollak Luminescent Corp., Chi- 
cago, has introduced a new chemi- 
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cal compound which it claims in- 
creases the light output stability 
of green neon signs by as much as 
200%. The company sent out St. 
Patrick's Day letters with green 
ties to distributors as part of its 
promotion. At the same time, trade 
publications in the sign field are 
scheduled to carry ads announcing 
| the new product known as Luni- 
}tone stabilized green. Triangle 
Advertising, Chicago, is the agen- 
cy. 

| 

| Griswold-Eshleman Promotes 
Two in Expansion Move 


Griswold-Eshleman, 
| has announced an expansion of its 
research and media departments 
| As part of the expansion, Paul M. 
Cramer has been promoted to di- 
rector of research and William A. 
Weaver has been advanced to me- 
dia director. 

Mr. Cramer joined the agency 
in 1944. For the past several years 
he has managed both media and 
research. Mr. Weaver was media 
| director until 1942 when he left for 
five years of military service 
Since his return, Mr. Weaver has 
been assistant to the agency's 
president, Kenneth W. Akers. 


Cleveland, 


“Here’s a refrigerator | want 
to see...!"ll find who handles 
it in the ‘yellow pages’.”” 


‘What a wonderful range! | 
must look in the ‘yellow pages’ 


to find who sells it."’ 


Classified?” 


“That battery commercial 
reminds me! Where’s the 


“Here's just the machine 


“Bet the Classified will tell 
me where | can look at this 


tool | want. I'm sure 
the Classified will tell 
me where | can buy it.” 


OE ARPT SAA ACMI De 


Is your product handled through 


Selective outlets? Then tell your 


prospects who sells it... 


..in the "YELLOW PAGES’ of 


FOR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS 
OFFICE OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA” 


the Telephone Directory <“S= 
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HOTOGRAPHIC REVIE 
AE RR ae 2! NAL 


F OGILVIE cake mixes 
HAROLD F. STANFIELD LIMITED | coyprtay Pi 
és the Advertising Agency for LDS viscose rayon - 

SYLVANIA lamps 


ee-2 : 
et corernses 


SELF PROMOTION VIA OUTDOOR POSTERS~Harold F. Stanfield products. The purpose of the outdoor campaign is to familiarize 
ltd., Montreal and Toronto agency, is using outdoor os a com white collar workers and executives with the advertising that 
bination medium to publicize both the agency and its clients’ their companies do. 


buy the 
ECONOMICAL 
FAMILY SIZE 


VETERANS Three veteran members of the staff of Station WFIL, Philadelphia, now 
celebrating its 30th anniversary, examine a crystal set in the Franklin Institute's 
COMMunications room. With earphones is Harold Simonds, local radio sales manager. 
Whe hos been with the station since it wos founded. On the left is Max E. Solomon, 
tele¥ision solesman who has been with the station 20 years. In the center is Engi . \ 

neering Supervisor Jack Schantz, ao veteran of 25 years with WFIL \\ — 

* " —w 

ed sizes 
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PRICE SAVER- Tying in with its Life ads, 
Bover & Black has designed this 29'2”- 


tape rolls for the price of three 


FIRST ENTRANT. Ready for that Miss Universe contest Catalina Inc. will hold this 
summer (AA, March 17) is Rosa Adela Prunell (center), who was selected as Uru 
gvay's representative beauty. The other girls were runners-up in a Uruguay contest 


ASSEMBLES A CAR—This wall display assembles a car in nine 
stages before the viewer's eyes. The action is powered by a 
unique motor developed by Carter & Galantin, Chicago, which 


EXTRA - ECONOmy 
a 


ASHER 


LOOKS GOOD TO US’—Client and agency executives approved advertising plans 
for Chicago & Southern Air Lines during a recent three-day meeting at Laughlin 
Wilson-Boxter & Persons’ offices in Houston. Left to right: W. R Laughlin of the 
agency; Sidney A. Stewort, president of Chicago & Southern; William T. Arthur, v.p WHIRLPOOL'’S NEWEST—Whirlpool Corp. is going all-out- 
in charge of operations of C&S; T. M. Miller, v.p. in charge of traffic and sales doors, it would seem, with such spectaculars as these. At left 

for the airline, and E. M. Richards of LWB&P. is a new sign at Wilshire and Vermont Ave. in Los Angeles 


designed and produced the Ford display. The view on the left 
shows the car before the action starts and the edijoining view 
shows the car after the assembly operation is completed. 


Actress Billie Burke helped in dedication ceremonies. At right, 
the newest of several Philadelphia signs, this one at 15th and 


Chestnut 


SOLID PRODUCT—This is o “Princess Eve’ counter card which Whitehall Pharmacal 
Co. will use to promote its new Chlora Stick deodorant. (Story on Page 1.) 


high fleer display. tt offers four Curity PRESENTATION—Dr. Victor W. Bennett (left), chairman of the University of Miami's 
marketing department and president of the new Miami chapter of American Market- 
ing Assn., received the AMA charter from Wroe Alderson, Alderson & Sessions. 
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Advertisers used more than 800 pages of run-of-paper 
color advertising in The Milwaukee Journal in 1951. In 
addition, The Journal published over 500 pages of R.O.P. 
editorial color during the year. All color advertising, 
inclyding roto and comics, totaled more than 1,700 pages.* 


This was the fifth straight year in which The Journal led 
the nation’s newspapers in R.O.P. color. This record vol- 
ume, plus continuous editorial experimentation, assures ad- 
vertisers in The Milwaukee Journal the best in newsprint 
color reproduction. New methods and techniques from cam- 
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i Color Advertis! 
-" oy i rds, Inc. 
Leading Newspapers if ROP aa Reco at 
As Measu | ba 
' 1,006, 
. Miwa eer picayune & States | vr st0 
. icone Tribune .. i 9.60 
4. Dallas News mi oy cP 736,703 
5, Dallas Times- me 708.388 
6. Houston Chronic e is 97 88 
7. Cincinnati Times 50 


Pek Netto EN Ci Mt 


Den site Seer 


ANY sy ath 


eras to presses, are constantly being tested on editorial 
subjects. Your color advertising in The Journal thus reflects 
experience and not experiment. 


If you have a new newsprint color ad approach, idea or prob- 
lem, we may be able to help with practical examples if you 
check with us before undertaking production. 


“All page figures include tabloid size pages in both advertising and edttortal 


THE MILWAUKEE JOURNAL 


“‘America’s Most Colorful Newspaper” 
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FOOD MEN FIND 


The Fabulous Southwest—12 counties in West 
Texas and 12 counties in Southern New 
Mexico—an excellent market for the distribu- 
tion and sales of all food products. 

The Fabulous Southwest has 137,800 families 
who buy more than $100,000,000 worth of 
food annually. 

Your products advertised in the El Paso Times 
and El Paso Herald-Post reach 57% of these 
families—and you buy BOTH of these papers 
at one LOW rate. 


The biggest hunk of the 
United States that 27¢ 
an buy. 


The Zl Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald -Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Represented nationolly by General advertising department, 


Scripps-Howord Newspapers and Texas Daily Press League Inc 
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Give Copywriters More Freedom, 
Watkins Urges; Lists Some ‘Bests’ 


Hot Sprincs, Va., March 19— 
The things usually criticized in 
advertising copy are similarity, 
“exclusive features” and “scien- 
tific proof,” Julian Watkins, group 


ANA Meeting 


head of J. Walter Thompson Co., 
told the Assn. of National Adver- 
tisers here today. 

In a plea to unshackle the copy- 
writer, Mr. Watkins asserted that 
many copy men could equal the 
peaks of the past, but they are 
held back “by too many confer- 
ences, readership studies, and oth- 
er forms of copy research directed 
by men who are didactic rather 
than creative.” 

“If you've sat on your writers 


Only 
LIFE International 
> _ has such 
| picture impact 


Ss LIFE INTERNATIONAL has unique picture 
fe! impact on government, business and pro 
fessional leaders like Sir Edward Bridges. 


head of Britain's Civil Service. 


acini. 


+ 


That is the why LIFE 
INTERNATIONAL gained more ad linage in 
11 other US. 


edition, 


main redeon 


than any international 


| And here are some other reasons why 
LIFE INTERNATIONAL ad linage con- 


tinues to climb: 


‘ LT. Quality cnr ulation of over 300,000 — a 
60,000 bonus over the 240,000) rate 


base. 


} 2. bstimated audience of 3,000,000— due 


to pieture unpact that attracts an aver- 


we ot LO readers per copy 


3. Largest page sive and finest full color 


reproduction — the prestige showease 


among US. international magazines. 


Well be glad to send you a free copy of 
‘e the new worldwide survey confirming LIFE 
INTERNATIONALS top-ol the-market 
coverage as well as the booklet. “Facts 


about LIFE INTERNATIONALS 


KLM EXECUTIVE APPRAISES 
LIFE INTERNATIONAL 


Hans Fischer, Manager of KLM 
Reval Duteh Airlines says: “We selected LIFE 
INTERNATIONAL as our first international adver- 
tising medium. Its circulation parallels KL W's 
worldwide network and it has prestige and picture 


impact on business and government readers — the 


Advertising 


men who travel most by air. 


areata | 


9 Rockefeller Plaza | 


- 18 N.Y. 
Seecuaseceneneeae “““C* 


Plan to attend the fourth Inter- 


national Advertising Convention, Hotel Plaza, New York City, on May 8. 


by dictating approaches, headline 
formulas, long or short copy,” Mr. 
Watkins said, “you'll get. . adver- 
tising with a very old sock and a 
very tired sell.” 


@ He insisted that hard selling 
copy and persuasive copy be kept 
separate. Readers want facts, but 
facts alone are not persuasive, be- 
lievable or interesting. “Most peo- 
ple have a woefully short memory 
for facts and a very long leash on 
emotion,” he observed. 

Mr. Watkins, who wrote “The 
100 Greatest Advertisements,” 
listed a number of advertisements 
he thinks show their writers have 
creative freedom. These are, he 
said: 

The Life Saver campaign. 

Lewyt vacuum cleaners. 

General Mills. 

The Merrill Lynch campaign 
“a great first in its field.” 

The Shell Oil campaigns—‘one 
and all.” 

The Guinness Stout copy. 

The Hathaway shirt campaign. 

The Ford Truck campaign—‘“a 
terrific job of facts presented with 
point and speed.” 

American Airlines—‘especially 
the small space stuff.” 

The Kraft cheese campaign. 

Electric Light & Power Com- 
panies—‘“consistent excellence in 
institutional advertising.” 

Pan American. 

New York Life Insurance Co. 

John Hancock Mutual Life In- 
surance Co. 

New Kellogg Corn Flakes cam- 
paign written by the kids. 

Chrysler campaign last year. 

Singer sewing machine's “Learn 
to make a $10 dress look like a 
$100 dress.” 

DeBeers diamonds—“like dia- 
monds themselves—good through 
the years—and a credit to adver- 
tising.” 

Warner-Wonderful thrifties 
“the outstanding job in the field.” 

Wallachs in New York. 

The “HELLO” campaign for 
American Meat Institute. 

Pillsbury cake mixes. 

Pacific sheets. 

Tide. 

Pond’s Cream—*a success story 
almost without parallel.” 

The Dill’s Best TV commercials 
— ‘not one single case of ear ir- 
ritation due to listening to Dill’s 
Best commercials.” 


s Mr. Watkins cited the following 
kinds of advertising as “in-a-rut”: 
Television advertising, tire adver- 
tising, most motor car advertis- 
ing, dentifrice advertising, cigaret 
advertising, liquor advertising, 
magazine-newspaper-radio adver- 
tising, and soap products and de- 
tergent advertising. 

“What I’m worried about,” Mr 
Watkins confessed, “are the forces 
that tend to stifle copy today: the 
proved approach, the readership 
studies, the compromises necessary 
in the plans board or group meth- 
od of operation, the closed-mind 
attitude of so many advertisers, 
the tendency toward gimmicks and 
lack of believability in much ad- 
vertising.” 


s The same notion was expressed 
by Ruth West, copy supervisor of 
Compton Advertising, who ad- 
monished the ANA against ad- 
dressing the individual woman as 
if she were a crowd. 

Further, she urged the “men 
at the top” to protect a fresh ad- 
vertising idea until it’s established. 

“Who knows how many billion- 
dollar ideas have died in their in- 
fancy for lack of protectors?” she 
asked. Only top men in companies, 
she said, have the strength to sup- 
port originality. 
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1952 


eo a. SORA a eae See 


February Advertising Pages and Linage in National Magazines 


Ofticial figures as compiled by Publishers Information Bureau 


Weeklies, Bi-Weeklics, Semi- Monthlies 


Capper's Weekly 


“Christian —— annie aia 33 
Collier's Paobince ase00e oe 103.1 
Cue .. 64.0 
DP eutigchkearabenteusedaen 18.2 
SR ree 277.7 

Shenseddais 98.7 

New Yorker ..... 241.0 
ED Récdasisanacs< 233.5 
Pathfinder . scnak 37.2 
*Presbyterian Life .......... 13.5 
EE Seeing camccese 21.0 
Saturday Evening 275.2 
t*Saturday Review .......... 618 
"Sporting News .......... 19.4 
i githatiithanddasedes 256.4 


1952; four issues in Fe 


———— Pages——_-_-___—.. 
Feb. dan.-Feb. Jan. -Feb. 
1951 1952 1951 

44 09 8.3 
26.3 30: 53.5 
123.5 168.4 205.1 
99.5 144.8 174.6 
17.2 33.7 35.5 
294.5 467.6 518.3 
122.8 181.6 213.7 
248.3 430.4 447.6 
19L5 412.5 405.4 
41.2 68.0 63.3 
10.1 23.6 20.1 
17.0 43.0 27.0 
280.3 485.1 537.1 
42.7 103.3 108.1 
17.3 39.8 40.4 
259.4 x 521.0 


[5 
ne 


Serosetee 
FPROLNKRARASO 


i 
- 
J 


92.3 


‘Feb. 
1952 


Larger page ‘size (429 lines) ‘in ae 


7,651 


66, 

23,110 

17,188 
38 


1951 


4,142 


25, 2 5 
36. 337 
19,251 


’ 

Women's 
*American Family ........ 17.8 9.9 28.5 
“Better Living ........... 43.2 aaa 63.8 
TE Ccecevcaveses 39.3 22.0 66.7 
.  . seen 73.2 614 1118 
Good Housekeeping ......... 122.1 1311 187.0 
*Holland’s Magazine ......... 22.7 29.7 35.4 
ara 51.9 58.5 78.6 
Ladies’ Home Journal ........ 90.2 1012 146.5 
McCall's Magazine .......... 73.3 74.5 118.0 
Parents’ Magazine .......... 53.6 58.7 85. 
EE, Ganctice sas 97.1 92.0 151.7 
Today's Woman .......... 53.9 614 80. 
“Western Family: 

Southwest Edition 40.1 44.9 70.0 

Mountain Edition 33.7 — 58.0 

No. Calif. Edition 35.9 38.0 63.1 

Northwest Edition ...... 37.7 43.0 65.4 
*Woman’s Day .......-..-...- 83.8 75.4 136.9 
Woman's Home Companion oe 62.7 80.5 oes 

Total Group .......... 881.7 901.2 2.3 
= Not included in totals. “Started publication in May MOL. 


in September 1951. 
General 


1, 
"See note at 


end of linage tabulation. 


1,861,890 1 
SFive issues i 


Lines ——_-__- —- 

Jan.-Feb dan. an.-Feb 
1952 1951 
24,491 18,535 
20,733 22,130 
114,543 139,411 
62,085 74,913 

35,395 37,2' 
317,934 25 
123,475 145,275 
184,457 192,081 
172,998 170,031 
28,573 6.596 
9,920 8,466 
329,819 365,119 
43,386 46,365 
43,165 43,884 
213,207 218,724 

137,709 84,7 

945.7 


12,260 7,274 
27,300 —_—_ 
28,588 73% 
47,886 402 
80,037 83,274 
15,182 19.231 
33,610 38,2 
615 115,151 
80,276 80,838 
36,623 40,767 
103,155 101,583 
34, 39,591 
30,015 32,777 
4,880 —_ 
27,050 28, 382 
28,062 31,598 
540 53,162 
71,861 98S 
937 ~ 762,977 


731, 
‘Started publication 


"American Artist ... 33.6 35.8 58.2 69.3 14,106 15,013 24,446 29,060 
*American Forests .... 13.3 12.6 27.7 25.0 5, 292 11,648 0,500 
American Legion ..... 20.2 16.0 36.4 29.7 8.472 6,723 15,306 12,497 
American cogeie vaowune 26.3 32.3 45.4 53.4 11,059 13,578 19,087 22,418 
 , eee 19.4 16.2 28.9 25.5 8,317 949 12,422 10,943 
Pere 344 19.5 53.0 35.6 14,456 8,183 22,268 14,924 
“Christian Herald 40.6 44.2 82.6 82.9 17,414 18,947 35,412 35,567 
*Columbia .... 7.4 7.6 12.5 13.1 5,061 187 8,513 8,893 
Ce ere 13.0 25.0 21.0 38.0 2,366 550 3,822 6,916 
Cosmopolitan ...... 32.9 37.3 58.5 71.6 14,115 15,983 5,050 30,697 
*Eagle Magazine 8.2 7.9 15.6 14.8 3,447 297 6,555 6,193 
. __ sper ep peer 46.8 48.3 90.9 85.8 31,838 32,810 61,825 58,310 
Elks Magazine 10.2 8.4 18.2 16.2 4,391 3,576 7,859 6, 
PE Svteccoes 35.7 33.0 107.5 96.4 24,263 22.440 73,087 65,626 
*Extension 24.2 25.9 41.8 42.1 16,630 17,829 28,708 5 
CEE dhividiesnascvns 22.6 32.0 39.0 53.2 9,657 13,740 16,648 22,799 
*Grade Teacher . - ‘ 44.2 42.1 62.3 57.0 19,501 18,587 27,462 25,174 
Harper's Magazine ... 18.0 15.7 31.9 28.4 7,527 59S 13,374 11,879 
GE  oxsseges 48.3 47.3 83.6 86.1 32,821 32,117 56,762 58,449 
t*Improvement Era ......... 24.5 25.4 47.1 47.9 10,285 10,785 19,758 239 
reer 38.1 26.2 51.2 35.5 6,067 7,902 5,056 24,253 
*Motor Boating ... 65.9 59.5 225.6 221.8 38,749 34,986 132,657 130,622 
National Geographic ..... 38.4 35.3 62.7 60.8 9,133 8,390 4,904 14,459 
. .. 2a 27.4 24.3 50.7 41.1 18,620 16,546 34,483 7,940 
“Promenade 17.2 17.8 38.1 37.9 7,364 650 16,337 16,266 
Redbook Magazine ..... 21.1 25.5 37.3 43.3 9,035 10,943 15,977 18,550 
.. . rer 119 7.2 18.4 12.3 4,993 024 7,720 5,159 
ie Eee 11.3 12.8 11.3 12.8 7,560 8.610 7,560 8,610 
og, eee 4.2 3.7 4.2 5.7 1,804 601 1,804 2.474 
Town & Country . 77.6 87.1 135.7 127.5 52.094 58,499 91,143 85,634 
era 22.4 27.6 33. 40.8 608 11,826 14,449 17,524 
CH 6. nScewtsuecwesns 57.4 53.9 207.7 197.1 33,751 31,693 122,127 115,895 
Total Group ........ 901.2 $96.9 1823.1 1,890.1 470,740 463,644 974.865 943,296 
tLarger page size (429 lines) in 1951. #Not included in totals. {January-February issues combined. §No January 1952 issue. 
Home 
American Home .......... ‘ 53.9 56.1 95.7 97.2 34,050 35,471 y 1,460 
Better Homes & Gardens .... 117.6 128.7 174.5 190.9 74,296 81,331 110,232 120,661 
House Beautiful ............ 77.4 77.0 1210 117.3 48,861 48,649 76,372 74,126 
House & Garden ........... 56.1 53.3 90.5 93.2 35,403 33,627 57,122 758 
SRE dcckeon'ss 27.1 28.3 86.1 7 17,097 879 403 28,221 
Sunset Magating ........2000 72.6 73.6 124.9 — 120.5 30,509 905 52,436 50,626 
WN GID a vccucccsocas 404.7 417.0 692.7 663.8 240,216 229,983 410,969 365,631 
Fashion 
Charm e 819 76.8 128.3 122.4 35,139 2,950 55,032 52,540 
NE a eicadsencuien sac 89.1 120.3 145.9 183.0 38,202 51,613 62,588 78,510 
Harper's Bazaar ............ 129.22 128.8 207.1 225.0 $1,643 81,387 130,894 142,202 
Mademoiselle ........ 104.8 117.0 179.2 166.0 44,957 50,211 76,880 71,224 
GR beeacasovesvercoeces 204.1 222.3 291.7 330.7 128,933 140,457 184,318 208,978 
Total Group ........-.+.. 609.1 665.2 952.2 1,027.1 328,874 356,618 509,712 553,454 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ........ 38.5 38.0 54.9 53.6 16,483 . 23,547 22,987 
Modern Screen .......... 33.3 34.6 52.0 49.8 14,305 14,816 22,307 21,343 
Screen Stories ........... 29.9 33.5 46.9 47.8 12,850 14,327 20,136 20,491 
Fawcett True -* Seapeuarta Picture: 
Motion Picture ...... 28.9 29.8 44.6 38.4 12,414 12,771 19,116 16,461 
True Contessions 418 46.5 59.9 65.2 17,945 20,056 25,701 27,984 
Hillman Women’s Group ..... 14.9 12.0 23.4 20.5 6,410 5,184 10,076 8,869 
hiliman Romance Group .... 8.2 10.1 12.2 14.4 541 4,318 5,256 6,146 
lgeai Women's Group: 
Intimate Romances ....... 26.4 32.9 41.7 45.6 11,359 14,1 17,893 19,571 
CS aaa 23.1 24.4 37.6 39.2 9,9 10,470 16,153 16,834 
Mowe Stars Parade ....... 221 24.5 36.6 39.4 9, 10,512 15,731 890 
Personal Romances ........ 25.9 19.4 40.9 28.4 11,121 8,311 17,565 12,179 
=t*Quality Romance Group .. 4.0 ae 8.0 ae 1,512 ee ,024 
dcreeniand Unit ........-.... 25.8 29.7 43.0 47.1 11,077 12,748 18,473 20,233 
*pecrets Romance Group: 
= }Revealing Romances .... 21.9 20.0 319 20.0 9,399 8,588 13,699 8, 
SOMES cccccccccccceesss 29.1 27.8 40.3 38.5 12,466 14,955 17,256 16,537 
True Story Women's Group: 
Photoplay ..........--+05 32.5 40.7 54.2 60.9 17,422 23,205 26,114 
Radio- ov EE eniexirnaies 24.9 311 39.5 46.1 10,671 13,293 16,927 19,727 
True Experience .......... 24.9 32.3 40.5 47.1 10,673 13,828 17,369 20,173 
True Love Stories ......... 25.4 32.5 410 47.9 10,883 13,908 17,578 20,513 
True Romance ........ eee 26.4 34.9 43.6 $12 682 14,947 9, 21,913 
Tee TARY ccccccceccccese 48.7 56.1 78.3 84.6 20,838 24,034 33,527 36,263 
Total Group .......-...+. 5526 611. 863.0 885.7 237,477 261,840 370,579 379,816 
Not included in totals. {Started publication in September 1951. {Changed from bi-monthly te monthly effective 
February 


Note: Figures for each publication in the Dell, 


the group as a whole PLUS additional advertising carried by each individual publication. 


Business 
Business Week ..... 421.8 
Se ED evsessseneséns 72.6 
J rosrerer 27.3 
PRED sccccccess 1513 
Modern Industry ........... 99.3 
Nation's Business ........... 29.3 
Total Group .......... 16 
Youth 
American Girl ............ 22.3 
SN acctossccedeneeks 17.7 


337.9 819.6 
48.2 120.6 
25.1 87.5 
114.0 230.5 
92.6 187.4 
30.7 49.8 

5 1,495.4 
22.2 40.0 
16.7 27.5 


141,772 
20, 


Fawcett, Ideal and True Story groups include all advertising carried by 


343,942 5 
50,893 34,263 
36,709 37,323 

145,676 117,078 

115,423 10 
21,330 23,351 

713,973 574,131 
17,144 16,641 


18,733 16,110 


| 


Publications with an * report directly to ADVERTISING AGE 


Feb. 
1 
"Child Life 15 
“Open Road .. 5.9 
Scholastic Magazines 20.4 
Total Group .... 60.4 
Outdoor & Sports 
*American Rifleman ... 48.4 
Field & Stream ....... 56.0 
*Fur-Fish-Game ...... 20.0 
t* Hunting & Fishing 25.8 
Outdoor Life ...... 55.3 
*Ouldoor a : 10.6 
Sports pte : as 46.5 


Total Group ....... 236.8 


Science & Mechanics 


Mechanix Illustrated ......... 89.0 
Popular Mechanics .......... 130.8 
Popular Science ............ 156.9 

Total Group ......... 376.7 


7 Pages - — 
Feb. dan.-Feb. Jan. - Feb. Feb 
1 1952 1951 1952 

2.6 3.2 3.2 654 
10.9 1L5 136 2,534 

188 _3%5 _ 367 _ 8.550 
57.7 106.0 2 30,158 
40.0 96.3 79.2 779 
59.4 88.3 94.0 24,012 
20.5 37.9 39.6 8,569 
23.0 39.2 23.0 11,056 
52.0 82.2 85.5 23.729 
118 19.9 23.7 4,536 
52.1 69.9 83.2 19,946 

235.8 394.5 405. 101.569 


80.7 156.8 146.8 19,937 
148.7 400.8 274.9 302 
129.3 279.5 251.8 35,150 
358.7 837.1 673.5 84,389 


Magazine Linage Trend Figures in Thousands 


5, 
22,354 
152 


18,077 
33,306 


80,342 


101, 169. 313 
#Not included in totals. tCombined with Outdoorsman effective February 1951; no January 1951 issue. 


Ps a6 


G2el2 tie 
187,510 


eH 


1952 


Fes. |1,041 


JAN. | 821 


1951 


JAN.1273 _ 
1951 
res. Pr 


Detective & Fiction 


Dell Men's Group .......... 28.0 27.7 39.4 40.4 12,044 
*Popular Fiction Group ...... 17.9 22.8 36.2 37.6 3,999 
#8*Sport Men's Group ...... 30.9 36.2 w.9 42.6 13,273 
*Thrilling Fiction Group .. 2 _ 13.3 __ 23.2 23.1 2,500 

Fale GOGED secccccccces. 57.1 La 98.8 101.1 18,543 
# Not included in totals. §No January 1952 issue; formerly Macfadden Men's Group. 
Farm 
gf SPP eee 63.8 51.1 106.3 89.1 43,439 
Country Gentleman ......... 96.1 91.9 158.2 165.7 363 
Farm Journal .............. 1108 104.4 174.9 170.5 47,514 
tFarm & Ranch—Southern 

lL ee 45.7 46.3 74.5 79.7 31,034 
{Progressive Farmer ......... 100.1 89.8 162.8 151.8 68,013 

cessful Farming ......... 109.9 105.6 174.7 172.0 49,441 

Pee 526.4 489.1 851.4 828.8 304, 
tSee note at end of linage tabulation. 

Newspaper Sections (I) 

(Nationally distributed 

with Sunday newspapers) 

Saunton ED sasascceses 319 48.1 6L0 90.2 31,801 
OS Fe eee 32.5 43.8 54.4 76.2 27,564 
This “week Magazine ........ 54.2 689 926 118.7 45,996 

Total Group ............. 118.6 160.8 208.0 285.1 105,361 

Newspaper Sections (II) 

(All other newspaper 

Sections and comics) 

First 3 Markets Group ...... 25.3 31.9 46.9 54.1 25,250 
N. Y. Herald Tribune- 

WE TEE Scccsscdcccces 26.9 28.4 51.2 53.5 22,813 
New York Mirror Magazine .. 29.5 39.4 64.6 74.7 405 
New York Times Magazine .... 111.7 153.8 205.8 242.8 94,916 
Puck—The Comic Weekly .... 111 16.2 23.3 31.0 1,184 

Be GD Scscesicscocs 204.5 269.7 391.8 456.1 193,568 


All figures in the following groups were compiled by Advertising 


Comics Magazines 
‘gz American Comics Group: 


(Tete 2 Celts). ccccccee 1L5 7.0 1L5 7.0 4,347 
Fy eeayerrrs 6.5 3.5 6.5 3.5 2,457 
od BRR reer 5.0 3.5 5.0 3.5 1,890 
'sArchie Comic Group ...... 8.5 7.5 8.5 7.5 3,213 
Fawcett Comics Group ....... 3.0 3.0 6.0 6.0 1,134 
‘gtHarvey Comics Group ..... 5.5 8.2 5.5 8.2 2,079 
Lev Gleason Comics ......... 7.3 11.6 14.6 23.4 2,772 
‘Marvel Comic Group: 
(Total 3 Units) ......... 30.0 0.0 30.0 30.0 11,430 
OE WE csnsassccesecss 10.0 10.0 10.0 10.0 3,810 
SUE scieecssceeses. 10.0 10.0 10.0 10.0 3,810 
yes 10.0 10.0 10.0 10.0 3,810 
National Comics Group: 
(Total 2 Units) .......... 111 11.0 26.1 24.0 4,201 
[ J eee. 6.5 6.5 14.0 13.5 2,439 
CY ee 47 45 12.1 10.5 1,761 
Quality Comic Group 40 3.0 8.0 6.0 1,512 
‘Standard Comics Group ... 6.2 5.5 6.2 5.5 2,315 
rrr 25.4 6 54.7 59.4 9,619 


oup 
#Not included in totals. 


at as 
‘January-February issues combined. 


Pure eN 


= SSESERE 


~ 
bad 
oe 
= 
—) 


20,717 


Canadian National Weekend _ Newspapers (Rotogravure Linage) 


MPD eccesbeanscnenede 62.2 39,561 
SL ciuepeesenvasneen rr] ase $0. H 73.5 40,910 
SO reer 51.3 64.8 93.3 113.7 48,761 
#tWeekend Picture Magazine . 51.8 — 87.8 — 50,539 
Total Group ............. 1318 1533 233.0 249.4 129,232 
#Not included in totals. tStarted publication in September 1951. 
Canadian 
Canadian Home Journal ..... 8 35.1 75.1 70.2 5,091 
Canadian Homes & Gardens .. 31.7 31.3 59.1 57.5 21,535 
Chatelaine 33.9 31.6 59.0 619 23,082 
Maclean's 49.9 46.8 77.9 77.7 33,930 
GE ansccseseccces. 34.8 43.1 78.0 100.4 23,634 
Reader's Digest 
English Edition ........ 66.5 56.0 101.0 84.5 12,103 
French Edition ........... 65.5 56.0 102.0 85.0 11,921 
Revue Moderne ............. 19.3 26.0 32.1 40.5 13,152 
Revue Populaire ......... 20.2 26.1 319 414 14,074 


69,142 
70,502 
88,686 


51,142 
40,196 
40,181 
52,953 
53,017 


SEE 


S S8Raoo 


Saas Oe Oe 


ind 
ooo 


SS oe a Se net ee: ote cate S care e Ma a coe Le 5 ret et oe en. 7 mi > tls ilo + eg Te 8 | eee acy ras = os 
ee : ‘ ; : ae 
sa Ky 
Pe —“‘CCS@ZC 107 ae 
o ee i 3 
. — ——-——— ——-—-—— - Lines -— , iid f 
ot Feb. || Feb. Feb. Jan.-Feb. Jan. -Feb. = 
- . 1952 == 1951 1952 1951 eee 
= 1,110 1,380 1.376 eee 
4.675 4.935 . og 
‘3 (psB9O 7882 6.153 _15.401 ye 
: 70,104 $3,949 28,762 52,030 48,152 Aut 3 
i 27,439 42,674 oy ad 
bar 19,060 18,042 baits 
ee 188,784 200,145 17,175 41,332 33,993 
; 67,111 83,472 25.473 37.921 40,322 Sige 
‘ae 103/306 106,535 Peet ie eon eee 
‘ 97.949 80,317 9,901 16,813 9,901 = bs 
i 22;306 35,290 36.685 I 
yy 5,664 4,235 8,526 52828 peers 
187.079 190,534 cerns a ie 
: 25,947 18,309 173,508 Bos 
2 21,026 18,814 
3 107,645 108,907 po A, 
SU. S. News & World Report 191.2 = Bn 25> wt a oa 
Total Group ............. 19212 18978 34 32.883 aM 
mi Not included in totals. tOnly full-page units accepted. { February || 61,572 , as 
or EE ruary 1951. | 28.959 56,399 Se 
ig = 150,854 ree Gy 
a ae ie =, 
: 18,501 — eae 4d 
s 16,830 9,437 ae 
31/328 26,301 a 
22211 25,043 WEEKLIES GENERAL rie 
61, f ae 2 
49,816 — 1952 , 
: we —_ ae I wan.(5i2_ re 
76.4 Se 
; —_— — iz 1951 prs: 
= 66.1 15,394 16,314 eS 
; 1240 35815 32,352 5 Sea 
‘ 128.0 42653 54,715 Pxas 
f 458,897 473,515 Fie 
a Ss WOMEN’S BUSINESS FASHION HOME ae 
iv | 1952 1952 1952 1952 ee 
| ‘| fess] [|raGee—] |} mG ||miec)} |e 
, wn(326—] || unfor) | anf) i 
:  ~SSeae 
7 1951 1951 1951 eee 
. > Me” Io ea 
ay eee 
: | i . ee oS = 
3 Pe ae 
& 11,897 16,975 17,374 ate 
5,103 £,098 8.412 a ie 
_ 15,522 13,273 18.259 See 
2,968 5,185 5,165, | Bares 
F 19,968 30,258 30,951) Bikes 
a _— 
= 34,699  _72,392 60,621 Ria sa 
ie 62,537 107,626 112,764 Latin 
44,778 74/996 73,095 er 
3 ee 
d 31,497 50,622 54,314 = 
| 61119 110,566 = 103.337 aes 
47,533 78,603 77,399 ess 
282,163 494,805 481,530 «ae 
a : = 
ae 
: ae ae 
: } Sy a 
woe 47,954 60,718 89,957 eee 
aed 37,165 46,189 64/630 
at 58.482 _78,647_ 100,759) ey 
ad 143,601 «= 185,554 «255,346 m8 
ia 
‘oe bia 
fox 31,875 46,775 53,925 ae 
ee 24,005 43,443 45,345 es 
te 39,395 64,517 74,582 ee 
: 130,744 165,885 206,344 es ow 
31,104 44,677 59,350 Bee Sica 
257,123 365,297 439,546 ——e 
} Riteke. 
ae nnn Ace ese ee 
q AS ek ¢ 
a4 4,347 2 bee 
; 2,457 1 oe 
1/890 1 ere 
F 3,213 2 nie a 
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Feu dan-Fet ' . min 2 et ee ea ee 
Feb. Feb. dJan.-Feb. Jan.-Feb. Feb Feb Jan-Feb. Jan.-Feb Feb. eb. lan. -Fe' lan. -Fe eb. eb. ian.-Feb. -Fe 
1952 1951 1952 1951 1952 1951 1952 i9s1 1952 1951 1952 1951 1952 1951 1952 1951 
Sameds 208 30.3 8 518 14,556 21,165 24,343 36,191 . Swis 26.0 22.0 420 40.0 4,732 4004 644 7.280 
Saturday Nah! 01 #31 1264 «47686 5659988937 S61 tala 335 260 «6355s SHO CS62s 4.472 10.922 928K 
Time-Canadian . 1165 119.5 194.0 206.7 48,930 50,190 $1,480 86,800 = japanese 29.0 1.0 59.5 23.0 4,872 1,848 9.906, 3,864 
Total Group . 60 S69 MS (OAS 709,694 3, 510,311 556,978 | Japanese Troop .......... 22.0 220 42.0 34.0 4,004 4,004 7,644 6.188 
*Latin American (English) 10.5 —_— 22.0 1,292 i 2,706 — 
Foreign i Oe ORE BS CRS Ce AS te Me 
New Zealand ay . ‘ k ‘ ‘ 
Life International 476 = 33.90 90.7 85.8 385 23.035 61,710 58,310 Sereugion ' Wo mo 240 23.0 2,040 2/380 4,080 3,910 
Newsweek European 40.3 25.0 64.0 5 16,920 0,500 26,860 21,210 Portuguese ; 73.0 630 133.0 5 12,775 11,025 23,275 22.663 
Newsweek: Pacific 79.3 620 1542 1317 33,320 26,040 64,750 = 55,300 South African 0 63800 9079.0 8055 6.981 16,389 13.141 
Reader's Digest 4 : 42.0 37.0 80.0 a , 4 ; 013 
Argentine 500 730 1095 1420 9,100 3. 19,929 25,844 on 28.0 ©6245 53.0 435 5.208 4,557 14,483 11,606 
Australian 480 8 ©=— 29.0 93.0 34.0 8.736 5.278 16.926 9,828 — Time-Atlantic | §70 «641226 83.2 17.290 47,320 930 
British 530 8634.0 94.0 63.0 9.858 6.424 17,484 11.818 = Fime-Latin American - 88) 708)=— (63.426 «37.310 750 68.530 59,920 
Caribbean 71.0 59.0 126.5 104 12,922 10,738 23,023 18,928 = Time-Pacific .. 47.3 36.3 90. 70.8 15,260 37,800 50 
Damn — br on 4i° errs oie ES | Vision ...-000000- 30.7 140 64.0 25.3 12,880 5.880 26.880 10,640 
Finm 6 . . - . a a + —_—_—_——— 
French (Bslgive) 5000 3800s«i06.s—i(iéa KCTS‘ 650 18550 15400 | ‘Total Group ............ 13005 10397 75006 20209 339125 263,167 653,258 528,375 
French (Intercontinental) 38.0 26.0 70.0 52.0 6.650 4,550 12.250 9.100 Not included in totals. §Started accepting advertising in May 1951. 
French (Paris) 56.0 50.0 108.0 92.0 9,800 8,750 18,800 16,100 NOTE: All sectional advertising of Everywoman's, Family Circle, Woman's Day, Farm & Ranch-Southern Agriculturist and Pro- 
French (Provincial) 50.0 50.0 110.0 92.0 8.750 8,750 19,250 16.100 gressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular 
French (Swiss) 24.0 26.0 440 440 4,200 4,550 7,700 7.700 | edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement ap- 
German (Germany) 37.0 19.0 77.0 36.0 6,734 3,453 14,014 6.547 __ pears in an edition representing 15% of the total circulation of the magazine, it is counted in the totals as .15 pages. 
either of these attributes. Sales the first year exceeded $1,- New markets are being opened 


Nutri-Tonic Sales Policy Stresses 
Top Sales in Individual Markets 


Four years on the market, it 000,000 and are much greater now. 
now has distribution in an area In this period, distribution was 
that contains about 40% of the confined mainly to the West Coast. 
nation’s population. In much of Currently, Nutri-Tonic has distri- 
this area, according to records of bution eastward to the Mississippi 
many jobbers, drug and depart- River, excluding Louisiana, and 


BurBanK, Cat., March 20—In a: forays into national distribution, ment store outlets, Nutri-Tonic is east of the Mississippi, in Indiana, 
field notable for multi-million ad-! Nutri-Tonic, the home permanent next to the top in sales among Kentucky, Tennessee, Wisconsin 
vertising budgets and overnight! wave, has achieved success without home permanents and Illinois (except Chicago). 


Overseas, too, 
when you sell 


one important customer, ¥ 


you make 
a great 
many sales* 


« The 1,500,000 readers of TIME Internation- 
al are important customers the world over— 
and each one has great influence over many 
others. In Latin America, for example, 99°% 
of TIME’s readers hold important positions 
in business, the professions, or government 
—and a lot of people do what they say (or 
suggest). 


TLME International 


The important Magazine Everywhere 


er Latin American Edition 
Til M E Atlantic Edition 

re wey epmNNAARN Pacific Edition 
Canadian Edition 


ADVERTISING OFFICES: 

New York + London + Tekye * Montreal + Toronto 
Zurich + Atlanta + Besten + Chicage + Cleveland 
| = Detreit + Philadelphia + St. Levis + Sen Francisco 


continuously. The company, how- 
ever, is in no rush. It intends to 
establish each market solidly be- 
fore moving to another. 


® The Nutri-Tonic position has 
been achieved in the highly com- 
petitive drug field with ad budgets 
far less than those of industry gi- 
ants it competes with. By the end 
of its last fiscal year, Nutri-Tonic 
| had spent a total of some $2,000,- 
000 on all forms of advertising. 
| As is so often true of a fast- 
| growing company, one man looms 
|large as the directing force. Here 
it is S. O. (Dick) 
Ronk, president 
of both Waval- 
Thermal, which 
manufactures and 
distributes Nutri- 
Tonic to the 
beauty trade, and 
Beaute Vues 
Corp., which han- 
dles retail distri- 
bution. 
S. O. Ronk Although a rel- 
} ative newcomer 
| in the consumer field, Nutri-Tonic 
has been a leading factor in the 
| permanent wave business since 

1931, when it was introduced for 
| beauty salon use. 

At that time, Dick Ronk was a 
one-man operation. He made the 
| product nights and sold it during 
'the day. The business grew until 
| Nutri-Tonic was used by beauti- 

cians from coast to coast, and was 

| one of the big three in that field. 
| It’s still sold in substantial vol- 
| ume to the professional field. 


|m Mr. Ronk says that the profes- 
sional beauty trade was uninten- 
tionally responsible for the home 
permanent market. To justify fan- 
cy prices, he says, beauticians cre- 
ated the illusion that their wave re- 
sults were not so much due to the 
| time and skill required as they 
| were to the “magical” preparations 
used. This set the stage for women 
| 


to buy home permanents when 
they found they could obtain those 
“magical” waving lotions without 
| paying for the skill and service 
factors offered by the beautician. 

About four years ago, Dick Ronk 
| saw the handwriting on the wall. 
He got ready to introduce Nutri- 
| Tonic for home use. He had done 
|much research on the use of the 
product by women who had been 
| given samples. From these studies, 
he evolved sales, advertising and 
| merchandising appeals that have 
| continued unchanged. 


® The tests showed that his prod- 
uct’s greatest superiority was de- 
rived from a patented oil creme 
| base. Mr. Ronk says the tests 
proved “Nutri-Tonic shortens wav- 
ing time safely to as little as 10 
minutes, and gives the soft natural- 
ness that every woman wants.” 

These appeals were selected for 
emphasis in ad copy, along with 
the line that “millions of Nutri- 
Tonic permanents have been given 

| in beauty salons priced to $20 and 
| up.” 

The oil creme base, explains Mr. 
Ronk, buffers the action of the 
waving ingredients, so the waving 
action is speeded up considerably. 
Despite this, it is “unusually mild, 
gentle and safe, even for children,” 
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$2,000,000—That’s how much has been 


put behind Nutri-Tonic in four years. 
This is a three-color 15'2x22" window 
poster. 


he asserts. Mr. Ronk attaches great 
importance to these statements, be- 
cause “it is not good enough to 
make a product that works well 
when properly used. It must work 
well when mis-used within wide 
bounds.” 


® On advertising, he told AA: “I 
have always felt that a product that 
won't sell without advertising 
won't do much better with it. But 
when you have a product with real 
superiorities, and apply the spark 


of sound advertising, you'll go 
places.” 

Hixson & Jorgensen, Los An- 
geles, has been the Nutri-Tonic 


agency since it entered the con- 
sumer market. 

A consistent, thorough pattern is 
followed when a new market is 
entered. Initially, an advertising 
and a sales budget are set up, 
based on anticipated sales (later, 
these budgets are based on actual 
sales). 

When the campaign is all set, 
a sales crew, headed by Howard 
Duling, v.p. and sales manager, 
enters the new market. The objec- 
tive of this crew is to contact every 
outlet in the area, and to obtain 
at least 80% distribution. No ads 
run, however, until] this 80% is 
reached. 

The sales crew uses the planned 
campaign, case histories of Nutri- 
Tonic sales in other territories, and 
the product story as their presenta- 
tion to jobbers and outlets. 


8 To keep each new territory on 
a pays-its-own-way basis, the sales 
manager reports weekly to the 
home office on advertising costs, 
sales costs, and orders written. 
Sales quotas, which set the ad- 
vertising budget, are based on pop- 
ulation. 

Nutri-Tonic uses newspapers 
mainly, They are used “for their 
tested effectiveness and flexibil- 
ity.” The sales crew “plans its ef- 
forts on the basis of the coverage 
of newspapers used.” 

An increasing amount of radio 
and television is being used. Also, 
schedules have run in the Pa- 
cific and Central editions of the 
Christian Science Monitor and in 
Sunset Magazine. Wide use is made 
of point of sale material. This in- 
cludes window and counter cards, 
display cartons, streamers and re- 
productions of ads. 


s A publicity program is centered 
around Ivan Anderson, v.p. and. 
beauty counselor, author of stand-| 
ard textbooks on hair shaping and 
hair styling. Billed as “Ivan of 
Hollywood,” Mr. Anderson writes) 
newspaper features and makes fre- 
quent appearances on radio and 
television. These activities are 
closely coordinated with sales ef- 
forts. 

As for when Nutri-Tonic reaches 
national distribution, Dick Ronk| 
says it isn’t so important. 

“The important thing,” he says, 
“is to get maximum impact in 
every area covered and thus make! 


sell 
are 


for dealers to 
That's what we 


it profitable 
Nutri-Tonic, 
doing.” 


‘Monitor’ Names Houghton 


Mrs. Janet Houghton, former- 
ly an assistant buyer for William 
Taylor Son & Co., Cleveland, has 
been appointed Cleveland adver- 
tising representative for the Chris- 
tian Science Monitor. She suc- 
ceeds Mrs. Myrlin Lonsdale, who 
hus retired 


Brooks Appointed S. M. 


Theron E. Brooks has been ap- 
pointed sales manager of H. J. _. 
Justin & Sons, Fort Worth, boot 
and shoe manufacturer. He suc- 
ceeds H. N. Fisch, who has re- 
tired. At the same time, Mr. 
Brooks will continue as sales man- 
ager of Justin Belt Co. 


‘Space Patrol’ Adds WGAL 
WGAL-TV, Lancaster, Pa., has 
been added to the ABC television 
stations carrying “Space Patrol” on 
alternate weeks. Ralston Purina 
Co., St. Louis, through Gardner y ¢ mw BER 
Advertising, St. Louis, is the spon- 
sor. 


ELECTRO-MATIC ENG. CO. + 


THE ONE WAY TO BE SURE 
about black and white plates. 
You ve got to “proof right to print 
right’ —so now we're including a 
color bar of 80% tone on every 
block and white proof. It gives you 
closer control than ever before 
over the final reproduction It's 
another example of Electro-Matic's 


attention to detail— another rea- 
son why it pays to call DElaware 
7-1277 for your engravings. 


TINT GUIDE FREE 
A complete kit that gives you not 
only the full gray scale, but also 
the corresponding tone values in 
stondord red, yellow and blue. 
Write or phone for yours. 


O F 


CHIcCaeseo 


PHOTO 
10 WEST KINZIE ST. + CHICAGO + DElaware 7-1277 


ELECTRO-MATIC % 


ENGRAVERS AS83804 
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PHOTO-ENGRAVERS TO ADVERTISING AGENCIES 


N 


The ACB Retail Store 
Advertising Report Service 


Gives quick, accurate information 
on the newspaper advertising you 
ought to see... advertising by your 
own dealers... your competitor's 
dealers . . . can include national ad- 
vertising as well as test campaigns 
if desired ... you specify the terri- 
tory to be covered and brand names 
to be reported on... widely used by 
merchandisers whose goods are sold 
through retail stores. 
@This service is sometimes called “Dealer 
Tie-In Reports.” Use it for a single city 
or for any and all the 1,393 U. S. daily 

newspaper markets. You specify what ter- 
ritory you wish covered, and which prod- 
ucts or brands are to be included, 
Then as ACB reads the daily newspapers, 
it marks and reserves any page containing 
an advertisement called for by your cov- 
erage. 
After each advertisement is analyzed and 
measured, a report is typed covering all 
advertisements collected. The informa- 
tion usually desired in these reports in- 
cludes the following: 

A) City and State B) Publication 

C) Date of Issue D) Name of Store 

E) Brand Name of Product 

F) Price of Product Advertised 

G) Size of Advertisement 
A summary is included as part of the 
report and shows overall sotele or ““Num- 
ber of Ads,” ‘Total Linage.”’ ete. 

XE 
In addition to" Retail Store Reports” described 
above, ACB offers the following Services: 
Tear Sheets . . . Schedule Listings on Na- 
tional Advertising . . . Linage Reports on 
National Advertising... Cost of Space 
reports on National Advertising . . . Paste- 
ups for Salesmen . . . wmeneoe “Ad” 
Service ... Outstanding & Representative 
Ads ... Dealer Mat Service . . . Scrapbooks 
. Position Reports . . . Radio & TV Log 

Listings .. . Advertised Price Reports . . . 
Dealer Cooperative Advertising Services 
... Brand Mentions . . . Magazine Clipping 


& Space Reports 


Contains Many 
[ seful 


Suggestions 


\ 


SSA 


Advertisers are constantly finding new 
: oy Bax: 

uses for the various ACB Services. Here 

are typical examples described in ACB's 


New Catalog. How to— 
—gauge local promotion in 1,393 cities 
—give salesmen city-by-city sales data 


—increase your linage over dealer names 
—get complete details on your dealer ads 


—get details on competitive dealer ads 


—guard against trademark infringements 


—make co-op campaigns run efficiently 
—"'scout” field for new developments 
—reduce wastage of dealer mats 
—keep an always up-to-date scrapbook 


—rate hundreds of “positions” at a glance 


—locate “mentions” in advts. of others 


IChB Re port “Boils It Dou n” 


from 2? tons to 1.8 pounds 


formation in “re 


of women’s apparel. 


To prepare this monthly report, ACB ex- 
5 issues of 


amined 31 daily and Sunday 
1,750 newspapers weighing 22 tons. 
99 


From these 


was 148 pounds. 


The information contained in the 148 
pounds of tearsheets was then condensed 
into a typewritten report weighing 1.8 
each advertisement being listed 
alphabetically by city within each sales- 
man’s territory, so that all important data 
regarding each advertisement could be 


pounds 


seen at a glance. 


The ease of receiving and 
digesting marketing in- 
rt 
form”’ is illustrated by a 
monthly report on Re- 
tail Store Advertising 
which was recently pre- 
pared for a manufacturer 


tons of newsprint, ACB 
recovered 5,034 tearsheets of interest to 
our client. The weight of these tearsheets 


 - ae ACB’s NEW 48 page 


catalog sent FREE! 


ACB Saw It Happen! 


A famous agency had 
released a big new cam- 
paign for a big-time 
advertiser in a bitterly 
competitive field... 
orders mailed . . . plates 
shipped... agency re- 
ceives us 
OUCH *7! Coincidence *?! STOP 1 
PRESSES... 


started... with identical copy theme 


{CB Unduplicated Service... 
HE 


a competitive campaign had 


almost identical layout and art... ditte 
typography... it was a once-in-a-million 
coincidence ... but ACB saw it happen! 


—From “Case Histories’, ACB Carat 


Much Basie Data! 


in, 


ACB’s new catalog contains a directory of 
all daily Newspapers in the U. S.; 10 pages 


of tables from the U. 


and sales 
store classifications. 

The ACB Catalog tells how charges 
based on each service. 

Send for your ACB Catalog today! 


“ADVERTISING 
CHECKING o— 
oe a 


ACB SERVICE OFFICES 
79 Madison Ave. New York 
18S. Michigan Ave. 
20 South Third St. 
161 Jefferson Ave. 
16 First Street 


Columbus 


S. Dept. of Com 
merce get Devinn number of stores 
»y states in each of 101 re 


tail 


are 


16 


Chicago 3 


15 


Memphis 3 


San Francisco 5 
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The ‘Blue Sky’ Appeal 
Worked for This TV Show 

To the Editor: So it has worked 
It's surprising, as well as 
“ratifying to find that Mr. Jordan 
had proved the emotional “blue 
sky,” out yonder, and over the 
horizon appeal would bring in the 
customers for automobiles more 
than 30 years before we thought 
we were being original 

We call our creation “Goin’ 
Places with Gadabout Gaddis.” He 
ranges from Key West to Quebec 
Filmed for local sponsorship, Gad- 
* about takes his fans away from it 
ne all for 15 minutes every week via 
: television 

Gadabout’s viewers almost al- 
ways wind up doing some armchair 
fishing of bronc-bustin’. 
jut lest anyone classify it immedi- 


before’ 


instead 


» doesa 


‘ 


Bigiident, Monsco Supply Company 


T. Monsour advertises 


other media. 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


be advised that there are still 
plenty of Mr. Jordan's “swimming, 
paddling, shooting” women around! 
An audience survey shows the sur- 
prising average of 1.41 women 
viewers per set. We may be switch- 
ing Mr. Jordan’s theme a little 
from “What makes a man go? It’s 
a woman!” to “What lets a man 
zo”” Witness the viewer who wrote 
in recently, “My wife is getting in- 
terested in fishing—good sign for 
me!" 

However, the survey shows that 
men are the largest group in the 
audience with 2.04 male viewers 
per set. Kids go for Gadabout, too, 
with 1.61 children rounding out a 
proud 5.06 average number of 
viewers per set in Boston, the first 
area where the show was telecast, 
and Boston folks are not particu- 


Says JOE T. MONSOUR 


IMPORTANT LOUISIANA DISTRIBUTOR 


As the promotion-minded head of one of the 
most successful plumbing-supply houses in 
the Louisiana-Arkansas-Texas area, Mr. Joe 
extensively over 
KWKH. Here’s what he recently wrote us: 


“ We have found that KWKH goes ‘All Out’ to service our 
account. Our advertising over this station has produced 
outstanding results for the various nationally-advertised 
products we distribute. It has increased our sales volume 
because of the constant reminder to the public that we 
desire to serve our customers with the very best products 
in the field. In other words, Radio Station KWKH is doing 
such a good job for us we see no reason for considering 


(Signed) Joe T. Sie” 


Study No. 2—Spring 1949 
KWKH's daytime BMB circulation is 


KWKH DAYTIME BMB MAP 


303,230 families, 


daytime, in 87 Louisiana, Arkansas and Texas counties. 
227,701 of 75.0% of these families are “average daily 
listeners”. (Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 
and Oklahoma counties.) 


ceptability. 

The natural human hunger for 
stimulation, excitement, release 
and escape seems only to be whet- 
ted by the weekly portions of “Gad- 
about,” so that while the mail 
pours in every week, more impor-| 
tant for the sponsors (the Pontiac | 
Dealers of Greater Boston), over| 
45,000 heads of households, so} 
stimulated, have taken the time to} 
visit one of the 29 Pontiac dealer | 
| showrooms to pick up their copy 
| of the Road Map Book offered only 
on the show. The prospects among 
these 45,000 new friends, added to 
| those prospects brought in by con- 
tinuing Pontiac national advertis- 
ing, provide a bright future sales 
picture. 

The dealers are now universally 
accepted as fishing authorities, | 


ately as specialized male appeal, larly noted for their emotional sus-| much to the surprise of some of 


ous enthusiasm. The agency ac- 
}count executive, who recognized | 
the Gaddis selling power, but who 
has yet to try fishing, now goes to 
' Conservation Club dinners. 

I was tagging cowboys around | 
(too young for cowgirls!) about 300 | 
miles north of Laramie at the time | 
Mr. Jordan’s ad appeared, but it’s 
nice to know that there was so 
successful a precedent for the “blue 
sky” appeal. And if it continues to 
work half as well for other spon- 
sors, there will yet be something 
new under the sun! Me—I’ll not 
be riding lean and rangy into the 
red horizon of a Wyoming twilight, 
I'll be back there wading in the 
cold excitement of a Wyoming 
trout stream! 

J. LEONARD SANDERSON, 

Beacon Television Features, 

Boston. 

- - e 


Chartreuse Aims to Hold on 
to Its Capital ‘C’ 

To the Editor: ADVERTISING AGE’s 
March 10 story on the Benedictine 
color promotion points up one of 
those reversals of direction and in- 
volves another fine liqueur, name- 
ly, Chartreuse. 

As a sentence in your story sug- 
gested, “...chartreuse [is a] word 

| which now means both a fashion- 

able color and a drink.” Note that 
you have lower-cased the “C,” fall- 
ing prey to the very thing we are 
attempting to disestablish and 
pointing up a problem that may 
well plague Benedictine in the fu- 
ture. 

As agency for Schieffelin & Co., 
distributor of Chartreuse in the 
U. S., we have been stressing the 
fact that the color “chartreuse” is 
derived from the liqueur “Char- 
treuse,” that delightful elixir dis- 
tilled by the Carthusian monks in 
the high Grand Chartreuse Forests 
of France. Because Chartreuse has 
become so well established on color 
charts, people have tended to for- 
get its origins. This is the problem 
we now contend with. 


| their number, who had no es 


|informed about 


So, as Benedictine passes by on 
its way to having its “B” dimin- 
ished to a lower case “b,” we tip 


thinking that no one else has ever 
heard of it. 

Your “Creative Man” admits he 
has passed the age at which he 
might be a hot rod enthusiast. May 
we be so bold as to suggest that 
he has passed the age of being well 
what goes on 
around him. 

We believe that he is more a 
self-deluded unconstructive criti- 
cizer than a “Creative Man.” 

FRANK S. HEDGE, 

Director of Public Relations, 

Detroit Office, McCann-Erick- 

son Inc., Detroit. 
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Grocer Offers Variety 

To the Editor: Here is one of 
the most humorous ads we have 
ever seen—a 100-line ad in The 
Washington Post. 


It was placed by a small in-) 


«7, WE WEIGH 


BABIES! 


CAN WE HELP YOU? 
For Quality Groceries, Meats, Fruits & Vegetables 
PLUS FREE DELIVERY se Call AL. 4450 
PEOPLES GROCERY STORE 
S26 E. Mt. ida Ave., Alexandria, Va. 


dependent neighborhood grocer 
and offers a variety of most un- 
usual services. In his zeal to meet 
and beat competition, this retailer 


Advertising Age, March 24, 1952 


says he will do almost anything 
from weighing babies to taking 
drunks home. 

In view of the competitive situ- 
ation among retailers—and espe- 
cially grocers—perhaps some of 
your readers would like to com- 
ment on this approach to the prob- 
lem. 

Morton E. GRosSMAN, 
Advertising Promotion Mana- 
ger, The Washington Post, 
Washington, D. C. 

+ 


a . 
Foley Agency's Mail 
Carries Special Issue 

To the Editor: Here’s something 
'a bit off the beaten track which 
jmight be of interest to your 

readers. 

To commemorate 125 years of 
rail transportation, the United 
States Post Office Department has 
| issued a new 3¢ stamp. This stamp 
carries the name of our client, the 
| Baltimore & Ohio Railroad, which 
|received its charter as America’s 
first common-carrier railroad on 
Feb. 28, 1827. 

Here’s where we come in: Dur- 
ing the month of March, all first 
class mail from this agency (ap- 
proximately 2,500 pieces) will be 
stamped with one of these new is- 
sues. We believe this is a “first” 
in advertising agency cooperation 
with a client—primarily because 
a similar opportunity has seldom, 
if ever, been available to our con- 
temporaries. 

Russe._t GRAY JR., 
Vice-President, Richard A. 
Foley Advertising Agency, 
Philadelphia. 


our hats and wish it well. How- 
ever, Chartreuse is now headed, 
in the other direction. 

j MICHAEL HITzic, 
Publicity Department, Abbott 
Kimball Co., New York. 

e e 


+ 

Live and Learn | 

To the Editor: Your “Creative! 
Man” recently hauled off and let} 
go at an ad informing the public | 
that Motor Trend magazine’s Engi- | 
neering Achievement Award had} 
been presented to Chrysler divi- 
sion. 
It is our feeling that the ignor-| 
ance of your “Creative Man” as. 
to the existence of Motor Trend| 
magazine (which last month sold| 
360,000 copies) is poor reason for 


Che Conrier-Zonrnal 


KWK 


A Shreveport Times Station 


SHREVEPORT 
50,000 Watts e CBS 


The Branham Company, Representatives 


LOUISIANA 


Pp 


of Radio Station WHAS and Television Station WHAS-TV 
364,123 DAILY * 293,426 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Henry Clay, General Manager 
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~ lishers’ Assn., annual convention, Penn 


Conventions 


*Indicates first listing in this column. 
March 24-27. Canadian Assn. of Broad- | 
casters, annual meeting, Royal York 
Hotel, Toronto. | 
March 26-28. American Assn. of In- 
dustrial Editors, first national conven- 
tion, Netherland Plaza Hotel, Cincinnati. | 

March 30-April 2. National Assn. of 
Radio & Television Broadcasters, annual | 
convention, Conrad Hilton Hotel, Chicago. | 

April 1-3. Point of Purchase Advertising | 
Institute, annual symposium, Waldorf- | 
Astoria Hotel, New York. | 

April 1-4. American Management Assn., | 
2ist annual packaging conference and | 
exposition, Auditorium, Atlantic City, 
N. J. 

April 3-5. American Assn. of Adver-| 
tising Agencies, spring meeting, The} 
Greenbrier, White Sulphur Springs, W. | 
Va. 

April 8. Associated Business Publica- 
tions, awards presentation, 1952 contest, | 
Hotel Statler, Boston. | 

April 16. Brand Names Day, Waldorf- | 
Astoria, New York. } 

April 20-24. American Newspaper Pub- | 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 25-27. Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fila. | 

April 30-May 2. Assn. of Conadien | 
Advertisers, 37th annual meeting, Royal 
York Hotel, Toronto. | 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The | 
Homestead, Hot Springs, Va. 

May 8. Export Advertising Assn., fourth 
international convention, Hotel Plaza, 
New York. | 

May 8-9. Public Utilities Advertising | 
Assn., annual convention, Radisson Hotel, | 
Minneapolis. 

May 11-14. National Newspaper Pro- | 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. | 

May 21-23. International Council of | 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

*May 25-28. National Business Publica- | 
tions, spring meeting, Shawnee Inn, | 
Shawnee-on-Delaware, Pa. | 
May 27-29. National Sales Executives | 
Inc., 17th annual convention, Hotel ns 


mont, San Francisco. 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York. 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono 
Manor Inn, Pocono Manor, Pa. 

June 16-17. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin- 
cinnatt. 

*June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa. 

June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Daytona 
Beach, Fila. 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago. 

*Sept. 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Oct. 3-4. Pennsylvania Newspaper Pub- 


Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn. 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 


Va 
Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago. 


Romanelli to ‘Food Topics’ | 


Richard Romanelli, formerly| 
an account executive with WPIX, 
New York TV station, and be-| 
fore that national advertising| 
manager of Il Progresso, New 
York Italian language newspa- 
per, has been appointed regional 
manager of Food Topics, pub-| 
lished by Topics Publishing Co., | 
New York. 


Appoints Wright Advertisiny 
Eastern Tractor Mfg. Corp., 
Kingston, N.Y., has _ appointed | 
Wright Advertising, Pittsford, 
N.Y., to direct its advertising. Pre- 
viously, the company placed its 
advertising direct. 


GARMENT DYERS 


GUILD oF «mega 


PROBLEM SOLVER—This Garment Dyers Guild of America convention display is 
self-contained in its own shipping crate. By merely opening the doors, the display 
is ready for exhibition. It was built by Display Creators of Chicago under the 


direction of Allan J. Copeland Advertising, agency for the guild. 


| Petry Co. Appoints Owen 

| John Owen, formerly of Whit- 
|ney Publications, has joined the 
television promotion department 
of Edward Petry & Co., New York, 
radio-TV station representative, as 
a special presentation writer. 


111 


Majestic Mfg. Names Launch 
M. O. Launch has been elected 
v.p. in charge of advertising, fac- 
tory personnel and a new preci- 
sion products division of Majestic 
Mfg. Co., St. Louis. This is a new 


~§- 
KLM 


ROYAL DUTCH 
ARUMES 


....-@re you an airline? 


KLM ROYAL DUTCH AIRLINES AND OTHER 
OVERSEAS CARGO CARRIERS, REACH U. S. 
FIRMS ENGAGED 
ADVERTISING IN THE OLDEST AND MOST 
WIDELY READ @ WEEKLY IN THE FIELD 


IN EXPORT WITH THEIR 


NEW YORK 7 


* for coverage of U. S. export management 


20 VESEY ST. 


Beeause they grow like weeds— 


za it 
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When vou sell food. drugs. 


furniture. 


tomorrow 


vou have to sell 


like lightning! 


ard about your sales appeal. The Baby Market is sold today 


territory! 


.. children’s clothes. . 
..toys...vou cant afford to be leisurely or haphaz- 


it’s too late... they've grown right out of your sales 


— 
sn are getting married. building homes. having babies 
_ al a] al ° t oe 


oe, cma omen 


° grow “up 
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You'll reach that Baby Market. while it’s still brand-new. in 
RepBook, the magazine read by young men and women who 


Every story, feature and article in REDBOOK is specifically 
tailored for these Young Adults. April RepBook, for example. 
includes an article on “How A Baby Grows”... another “must” 


by Donald G. Cooley titled “Will Your Child Be Normal”. . 
the monthly fashion feature is devoted to maternity wear... the 


a tr 
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nq Adults 


THE VITAL YEARS 


Copyright 1952 
Redbook Magazine 


medical column deals with children’s care... Charlotte Mont 
gomery talks about layettes ...the cover picture's a baby who 
will captivate any parent. 

Take direct aim today at the growing market—in REDBOOK. 
the only multimillion reader magazine completely devoted to 
the needs and interests of your best customers —Young Adult. 


THE VITAL MARKET 
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GROCERIES! 


In general advertising of 


RADIO AND TELEVISION SETS! 
HOUSING EQUIPMENT & SUPPLIES! 
ALCOHOLIC BEVERAGES! 


In 1951, the huge buying power of the 

Chicago market and the Chicago 

Tribune’s ability to harness that 

buying power for advertisers attracted 

to the Tribune world leadership in 

general advertising of groceries, radio 

and television sets, housing equipment 

and supplies, and alcoholic beverages. 
Advertisers rate a medium by the results 

it delivers. When advertisers in four 

great industries single out one newspaper 

for world leadership in advertising of 

their merchandise, you can be sure that 

the newspaper produces results worthy 

of your attention. 


Measured by the investments 
advertisers make to sell their products 
here, sales opportunities in the Chicago 
market are tremendous. By any measure, 
you get a greater share of sales in the 
Chicago market when you build your 
promotion around the Chicago Tribune. 
Are you taking full advantage of this 
exceptional combination of market and 
medium? A Chicago Tribune advertising 
sales representative will gladly work 
with you and your advertising counsel in 
setting up a program equipped to achieve 
your current sales goals and build solidly 
for the future. Call him today. 


Hee i) 


CHICAGO TRIBUNE ADVERTISING SALES REPRESENTATIVES: 
Chicago New York City Detroit San Francisco Los Angeles 
A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


1333 Tribune Tower 220 E. 42nd St Penobscot Bldg. 155 Montgomery St. 


1127 Wilshire Blvd. 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Now What Do I Do? 


Elmer A. Otte, account executive of Western Advertising Agency, Racine, 
Wis., poses the question in this story of his work with a young college man 
who had asked for his advice on breaking into advertising. 


By Evmer A. OTTE 


A few years ago, as president of our 
local advertising club, I received a letter 
from a G.I. student at our state university. 
He wanted to know what he should do 
upon graduation to make the right start 
in advertising. 

In my reply I gave him what is proba- 
bly my standard suggestion, though I am 
aware it is not the only course to follow. 
I told him to get a job on a small daily, 
or on a good weekly newspaper. There 
may be nothing uncommon about this ad- 
vice but I did analyze for him the reasons 
for such a start. 

I told the young man that as an adver- 
tistng solicitor he would create retail sell- 
ing messages, display and classified ad- 
vertising that must move goods. He would 
get experience writing copy on a multi- 
tude of products and services ... copy that 
would be checked for effectiveness next 
day in merchant cash registers. And, 
probably more important, he would have 
to go out and sell these ads to retailers in 
his paper’s comnrunity 


® Besides learning to create ads and write 
copy, he would get selling experience. I 
told him that without both of these ex- 
perience backgrounds he could not hope 
to get important consideration for later 
advertising opportunities. 

There is another value in “working the 
street,” calling on dealers for retail adver- 
tising. For an alert and ambitious begin- 
ner, nothing can equal these regular visits 
with the people who bring the consumer's 
money “the first mile” on its way to 
wholesale jobber, distributor and manu- 
facturer. This is the path of trade, and 
here is where research and surveys can 
find both questions and answers. Any 
student of advertising, at any stage of his 
career, can profit from this contact. This 
is where much advertising succeeds or 
fails. 

Anyway, that’s essentially what was in 
my letter. And then I forgot about it. One 
day recently I had a caller who identified 
himself as the young man to whom I 
had given the abeve advice. He told how 
he had gone first to the classified depart- 
ment on a small daily. Here he practiced 
what he had learned in journalism and 
business administration classes. Here he 
wrote and sold ads that had to pay off 


® Later he became editor and advertising 
manager of a weekly paper. This time he 
really had to hustle. He developed a faci- 
lity for clean, crisp reporting, he had to 
organize editorial material into an inter- 
esting issue, and he created and sold the 
advertising his paper depended upon. 

It had been two years since he had 
sought my advice. He had followed it, 
practically to the letter. Now, he was back 
for the next instalment. Explaining that 
he’d like to proceed as effectively as his 
talent and experience would allow, he 
asked me simply, “Now what do I do?” 

This time we hired him. He’s still ask- 
ing me, “Now what do I do?” 

This piece should probably end right 
here except that this is where it really 


begins, for me, and I think, for him. I 
became his teacher in copywriting. Our 
first of many discussions on advertising 
copy made me aware that it was I who 
was really going to school this time. 

I have serviced accounts and written 
most of the copy on a wide variety of 
products and services. I like to create ads 
and write copy. Perhaps I have some 
basic theories, but I’m not a teacher. Rela- 
tively patient, and understanding per- 
haps, but a professor...no! Now, what 
do I do? 


® So I'm teaching, and have an apt and 
diligent student. And—I’m learning as 
much as he is. I am learning to take in- 
ventory of what I really believe and know 
about advertising. It’s fun to help an 
eager fledgling, but the greater satisfac- 
tions are mine because I must justify 
what I teach. His progress is a responsi- 
bility to our firm and to me. 

The very first thing I told him was to 
forget about “writing advertising.” Forget 
about appeals and angles and stuff. Sell 
merchandise. On the one hand he has a 
product or service, and on the other, a 
prospect. He’s got to talk to the one about 
the other. He must enlighten and enthuse 
prospects who have needs, or whose wishes 
can be generated into needs. He’s got to 
stimulate wanting, and urge voluntary 
investigation. 

I told him to throw away ad-writing 
psychology and to do nothing more com- 
plicated than calling on a prospect to 
make a sale. On paper, perhaps, but a 
sales call pure and simple. 


® That’s not what he learned at school. It 
makes sense to him but no one had ever 
mentioned it before, yet he agrees with 
this simple analysis. He had learned all 
the copywriting systems without really 
learning to make his copy move people. 
What he wrote made sense. It showed in- 
telligent analysis and it was proper prose 
but it did not compel. It showed little 
benefit to the reader; the only action ef- 
fort was a puny plea near the end. Head- 
lines too were matter-of-fact ...simply 
statements loaded with so-what. 

One of the first things I told him about 
agency ad-creation was the importance of 
getting to know, and continually visual- 
ize his real employer and partner. Not as 
a person or a group of people but as a 
sales organization—the account organi- 
zation. In the creation of ads and cam- 
paigns, he’s really planning the spending 
of their money. I ask him always to plan 
that spending as if it were his own money 
I ask him to remember that budgets are 
appropriated to buy customer-contact 
That means he must plan each message as 
if it were the only call he could make. 


#® And production, though necessary, 
should not become budget-consuming be- 
yond making the message effective. Art 
and typography need not be shoddy— 
should certainly be craftfully contrived— 
but they should not unnecessarily drain 
off dollars that are needed to provide ad- 
ditional sales calls. 

Each selling call by way of an ad mes- 


Adviser Asks, ‘What Next?’ 


Indirect Approach Wasteiul: Woolf 


Sage should be loaded with information 
and honest enthusiasm. Not with hokum, 
or shilly-shallying. Just an honest promise 
of how the product will benefit the reader 

Obviously there’s a wide variance be- 
tween product fields, between trade and 
consumer, between farm markets and 
Fifth Avenue. Fortunately, this lad and I 
have been calling on all of these types in 
scores of ads, in dozens of campaigns. 

We try not to create just one adver- 
tisement. We think in campaigns: cohe- 
sive, momentum-building sales ideas that 
make proud presentations at client meet- 
ings because they would also be effective 
sales calls on prospects. Does this mean 
that our clients buy anything, and every- 
thing? No, but we talk it out. We're not 
trying to sell a series only because it’s all 
done. Nothing is necessarily the last word. 
We want the same thing the client does. 
We want what, in our combined opinion, 
is best for selling goods. And, we know 
that ads are not the only thing for sounder 
selling programs. From our side of the 
table must come the plans and devices to 
make the most of advertising...to get 
mileage out of appropriations. 


es | think it bothered my protege at first 
that we spend so much time on headlines. 
We do all the headlines for a series, in 
one sitting as far as possible. Sometimes 
it’s a long sit. But that’s where the theme 
is worked out. It takes good headlines to 
stop page-turners...to attract readers. 
When you've got the head you've got the 
ad, because the copy is implied and really 
writes itself. Next we plan the complete 
ad. How much copy will it take to tell 
everything the prospect may want to 
know? That helps determine how much 
dominance we give to illustration. Or, 
maybe it’s the other way around. We 
work it out as if it were a friendly, per- 
sonal sales call. 

Once we have the layout, we write copy. 
And then we rewrite it again and again. 
The headline implies the benefits that 
meet a reader’s needs. The copy takes ad- 
vantage of that and it endeavors to turn 
wants into needs. We always start our 
copy with a need. Our product or service 
must answer that need in the second or 
third sentence. Next we add the profit 


G. D. Crain Jr. Says... 


Calendar Does a Good Turn 


Irma Makes a Hit 


motive, or a personal reader satisfaction 
It’s our product pitch to satisfy reader 
wants...to meet reader needs. We're 
breaking down indifference. 

We may dwell briefly on product-proof, 
on company, or in some way give a testi- 
monial twist to dissolve skepticism. . . to 
give immediacy a shove. Finally, we al- 
ways ask for the order. After all, we came 
in to make a sale. We may not be back for 
awhile and every call deserves a full 
chance to pay its way. 


® All of this has been better written in 
books. It’s elementary. Perhaps! But re- 
member, I’m teaching a promising young 
aspirant, I tell him each advertising per- 
son is an ad for his profession. What kind 
of an ad will he be? I tell him the same 
about each ad he helps create. That mes- 
sage is not only calling on prospects on 
whom our client depends—it calls as well 
on competition, on his next boss perhaps, 
or his next client-prospect. Why send out 
seedy, ill-dressed, poorly-spoken saleg- 
men? Make every sales call...every ad 
... like a planned, personal visit from the 
home office. 

Sure, it’s elementary and I’ve “gom 
windy” about an ordinary oth 
are so many ads so casually, so supe 
ficially prepared? Why is so much adve 
tising money invested in third-rate sell 
ing? ? 

What’s so mundane about starting + 


it’s so elementary, so ordinary, why me 


right in advertising? It’s not ordinary if 
its effect on advertising as a businesg, 
It’s not ordinary to my willing student 
associate who's making his start in an im> 
portant profession. Nor is it ordinary 
the clients who will be depending on | 
young fellow some day for sound business 
advice...for seasoned selling judgment 
Everybody concerned deserves the best 
he can get. : 

It’s not easy to remain honestly humble 
when you get a chance to spout “learne 
edly” to a neophyte. Nor is it easy to re 
tain your own self-assurance when pitted 
against an intelligent, thinking pupil. But 
if you can carry it off...to the satisfac- 
tion of all..it surely is rewarding. 

I only hope he keeps on asking, “Now 
what do I do?” 


Personal Service Pays Off 


It has often been said that the adver- 
tising and marketing field is over-or- 
ganized. Actually, the continued existence 
of so many clubs, associations, councils, 
institutes and other groups serving adver- 
tisers, agencies and media indicates that 
they are filling a real need. The rea] prob- 
lem, which they have solved with amazing 
success, is getting such a great number 
of busy people to devote so many hours 
of time to these organized activities. 

Most of those who participate do so be- 
cause they believe, as Theodore Roosevelt 
once said, that every man owes something 
to the business or profession of which he 
is a part. They want to contribute to the 
progress of the field from which they de- 
rive their living, and in addition they like 


to have a sense of belonging to the groups 
which include the most active and suc- 
cessful members of the business 


® However, it might be well for clubs and 
associations, both local and national, to 
remind prospective candidates for jobs re- 
quiring a considerable amount of time 
and effort that their contributions may 
and probably will pay off through per- 
sonal development and advancement. 
There are many examples which might 
be mentioned of men who have won lead- 
ing positions in the business largely on 
the strength of the reputations they have 
acquired through association activities. 

I have in mind a well-known adver- 
tising executive who started out 30 years 
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ago as a salesman for a business publica- 
tion, and went on from there to a leading 
position in his own organization, and later 
to top executive jobs in other companies 
He has a wide and deserved reputation 
for his ability as an organizer and for 
getting things done. He has had earnings 
in the $75,000-a-year and up bracket, and 
certainly from the standpoint of his own 
compensation he has done extremely well 


® Part of his program for getting ahead 
in business was to devote time and at- 
tention to organizations in the advertising 
and media field. He didn't consciously 
seek publicity, but he didn’t 
either. He was available as a speaker, and 
the more frequently he talked the more 
often he was invited to do so. He became 
an officer and later top executive of sev- 
eral national associations, which of course 
increased the personal recognition which 
he had acquired. I am sure that if he 
were asked the question, he would agree 
that his work for organized advertising 
has paid .off in a substantial way, even 
though he did not serve these organiza- 
tions for purely selfish reasons 


avoid it 


@ One of the most successful media execu- 
tives in the country, who recently got a 
new job with a leading publishing house 
on a _ write-your-own-ticket basis, said 
not long ago that he regarded his work 
for advertising associations of various 
kinds as one of the most important step- 
Wping-stones in his plans for personal ad- 
ancement. He pointed out that it had 
éxtended his acquaintance throughout the 
@ountry to a remarkable degree, and that 


Salesense in Advertising... 


the publicity which came to him by vir- 
tue of his work in these organizations 
made him well known to many com- 
panies with which he later had occasion 
to do business. 

“I felt that my club and association 
work,” he said, “was not only worth doing 
for its own sake, but that it had a definite 
part in my own personal program. When 
I started in the business, I was not known 
outside of my own organization. I made 
it a point to be available for club and as- 
sociation work, and the result was that 
I met many important people under high- 
ly favorable conditions. 


® “As a result of this acquired reputation 
as a well-known figure in the advertising 
field, I received several promotions from 
my company, which took me into the 
executive group. Then I was offered top 
jobs with other companies as a result of 
the impression that I ‘knew everybody.’ 
Of course this was an overstatement, but 
my work for organized advertising defi- 
nitely did broaden my acquaintance in the 
right places. My present connection came 
about as a direct result of this reputa- 
tion.” 

Of course publicity and _ reputation 
alone will not make an automatic success. 
But given ability, the spotlight doesn’t 
hurt chances for more rapid advancement. 
That’s something the associations have 
to offer that they should capitalize, be- 
-ause increasing business pressures make 
it continually harder to attract the right 
men for the important volunteer jobs in 
advertising and marketing which have to 
be done. 


| Concerning the Futility and Wastefulness 


‘ By James D. Woo.r 

There are many wonders advertising 
cahnot perform. One of its many impo- 
tefcies, seemingly not always understood, 
is its inability to sell straw hats to Eski- 
mos 

There is no greater 
futility. in my book, 
than the futility of 
reaching out for uni- 
versal readership. Con- 
sider, for example, the 
recent 28-line Sateve- 
post ad extolling the 
virtues of Dr. Scholl's 
foot powder, a prepar- 
ation for 
Stinging, tender, 
chafed, sticky, overworked feet.” No sta- 
tistics are available, but let us assume, as 
a wild guess, that 35% of the Post's 
readers are afflicted with the 
wretched foot condition thus described. It 
would appear to me that the headline of 
this advertisement—“OF COURSE HE 
LOVES YOU!"—misses the 
mile. This headline is an cbvious attempt 
to capture universal interest with the ad- 
man's good old stand-by 
stuff 


“burning 


Jim Woolf 


acutely 


boat by a 


namely, love 


@ Since 65% of the Post's readers enjoy 
feet that don't sting, the love approach is 
as I see it, an ill-advised effort to sell 
straw hats to Eskimos. It is my 
that this advertisement 
headline to the 35% non-Eskimo group 
whose immediate vearning for relief from 
foot misery is more urgent than a hanker- 
ing for love. I suggest that “BLESSED 
RELIEF FOR BURNING FEET,” dis- 
played in the largest Gothic type it is 
possible to squeeze in the space, would do 
a better job. As against the Scholl ap- 
“FALSE TEETH—KLUTCH 


in the same issue of 


notion 
should aim its 


proach, 
holds them tighter,” 


® For example, take Mr. and Mrs 


4 of the Indirect Approach 


the Post, makes no attempt to attract uni- 
versal attention and readership, and in 
this lies its great strength 

Now, admittedly, this is a simple bit of 
strategy we were taught in adland’s 
kindergarten. That is why I am astonished 
so continually by frequent violations of 
so fundamental a principle 

I maintain that it is not possible for an 
advertisement to make a product impor- 
tant and urgent to persons who are not 
in the market for such a product. What 
do I mean by “in the market’? These 
three words refer to any person who is 
(1) actively interested in the kind of 
thing you are advertising, or (2) who has 
a problem or need for which your product 
may provide the answer 


John 
their children. Since, as a 
usual thing, they have a dry cereal for 
breakfast, it can be assumed that they 
are in the market for any interesting new 
cereal that comes along. Now if the Brown 
family is fairly typical of American 
families as a whole, which in fact they 
are, there is nothing whatever to be 
gained by some such indirect headline as 
“OF COURSE HE LOVES YOU'” Isn't 
it the correct procedure to tell the Brown 
family at with no preliminary 
teaser wind-up, how much they will en- 
joy your brand? 

In other of merchandise, 
however, the Browns may not be in the 
market for your kind of thing. It may 
never have occurred to Mr. and Mrs 
Brown, for example, that a home freezer 
unit, or perhaps an air conditioner, may 
be the solution to some of their problems 
Hence they have no active interest in your 
brand of either of these things. But they 
are interested in their problems and, con- 
sciously or unconsciously, they are in the 
market for solutions. Here again an in- 


Brown and 


once, 


categories 


The Creative Man’s Corner... 


A velvet purse of a sow’s ear,” 


direct headline—“YOU'LL FEEL LIKE 
A NEW WOMAN,” for example—would 
be a feeble thing. A discriminate head- 
line, hitting target-true at a problem, 
would reach out and seize the attention of 
those readers most likely to be interested 
in your product 


@ The frequent use of obscure, indis- 
criminate, meaningless headlines, as I 
say, astonishes me. Observe, as a case in 
point, the color page of Blackstone Corp. 
in the March 8 issue of the Post. The 
headline—*There has always been a wait- 
ing list for Blackstone’’—cannot possibly 
be of urgent interest to anybody. I cannot 
believe many Post readers are in the 
market for Blackstone; in fact, I suspect 


Back in Circulation 


. 
Ever ageless, ever new... Silk iv the world of fashion 


. bd . * , . 
International Silk Issociation (US.4.) 


456 Fifth Avenue, New York 17, New Vork a 


the aphorism became changed, through the greater familiarity of silk, to 
“You can’t make a silken purse of a sow’s ear.” 
the delight of the ear in alliteration actually 
Bartlett lists only 13 quotations having to do with wool, four having to do 
with linen and only three with cotton 
almost as universal as sin (74 quotations). 

Currently an interested group calling itself the “International Silk Assn. 
(U.S.A.)”—presumably an historical society of some sort—is endeavoring to 
keep alive the memory of this once fabulous material by running, in such 
publications as Harper's Bazaar, realistic illustrations, in four colors, of some- 
thing or other resembling the Queen of Hearts (or it may be the Queen of 
Diamonds) with a butterfly on her head and Shiva-like arms emanating from 
what may be presumed to be her body. If this illustration is turned upside 
down, the Queen, interestingly enough, appears to be in the clutches of a hide- 
ous monster with owl-like eyes surmounted by a banjo clock. Upside down, too, 
the word “silk” becomes 411S, with a dot under the second “1.” 


wore rrr rrr rrr rr rrr rrr rrr rrrrer 


PDF le le te. 


oer 


Silk, for the benefit of those who have reached maturity since Dec. 7, 1941, 
is a substance once produced—like advertising copy— 
ported chiefly from Japan and was woven, variously, into articles of wearing 
apparel such as women's hose, nightgowns, slips, dresses and coat linings. 
It provided, in short, a fabric of substantial popularity in the pre-Pearl Har- 
bor—or, perhaps more correctly, pre-nylon—era. It was accepted, at one time, 
as a standard of quality, of fineness and even of luxury among fabrics. 

The expression “smooth as silk,” now archaic, was derived from the lustrous 
surface of silken fabrics. In fact, in such wide usage was silk at one time, 
that the eleventh edition of Bartlett lists 14 literary quotations referring to it 
While John Wolcot's original couplet reads: 

“You cannot make, my Lord, I fear. 


by worms. It was im- 


(Some scholars argue that 
brought this change about.) 


Silk, up until the past decade, was 
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that not one in 100 know whether Black- 
stone is a cigar, a hotel, or a book on 
jurisprudence. On the other hand, it is 
probable that a considerable number of 
Post families are on the verge of buying 
one brand or another of an automatic 
washing machine, and these families 
might have been induced to read the 
Blackstone ad if (1) the headline had 
tagged the ad as being about washing 
machines, and (2) had shown the ma- 
chine unmistakably in an_ illustration. 
(The illustration at the bottom of the 
page has no graphic meaning to me.) | 
note buried in the body of the text the in- 
formation that the Blackstone is “trouble- 
free... the only automatic with no elec- 
trical timer.” If this is an important point 
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the most important 
magazine in the 


COUNTRY 


¢First in circulation where half the 
consumers of America live. 


¢ First in the hearts of the people of 
Rural America. 


¢ First in the minds of advertisers with 
products and ideas to sell ... for the 
farm... for the home .. . for the family. 


Farm Journal, Inc., Phila. 5, Pa. 
Graham Patterson, Publisher 
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Employe Communicctions... 


Talk It Over with 


B: Roseexet Newcome ant 


rine er read art: “I am not a 
Quaker Oats Co. « ye it I would 
greet sppreciate it if Quaker Oats would 
Send me one or more of the Quaker Oats 
Malazine which point out inflatior 
Berils. | ar ery i our govern- 
mp nt. I el nh g00 nmmy 
fein t 100 Witr f the naka- 
ae 

rhi one of the mar tangible evi- 
de ces of the success of a communications 
@roeeram undertaken some months back 
By the Quaker Oats Co. It was a progran 
Based on the somewhat revolutionary 
Wea that the issue ff the day can and 
@rould be discussed frank pe and 
Really b my plant e¢ 
Munitve 
B Quaker ».800 employes in 17 plants 
= it talks to some 5,000 additional 
thought-leader in plant communities 
principally through the medium of its 
employe journal The Quaker.” To 
Quaker, an employe magazine is more 
than a journal of social reporting—it's a 
medium of influence for the community 
good. In past issues, “The Quaker” has 
reviewed ten years of its history, to kee; 
its neighbors in the plant communities in- 
formed of its past and alert to its future 
it has tackled the topic of productivity 
with clarity and vigor. As the foregoing 
letter indicates, the editors built an is- 


sue on inflation, which they described as 


worse than the A-bomb 

@in the current issue “The Quaker 
strides into the subject of taxes, in an 
article marked by to-the-point pictures 
and punchy text. Here a Quaker family, 
acting as models, spells out the facts—and 
the menaces—of growing taxes The 


true zg erally SpeSsaing tha ” 


© market for 


AH LOOKS SO DIS- 
GUSTINGLY LOVELY UNDER MAH 
; G-E 50-GA LIGHT BULBS!” 


riow Silly an an acvertiser get in his 


) 
4 
“ ¢ 


Sai readership” 


Your Neighbors 


Magazine takes the reader step-by-step 


through the tax maze, but it’s done in 


simple text, easy-to-understand pictures. 
and y examples. Finally the publi- 
cation tells the reader what he can do 


about it 

These are not random issues, built on 
This is a planned program of 
nunication. It is built upon a com- 
pany conviction that, to get 
along, you talk things over with your 
neighbors. It is built upon the belief that 
communications has a public service to 
perform at the community level. Issues 
distributed in plant communities go out 
iccompanied by a letter from the plant 

anager or other local officials to opinion 

iiders 


impuise 


com 


s obvious 


there is another issue of 
The Quaker” in the blueprint stage 
This deals with the hottest theme of the 
day—the coming elections. Quaker wisely 
will refrain from suggesting to any reader 
how he shall vote. But Quaker will sug- 
gest to all readers that they vote right 
Anybody, the company implies, can tell 
you to go out and vote. But Quaker thinks 
there's a good admonition over and above 
that: Know the issues. The company jour- 
nal proposes to tell what they are 
Industrial management should find a 
cue in the Quaker formula. In its plant 
communities, the wheels of two-way com- 
munication are beginning to turn. There 
is evidence that the community people 
like and approve these neighborly con- 
versations-in-print. They write back to 
the company and say so. They request 
extra issues 
The issue of “The Quaker” devoted to 
taxes is just off the press. Quaker Oats’ 
president, Donold B. Lourie, in the Mer- 
chandise Mart, Chicago, will see you get 
copy if you care to write to him 


now 


Mail Order and Direct Mail Clinic... 


Calendar Does a Good Turn 


By Wurrt NortHMore ScHULTz 


Business in general—and the mail 
order business in particular—needs more 
of the Golden Rule, in my opinion. 

Treat others as you wish to be treated 
and success will follow, I've learned 


And success in the form of good will 
and a predicted increase in mail order 
space advertising will follow, I'll bet, as 
a direct result of a Golden Rule gesture 
packaged in the form of a 1952 calendar 
put together by the American Home Mar- 
ket Place promoters 
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Tips for the Production Man... 


rememoOer. are ali Com- 
Gates are re- 


closing 


job and I'd recommend 
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The Same Art Used in Several Sizes 


By KEnnets B. BUTLER 


to give 
An aggressive, hard-! 
and well-executed comsumer space cam- 
paign loses much of its punch and impact 
tegrated point of sale and deal- 
er display material 
Frequently the art 
copy theme to coordinate the campaign 
In addition to greater results, this method 
offers savings in advertising 
production particularly when one 
f used for the 


set of color 


theme 


without 


combines with the 


important 
casts, 
separations Is 


process color in the different sizes com- 


prising the pieces in the r 

Thus a single set of color separations 
may do multiple duty through use in car 
ecards, outdoor posters, window displays, 
counter displays, envelope stuffers, dealer 
promotion and direct mail 


paign 


Recently ten different pieces of the 
Camel cigaret campaign were handled 
from one set of color separations, from 


window strip to 24-sheet poster 

Two of the printing processes, offset 
and gravure, do their color correction 
work on the photographic separations in- 
stead of on the metal printing plates. Be- 
cause of this method of color correction, 
the offset printer, for example, can make 
one master set of color corrected con- 
tinuous tone positives when the artwork 


is used in several] different sizes 


The Eye and Ear Department... 


SAME ART—Window and counter displays 
made from the same art and color sepa- 
rations and produced by offset were de- 
reloped for Helene Curtis Industries 


From this set of positives the plate- 
maker achieves his screened negatives ir 
the sizes wanted, each size having 133- 
line screen whether large or small. Fre- 
quently the different campaign pieces 
will incorporate only parts of the artwork 
in their layout. Or, different elements of 
the art will be assembled in different 
ways to suit layout to change in format 

Any process or method of color cor- 
rection which avoids duplicate charges 
and excessive plate costs obviously holds 
down production expense 


Cavalier Picked a Winner 


With the video debut of “My Friend 


Irma” in January 
(CBS-TV, Tuesday 
nights 10:30-11), 


a new hit show 
was established on 
the videe circuit. In 
this reviewer's opin- 
ion, “Irma”—as a 
TV attraction—just 
can't miss. It was 
funny on radio—it’s 
ten times as funny 
on TV. 

“Irma” is farce as 
farce should be 
written and played. 
The lines and the situations are superbly 
ridiculous—and the entire cast plays them 
to the limit. Marie Wilson appears, this 
time, in person as the TV Irma and is the 
perfect exemplification of the traditional 
dumb blonde—energetic but a _ nitwit. 
Cathy Lewis portrays Irma’s loyal, de- 
voted but constantly distraught girlfriend, 
Jane—the perfect foil in every way to 
Marie Wilson’s Irma and every bit as 
responsible for the show's glittering 
illusion. All the radio characters come 


bs 


Marie Wilson 


to life—Mr. Kropotkin, Mrs. O'Reilly 
and Al—and are equally good with 
the Misses Wilson and Lewis. It generally 
takes a new show several performances to 
get set, even before it starts going. “My 
Friend Irma” got off to a flying start in 
every way; the excellence of the first 
show is being maintained—in the writing 
chiefly—and “My Friend Irma” should 
soon be among the first five. 

Cavalier cigarets showed the good 
sense to pick up Irma and sponsor her 
As with so many good shows, the com- 
mercials suffer in comparison. They are 
reminiscent, unimaginative and without 
the benefit of a strong, unusual, com- 
pelling selling theme. The “tests” among 
consumers that showed Cavaliers to be 
preferred because they are milder are 
simply referred to against a background 
of obviously professional models milling 
about like a lot of musical comedy extras. 
Undoubtedly, with a little effort on the 
agency’s part, these can be imbued with 
a little more sell. Meanwhile, the adver- 
tiser can purr and rub himself contentedly 
against the agerncy’s leg for having made 
so shrewd and profitable an entertain- 
ment purchase. 
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What makes a newspaper great? 


“THAT'S MRS. GRUNTLY...SHE 
CARRIES A LOT OF WEIGHT 
IN OUR CLUB -" 


What’s the bait that’ll lure nearly 
a thousand busy American females, 
clubwoman type, from towns and 
cities all over Minnesota to jam them- 
selves into a crowded day-long confab 
where somebody else does most of 
the talking? 


The magic formula, tested and 
proved irresistible, is an adroit ap- 
peal to the feminine instinct for self- 
improvement taken intact from the 
women’s pages of the Minneapolis 
Star and Tribune. . . a subtle blend of 


opinion molding and figure molding 
...agossipy glimpse into “backstage” 
newspaper policies and personalities 

. an introduction to well known 
women columnists and writers... a 
chance to garner first-hand-facts from 
qualified authorities on all the subjects 
that interest women: the shape of the 
world, the shape of the nation and 
particularly, the shape of the average 
female as it affects her personal and 
social life. 


Each year the Minneapolis Star and 
Tribune are hosts at a Press Confer- 
ence for Minnesota Clubwomen, spon- 
sored in cooperation with the state’s 
Federation of Women’s Clubs. Orig- 
inally a seminar of techniques for 
publicizing women’s organizations and 
activities, the program has grown as 
wide in scope as some of the well up- 
holstered ladies who this year thrilled 
to the diet-and-exercise demonstration 
conducted by Josephine Lowman, 


nationally famed health and beauty 
specialist. Miss Lowman’s column, 
“Why Grow Old?”’, is a best-read fea- 
ture of the best-read women’s pages 
of the Minneapolis Star and Tribune. 


Finding out what in the world 
interests women is a full-time job for 
12 Minneapolis Star and Tribune 
writers and editors, and an important 
part of the work of every staff mem- 
ber . . . another reason why these 
newspapers get cover-to-cover atten- 
tion from the largest group of reader 
families in the Upper Midwest. 


Minneapolis 
Star ad Tribune 


EVENING MORNING & SUNDAY 


615,000 SUNDAY + 485,000 DAILY 
JOHN COWLES, President 
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St. Croix Paper 
Raises Newsprint — 


mm Price$2aTon os 7 
New York, March 18—St Croix| ; u n nt 5 
Paper Co., Woodland, Me., news~| a : 


print producer, has advised cus-| 
tomers that it will increase its} 
price on newsprint $2 a ton, ef- 
fective April 1 

Since last September, St. Croix 
has quoted $115 a ton base, at mill, 
or $114 a ton delivered in New 
York, the price here being $1 less 
than base because of port allow- 
ance. The new St. Croix base of 
$117 will make the delivered price 
here $116 a ton, the price quoted 
by practically all mills. 

Mill representatives and paper 
jobbers here see nothing signifi- 
cant in St. Croix’s price hike. They 
say the situation does not warrant 
fear of a general upward price 
} movement in newsprint. 
| St. Croix reported a_ record 
newsprint output for 1951 of 93,946 
tons, compared with 89,765 tons in 
1950, a gain of nearly 5%, effected 
through expansion of its operating 
facilities. 


® Total U. S. newsprint consump- 
tion for February is estimated by 
American Newspaper Publishers| 
Assn., in figures just released, at | 
464,840 tons compared with 445,785 | 
tons in February, 1951, and 435,502 | 
tons in February, 1950. This is an| 
increase in 1952 consumption of | 
4.3% over 1951 and 6.7% over ’50. | 

Stocks of newsprint on hand and 
in transit at the end of February, 
1952, were 48 days’ supply for the 
average of all daily newspapers} 
reporting to ANPA. This is a de- 
crease of one day's supply as com- 
pared with the end of January. 
There were 37 days’ supply at the 
end of February, '51. 

Newsprint Service Bureau re- 
ports output of newsprint in Feb- 
ruary exceeded any February on 
record. Production in Canada dur- 
ing February was 457,835 tons and 
shipments were 441,349 tons. U. S. 
output was 94,759 tons, and ship- 
ments were 96,982 tons, making 
total North American production 


- J ee ee he : 
‘ 4 552,594 tons, and shipments 538,- 
pee | a : 331 tons. This compares with con- 
# 3 tinental production of 509,716 tons 
: Sot cae sink rs dae 3 ' Peo 3 


sae and shipments of 485,967 tons in 
ye ee ; : Nn } February, ‘51 


| Appoints La Fond Agency 


| Ess Instrument Co., Bergenfield, 
|N.J., manufacturer of smoke and | 


combustion indicators, has ap- ' 
W, pointed Richard La Fond Adver- When your product costs important money, you 
ith a mass product, you buy mass markets. | tising, New York, to direct its ad- ist 

nabs ) | vestining. want the people who /ave money. Farm families 

Mid-America is one—a mass market, dominated by | ote enitn icant: RinBiainas eae th d 
: . . ong them are the read- 

farmers. You can't sell Mid-America without farm _CJOC Promotes Conville . ie : : 
Suen : | . D. Conville, who has been | ers of Capper’s Farmer. They are the most prosper- 
families, nor the magazine that concentrates on on the station’s announcing and| re ‘ ey: - 
— news staffs, has been advanced to | ous farm families in Mid-America, itself the richest 
them alone! | promotion director of CJOC, Leth- farm market on earth! 


bridge, Alberta. 


| Hickok Mtg. Names Reibold 


Elmer L. Reibold, formerly sales Buy J 
| eerie: 


manager of the New York office 
of Cluett, Peabody & Co., has been 


appointed sales manager of Hickok 
Mfg. Co., Rochester, N. Y. 

| Warner Promoted to S.M. 

| David R. Warner, district sales 


| has been promoted to sales mana- | 
| ger of Miller Electric Co., Apple-| 
| ton, Wis. | 
| 


| manager for the Denver territory, | 
arvrmer 


Steele Resigns Presidency | 

D. H. Steele has resigned as 
president of Hamilton Advertising, 
Chicago, for reasons of health. He 
has been on an indefinite leave of | 
absence since last May. | 


Hoyt Bros. to Tracy, Kent 

Hoyt Bros. Inc., Newark, maker | 
of cake and pie mixes, has ap-| 
pointed Tracy, Kent & Co., New 
| York, to handle its advertising. 
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© geod sight 
RAYE-BALaS 
Twin Chessi 
Tv 


THREE-PHASE APPROACH—The silk banner keynotes all ef Kaye-Halbert’s point of 
purchase material. The three-part theme boosts opticlear pictures, audiomagic sound 
and decorator originals. The supermatic chassis is designed for areas where signal 


strength is normal, while the ultramatic is 


“souped up” for reception in areas where 


the nearest signal is weak. 


P-O-P Makes It Possible for Kaye-Halbert 
to Compete with Giants of the TV Industry 


Los ANGELES, March 18—To 
Kaye-Halbert Corp., television set 
manufacturer, point of purchase 
represents the one type of selling 
in which it can compete with its 
vastly larger competitors on an 
equal basis. The company has dis- 
tribution in 12 major market cen- 
ters. 

Lacking a budget to match the 
volume of competitive advertis- 
ing, “it’s just good sense to con- 
centrate at the point where we can 
effect maximum results,” says Ed 
Altshuler, national marketing di- 
rector. 

“We use the tools within our 
reach. They are the outstanding 


PROCOOR 
GRAPHIC ARTS 
PRODUCTION EXPEDITERS 
DISPLAYS + SIGNS + ART 
LETTERING + CHARTS + EXHIBITS 
Agency Commission Paid 
318 E. Séth St., New York 22 
MU 8-8770 


}ern art 
lieved to be original in the TV | cjals are done by two girls 


styling of our sets, localized 
vertising, and strong point of pur- 
chase material.”” He admits that 
the point of purchase material has 
been assigned the function of sell- 
ing people who may have been 
brought to a store by the adver- 
tising of other companies. 


# All promotion is keyed to the 
objective of creating a “high- 
style” point of reference with re- 


spect to Kaye-Halbert. Out of this; When a set is purchased, the sug- 


approach has evolved an extreme- 
ly distinctive use of modern art 
and functional design—both in set 
styling and promotion. 


For the sets, emphasis is placed | cards are rubber-stamped with the 
upon exclusivity of planter and/ dealer’s name and address. 
hideaway models and their “cus- | 


tom styling.” 

Carried over to point of pur- 
chase material, this thinking is 
exemplified by a completely mod- 
approach, which is be- 


field. Mr. Altshuler thinks Kaye- 


Halbert has a good thing in its) setup in which a chromed chassis 


PRODUCTION 
MGR. 


"MAT MAKING IS AN 
EXACTING PROCESS," 


—explains the mat molder. 


“Experts will tell you that 


no paper making task calls for such a delicate balance 


of qualities as making a fine dry mat . 


. . Different 


makes handle differently. Some mat molders are used 


to one and some to another. . 


. Whoever you give this 


job to, let HIM decide which mat he wants to use and 


your results will be better." 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza Dept. C. New York 20, N. Y. 


For dependable 
stereotyping, rely on 


fied 


ad- 


| troduced, the company runs an ad 
|reprinted and sent to dealers. 


|on 5% of sales. Of this, 242% goes 
| back to dealers for local adver- 


art approach. 

He deplores the general con- 
formity of advertising art. At the 
same time, this conformity pre- 
sents Kaye-Halbert with the op- 
portunity to stand out. There are 
no “musts” attached to the com- 
pany’s art assignments. The artist 
is chosen for his originality and 
modern technique. 

The results, as manifested in the 
company’s advertising material, 
are believed to justify the ap- 
proach. Dealer reaction, when the 
| ad program was presented to them 
earlier this month, bolstered this 
belief, Mr. Altshuler declares. 

The central pieces in the point 
of purchase kit are a silk banner 
and two life-size twin cutouts. The 
banner spotlights the  three- 
pronged sales approach—decorator 
original; opticlear picture; audio- 
magic sound. , 
|@ The cutouts dramatize the Kaye- 
| Halbert twin chassis. One, the 
|“supermatic chassis,’ is designed 
|for metropolitan and fringe area 
| reception. The other cutout fea- 
tures the “ultramatic chassis,” for 
areas where station signals are 
weak. 
| All material carries the Kaye- 
| Halbert slogan, “A good sight bet- 
|ter.” Other paper posters include 
| one featuring the twin chassis, 
| and three others, each confined to 
| one of the three sales points made 
| on the silk banner. 

Each set has a silent salesman 
envelope attached to it. This con- 
sists of an owner’s manual con- 
taining full information about set 
operation and performance. Style | 
features are emphasized. The en- 
velope also contains five post- 
cards with full-color pictures of 
representative models. | 


Det eae pene eto ee 


. Complete description of the 
| model is given on the address side. 


| gestion is made to the customer 
| that he use the cards to tell friends | 
|of his new set. The dealer offers 
‘to mail them. Before mailing, the | 


| Available to key accounts are 
| 12 singing commercials on tape. 
| These are played over a Kaye- 
Halbert set in showrooms at 10} 
|second intervals. To tie in with 
| the twin chassis idea, the commer- 


Now in preparation is a display . 


LABORATORIES — 


is displayed without its cabinet. Si 
| All parts are visible through use 
|of an angled mirror below the set. 
Mr. Altshuler admits this is not 
|new. But Kaye-Halbert has done | 
it relatively inexpensively. The 
chromed chassis reaches the deal- 
er in a set. After use, it can be re- 
placed and the set sold. The sup- 
porting display frame is an in- 
expensive, knock-down affair. 


Wich a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work . . . stock to 


# Some use of newspaper adver- 
tising is made at the point of sale. 
Usually, when a new line is in- 


raise ... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


(a 


I 
a 


listing local dealers. These are 


The advertising budget is based 


tising. The remainder is spent by 
Kaye-Halbert, but all on a local 
basis. Dealers are furnished with 
ad mats of two types. 

One type is strictly the dealer 
“bargain shouting” type. The oth- 
er is the high-style modern tech- 
nique. The former is recognition 
of the dealer desire to compete in 
the usual fashion of the trade. The 
latter is designed to create the 
companion impression that al- 
though the Kaye-Halbert is a bar- 
gain, it also is high style. | 


Buy 
S 


| pers | 


NAMP Adds Two Members 


Harvard Business Review and 
Magazine Digest Corp. have been 
elected members of the National 
Assn. of Magazine Publishers. 


¥ . . os , J ia Uday tas 8 > rn 
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m@ Druggists Prefer Combination Racks, 
m™ © Banners and Bullseyes, NARD Finds 


To get a line on druggists’ pre- 
ferences in display material, Ap- 
VERTISING Ace asked the National 
Assn. of Retail Druggists what its 
members were asking for in the 


Curcaco, March 19—What types 
of point of purchase material do 
druggists ilike—and what displays 
are most likely to gather dust in 
their back rooms? 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


CLUTTERED AND CLEAN—The piled-high counter on the left is 
slowly disappearing from the nation’s drug stores, NARD finds. 
Notice the scarcity of p-o-p material—NARD Journal Editor Slet- 
terdahl reports that many druggists tear display cards off in 


way of point of purchase. 

Here are some of the likes and 
dislikes, as listed by Peter J. Slet- 
terdahl, editor of the NARD Jour- 
nal: 

LIKES: (1) Combination dis- 
play racks which hold more than 


one brand of merchandise; (2) 
banners, streamers, wire hangers 
and bullseyes; (3) display pieces 
that promote products as such, as | 
against those that promote only the 
manufacturer’s brand name. 
DISLIKES: (1) Large, easel- | 


bring the world’s goods into the Nation's Sixth Largest City. 


Baltimore Port Employs 40,000 


Here is another reason why busy, booming Baltimore is bigger and richer 
r than ever. 40,000 people are directly employed in the shipping and maritime 
Se activities of Baltimore's famous Port, which contributes $200,000,000 annu- 
i ally to the economy of Baltimore. Baltimore's seaport is the second largest in 
the United States in total volume of foreign commerce. 85 steamship lines 


Whether you're selling luxury cars or canned goods you'll find a ready 
market for your products in Baltimore, where excellently diversified, steadily 
active industry make this market more prosperous than ever. And you'll 
SELL more than half of Baltimore's population when you include the largest 


he evening and Sunday circulation of The News-Post and American in your ad- 


vertising plans. 


~ Represented Nationally by Hearst Advertising Service 


: BALTIMORE NEWS-POST & AMERICAN 


Baltimore's largest evening and Sunday circulation newspapers 


order to get more product packages on top of showcases. The 
drug store of tomorrow will resemble the drug, cosmetic ond 
sundries section of an Oklahoma City supermarket pictured on 
the right, Mr. Sletterdah! predicts. 


backed counter cards that obscure 
other merchandise; (2) pieces de- 
signed primarily for use near the 
cash register, which already car- 
ries more than its share of p-o-p 
material; (3) any elaborate dis- 
plays that take away from the neat 


| appearance of the store. 
! 


s More and more, drug stores are 
switching to self-service or partial 
self-service, Mr. Sletterdah! said. 
As a result, much hitherto usable 
(if not desirable) display material 
never sees the light of day. 

“Why, I’ve seen $150 worth of 
brand new display material un- 
opened, in many a druggist’s back 
room,” he told AA. 

Some day, he predicted, the na- 
tion will have streamlined drug 
stores which will be as devoid of 


| point of purchase material as are 


many of today’s big supermarkets. 

“When your customer is wheel- 
ing a shopping cart, and can reach 
out, handle, and note the price of 
drug items, as she now can with 
most food items, many of today’s 
display pieces will merely be in 
the way,” he added. 


® Today’s “good merchandisers” 
among druggists are inclined not 
to use any point of sale material at 
all, Mr. Sletterdahl told AA. When 
they do stage a special sale, he 
said, they are more likely to de- 
pend on prominent stacking of 
sale merchandise than on display 
pieces. 

Many druggists who otherwise 
use p-o-p material sparingly will 
use it in concentration for special 
“department” sales, he said. These 
include baby department sales, 
cosmetic sales, shaving needs sales, 
etc. The display material used 
most often in these cases, accord- 
ing to Mr. Sletterdahl, consists of 
banners, str2amers and bullseyes. 


8 “If we could tell manufacturers 
what displays they could best ex- 
pect to get druggists to use, it 
would be these three items,” he 
said. “And the druggist would use 
more of them—and of other dis- 
play pieces—if they would pro- 
mote a product, such as toothpaste, 
face powder, or some other item, 
instead of pushing only the parti- 
cular brand of the manufacturer 
furnishing the displays. 

“What most of these suppliers 
fail to realize is that if you can 
boost sales of the over-all type of 
merchandise involved, each manu- 
facturer stands to do more busi- 
ness,” he pointed out. 

The merchandise racks that hold 
products of more than one manu- 
facturer are the “forerunners of 
the complete self-service rack,” in 
Mr. Sletterdahl’s opinion. (Unlike 
most p-o-p material, however, the 
druggist usually pays for such 
racks, many of which are not in- 
expensive. ) 


® Among manufacturers who have 
made extensive—and successful— 
use of such racks Mr. Sletterdahl 
listed Stephen F. Whitman & Son 
(for Whitman’s chocolates) ; John- 
son & Johnson (for bandages, ad- 
hesive tape and other first aid sup- 
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plies), and Kelling Nut Co. 

He also singled out for special 
mention the wire rack which Gil- 
lette uses to display its razor and 
blades in a plastic case. Despite 
the fact that it has the aforemen- 
tioned drawback of any counter 
display piece, it makes maximum 
use of minimum space, in his 
opinion. 

Mr. Sletterdahl predicted little | 


“very foolish” expenditure. 
Concluding with a plea for more 
“sell” and less “dignity,” Mr. Sim- 
mons asserts the manufacturer 
must subordinate his objectives to 
those of the retailer—if he wants 
his material used. And when point 
of purchase is individualized, then 
the objectives of the retailer and 
manufacturer can be achieved. 


change in the average drug store | Jackson Joins WAGA 


window display in the near future. | 
Most windows continue to be 
places where an abundance of! 
posters, banners and merchandise | 
vie for the attention of passers-by. 
And, in many instances, even the 
view of this kaleidoscopic array is 
blocked by paper banners pasted 
on the outside which tell of “spe- 
cials for today.” 


DROP DIGNITY AND 
ADD SELL: SIMMONS 

Los ANGELES, March 19—When 
used by Emil Simmons, merchan- 
dising director, Owl Drug Stores, 
the word “dignity” acquires a 
slightly tainted aspect. Unfortun- 
ately, that’s what Owl gets in| 
point of sale material, instead of | 
the “stop, look and listen” ap-| 
proach it needs 365 days a year, 
he complains. | 

He points out that unlike food 
stores, drug stores must create 
their own traffic. This means the 
druggist must “hit people over the | 
head, drag them in, hold them and 
sell them.” 

In place of material with these 
characteristics, most manufactur- | 
ers give the druggist dignified, | 
four-color lithographed pieces, all | 
of which look very much alike, he| 
asserts. This type of material) 
stresses compliments to the man-| 
ufacturer rather than emphasis on | 
sell. 


® Mr. Simmons hastens to add that 
he has no objection to lithography, 
except that most manufacturers use 
it to create impressions for them- 
selves, and not immediate sell for 
the retailer. 

The greatest lack is in individu- 
ality and creativeness, in his 
opinion, Too many manufacturers 
are playing follow the leader. One 
comes up with a successful point 
of purchase campaign, and others 
follow at once with the same thing. 

“There should be a strong rela- 
tionship between advertising and 
the material used to merchandise 
it,” in his experience. However, too 
many manufacturers seem to feel 
that a straight reproduction of an 
advertisement does this job. Ac- 
tually, a reproduction of an ad has 
no value, he says, unless it is in- 
dividualized for use at the point 
of sale. 


# Mr. Simmons ventures the opin- 
ion that much of the point of pur- 
chase material offered drug outlets 
is unsuitable because it was pre- 
pared with department stores in| 
mind. The selling problems of these | 
two types of outlets are not the 
same. The point of purchase cides 
rial required by each is different. 

As a specific example of readily 
acceptable material, Mr. Simmons 
cites the trend toward the type 
which permits display of many dif- 
ferent items: a manufacturer of 
sun tan lotion offers a display with 
a centerpiece headlined “A Place 
in the Sun,” with a setup that pro- 
vides for display of other lotions 
and related merchandise. 


® For counter display, Mr. Sim- 
mons recommends 5x7” cards as 
ideal; 7x11” is maximum. Smaller 
signs don’t attract attention. Larger 
signs require more space than is 
usually available. Easels are not 
necessary, he says; most stores 
have holders or frames for such 
cards. 

For window posters or banners, 
22x44” is the maximum acceptable 
size. They can be smaller. Display 
units should be in multiples of 
four feet, the average window 
width. Five-foot displays are a 


Glenn C. Jackson, managing 
director of the Fort Industry Sta- 


tion WMMN, Fairmont, W. Va., 
has been named to fill the same 
position at WAGA and WAGA-TV, 
Atlanta. The latter stations also 
are owned by Fort Industry. This 
fills the vacancy created by the 
recent resignation of James E. 
Bailey. 


Joins ‘Harper's Bazaar’ 

Edward J. O'Malley, formerly 
associated with Redbook in Chi- 
cago, has joined the advertising 
staff of the Chicago office of 
Harper’s Bazaar. 


121 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 
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a newspaper ad is the 


quality of reproduction— 


mats;,.. Lake Shore 


always guarantee 


top performance! 
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(Continued from Page 1) 
ind De Soto were added, and 
shortly “Ross Roy Comparisons” 
were part of every Chrysler-line 
salesman’'s little book 


a So the company confined itself 
to merchandising, and point of 
material on Chrysler 
turning out sales 
helps, displays, and contests and 
training. In the ‘30s it went into 
the appliance field, doing similar 
work for Kelvinator, and later for 
Goodyear 

Its work in these fields is cre- 
ative, not mechanical. It does not 
do printing, mailing or any of the 
mechanical functions. This is true 
also of the slide films it produces 
Actual production is done by film 
houses. Ross Roy does the script- 
ing, artwork and directing 

In 1940 it went into the adver- 
tising agency business, with Dodge 
truck division, for which it created 


purchase 


cars and trucks 


as PREMIUMS 
“SPECIALTIES 
ond SALES AIDS 


covet ond 


* xtwpite 200 FIFTH AVE, REW YORE, RY. 


Agency Develops from 3 
Unique Service Setup § 


the eminently-successful “Job- 
Rated” theme. The agency be- 
lieved in a complete job, or “ad- 
vertising with follow-through,” as 
its men like to call it... entailing 
meetings, sales training, strip films 
for dealers and direct mail. Tom} 
McCormick, who is RR’s executive | 
v.p., Says the agency has gone 
farther along these roads than 
other agencies because it began in 
that end of the business, and has 
learned how to do it profitably. 


@ World War II's impact on De- 
troit was abrupt and staggering. 
All over town, automobile com- 
panies were calling up their agen- 
cies, telling them to wind up their 
billing before the end of the year, 
to get the bills in promptly. It 
looked as if advertising in the Mo- 
tor City was over for the duration. 

Ross Roy had 82 people working 
on Pearl Harbor weekend; a week 
later it had cut the payroll in half, 
and was set for a long, hard siege. 

But as the war orders came 
streaming in to manufacturers, 
the manufacturers discovered 
something—they had not only to} 
provide the machines of war, but} 
operational, training and service 
manuals as well. And by January, 
the manufacturers were turning in 
increasing numbers to Ross Roy. 
By the end of the first quarter, all 
the RR people who had been let 
go were back on the payroll—and 
when the war was over, the agency 
had 180 employes. 


® An endless stream of manuals, 
leaflets, films and transcriptions 
poured out of the agency. A pretty 


OPERATING GROUP—Here’s the Detroit brass of Ross Roy Inc. 
(L. to r.), William W. Shaul, G. Fred De Bolt, Harry C. Stalley, 


fair example is the book-size 
manual RR did for the Navy on 
the 5-inch 38, the handy dual- 
purpose gun which (coupled with 
the proximity fuze) was to be- 
come the sailor’s best weapon 
against the Kamikaze. The manual 
was a standard text at Annapolis. 

In many ways, the war only 
confirmed RR’s previous opinions 
about selling. The agency has a 
product research department, 
whose specific job it is to test its 
clients’ products—and those of the 
competition—to analyze them fea- 
ture by feature 

But since the war the bent of 
the agency has been toward con- 
ventional advertising—i.e., space 
and time advertising. At the pres- 
ent time it sells its services to 
comparatively few companies, no- 
tably Chrysler, whose truck, motor 
parts and export divisions it han- 


| dles, 


\s The agency's training in the by- 
products division had some pre- 


| 


| 


| 


| time 


| those who 


dictable results—for one thing, it’s 
cost-conscious. “We've got one of 
the best time-accounting systems 
in advertising,” Mr. McCormick 
insists, “because we had to count 
pennies—we weren't on any 15%.” 

Today the time records are kept 
on IBM—and everyone fills out a 
report, with “unassigned 
time” not only a permissible item, 
but expected. 

At present, the only project in 
the shop comparable to its war- 


time output is a special job Ross’! 


Roy is doing for Westinghouse in 
connection with the atomic pro- 
pulsion plant the electric company 
has been assigned to build for a 


| submarine. 


Because of the secrecy surround- 
ing the project, the agency has 
had to set up unusual working 
conditions—the men working on 
the atomic assignment have been 
“Q-cleared” for security. Only 
have been Q-cleared 
may enter the section of the agen- 
cy where the work is in progress 
and the section is walled off, has 
a locked entry, and a storage vault 
where restricted material is kept. 
At this moment at least, most of 
the agency’s executives haven't 
been cleared (there is no reason 
for them to be) and if Mr. Roy or 
Mr. McCormick want to talk to 
someone in the project, they have 
the choice of telephoning or knock- 
ing on the door, and asking the 
person to come out 


@ In 1950, moving seriously in the 
direction of new business, the 
agency acquired two other agen- 


cies—C. C. Fogarty in Chicago, 
and Zeder-Talbot on the West 
Coast. Mark Martin, who was 


Garner’s Washington manager, 
heads new business for the Chi- 
cago operation, and has some new 
accounts to show for his efforts— 
notably Dad's Root Beer and some 
mail order accounts, as well as 


a 


Kenneth C 


some cosmetic companies. Ross 
Roy had Los Angeles and Seattle 
offices in prewar days; they bought 
Zeder-Talbot primarily because 
they were interested in Maurice 
Vaughn, who now runs the office 
and who handled Altes beer for 
them. Altes beer was resigned 

—it was doing well in the markets 
where it was distributed—when it 
developed it did not have tin al- 
locations to expand that distri- 
bution. 

As the accompanying box will 
show, the agency’s volume in 
space billing has grown gradually 
over the last few years, and space 
now accounts for more than half 
its total billing. 


@In many ways, the ramified 
business of the agency grew out 
of a curious philosophy—a _ phil- 
osophy of criticism coupled with 
service. Ross Roy was critical of 
the way direct mail was being 
handled by auto companies. It 
thought it could do better. It made 
a deal with R. L. Polk, obtaining 
auto registration lists at an ad- 
vantageous figure, since Polk was 
finally convinced that no selling 
or creative expense would be in- 
volved. Using these lists, Ross Roy 
mails the Dodge trucks’ “Job Rat- 
er” magazine (which it writes and 


|edits) to 2,000,000 readers six 
| times a year. 
In 1951, the agency handled 


some 50,000,000 pieces of direct 


Lovgren, 
Thornhill, T. G. McCormick, John Hutton, and C. F. Sullivan. 


Robert A. Dearth, Ross Roy, John lL. 


mail. 

Contributing to this growth is an 
evident trend in the auto industry 
toward smaller home office staffs, 
and purchasing of outside serv- 
ices. So Chrysler's use of Ross 
Roy has grown, and 285 of the 
agency’s 325 employes are in De- 
troit. They are housed in a five- 
story building, now completely oc- 
cupied by Ross Roy Inc., includ- 
ing the floor with the Q-cleared 
section (now largely vacant, but 
available if the project picks up 
the speed it was originally sup- 
posed to attain). The building has 
two parking lots—car-conscious 
Detroit has primitive public trans- 
portation, and the average adman 
drives to work. 


@ Just as the direct mail sprang 
from the criticism and_ service 
principle, so did the agency's slide- 
film, TV and transcription facil- 
ities. The service philosophy, in 
Ross Roy’s words, goes briefly to 
the effect that “if you’re constant- 
ly looking for ways to help the cli- 
ent, you'll automatically get more 


JUST ASK FOR MARIE: 


Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
om. aw oe addressing or 
mailing job. Lp pick-up and de- 
livery, fast and accurate work, p= 

es 


- € 
always in line LETTER SHOP, 
> = S. Dearborn St., Chicago 5. 
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“Advertising Age 


is the 


fastest way of keeping 
up to date on fast 


breaking developments’ 


? 
Says A.M. BRUNINGA 


Advertising and ¢ 
Sales Promotion Manager ( 


“As a newcomer to this position I have a lot to learn and fast. 
AMERICAN KITCHENS DIVISION Hence, ADVERTISING AGE is must reading on my list be- 


Avco Manufacturing Corporation cause it is the best, fastest and easiest way I have found of keep- 


? 


ing up to date on fast breaking developments in advertising and 


selling. 


oe. “While I think AA deserves a big bouquet for straight news 


Mr. Bruninga joined the American Kitchens organization in May, 1950, . —_— P ‘ 
eo) coverage, I believe the editorial staff outdoes itself in the world 


de ON My ponte AAT A RR Gm i888 


as Chicago District Sales Manager. Just a year later he was advanced to ‘ F ; , 
’ of ideas—constantly offering new, stimulating, and always 


Manager of Sales P. tion and Publicity, and ass d hi sent respon- , ? : : . 
anager Oo ales Fromotion anc ubucl y an assume 1s presen re spon interesting ideas—which, after all, are the lifeblood of the ad- 


sibilities in October, 1951. From 1946 to 1950 he was Advertising and kaa ; 
vertising business. 


Sales Promotion Manager of Kitchen Kraft steel kitchens made by Mid- 


west Manufacturing Company, Galesburg, Illinois. Mr. Bruninga got “Since I am with American Kitchens which is a leader in 
his Bachelor's Degree in Journalism from the University of Illinois the rapidly expanding steel kitchen industry, new ideas 
in 1942, then served four years as a gunnery officer in the Navy found in ADVERTISING AGE are vital in trail- 
before entering advertising. He is married, has two lively blazing bigger and better channels of distribution. 


boys, and says his hobbies are “barbershop quartet 


singing, and fighting losing battle of receding “Congratulations and well done to all hands 


hairline and advancing waistline.” on your staff—and full speed ahead.” 
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1951 
Billings for adver- 
tising space, time 


Merchandising, direct 


mail and sales 
promotion* 


How Ross Roy Volume Has Changed 
in Postwar Years, 1947 to 1951 


and related services $8,132,000 $6,411,000 $5,492,000 $4,420,000 
7,242,000 6,719,000 
$15,374,000 $13,130,000 $12,814,000 $9,776,000 


"Represents capitalization of creative charges, excluding all di- 
rect costs of printing, mailing, and other mechanical charges. 


1950 1949 1948 


7,322,000 5,356,000 


back,” a notion Roy practices not 
only in his work but in his sizable 


Boy Scout and Junior Achieve- 
ment activities 
The agency wandered into the | 


training film business because (1) 


product research. 

The elder Roy tends to think of 
himself as primarily a creative 
man, whereas Tom McCormick is 
the business man of the opera- 
tion. He agrees with McCormick 


it had a better knowledge of the} that the trend of the agency is 


product than most outside film] toward 


space advertising—al- 


producers, and (2) it was looking | though “we won’t neglect the oth- 
for ways of doing things the cli-| er things.” 


ent hadn't yet asked it to do 

In this way, the agency devel- 
oped a story-board department, 
and now uses it for its clients’ 
TV work. Thus, a client can work 
from a visualization, and need not 
spend the money to find out 
whether the product will look 
good to him. A similar method ap- 
plies to transcriptions, which are 
cut first in a recording room over- 


™ looking noisy Jefferson Ave., and 


the client gets to hear the result 
Before he okays it, and it is cut 


professionally The agency thinks 
if’s better than looking at a script, 
@ven though occasionally some 


tPaffic noises creep in 


®@ Ross Roy is a soft-spoken, sharp- 
featured man of middle height, 
now 53. His son, Bob Roy, came to 


_— ca saptoairte 
| NATIONAL 
zx, DISTRIBUTION 


Past, Easy, Low in Cost! 


y's soaring sales costs call for your careful 
bination of the old tested, proved inde- 
lent selling field. This plan has built 48 
st@fe distribution quickly and at remarkably 
lo@ cost for many of America’s multi-million 
dollar industries and hundreds of smalier 
firs If your product or line can be sold by 


nal demonstration, we invite you to secure 
e ank, experienced appraisal of your possi- 


ies and future in the direct-to-consumer 
@ field There is no cost or obligation to 
you, Write today in detall 


OPPORTUNITY MAGAZINE 
Dept. A-111, 28 EB. Jackson Bivd., Chicago 4, Ii 


| As most men who start their 
own businesses must—and Roy 
had the added disadvantage of pi- 
oneering a business unlike any 
other at the time—he’s done near- 
ly every job in the shop. He still 


to a farm, where the truck copy 
is shown to the farmer, who then 
tells the writer whether it’s ac- 
curate, and if its terminology is 
correct 

On this premise, the agency set 
up a truck owner panel in Find- 
lay, O., where—at irregular inter- 
vals—it gathers some 15 truck 
owners together, and they have 
dinner and swap talk about their 
businesses, how the trucks fit in, 
what they like and dislike. “Might 
have to change the panel, though,” 
Roy concedes. “It’s easy to become 
a critic—then the value isn’t there 
any more.” 


® The executives of Ross Roy have 
two distinguishing characteristics: 
a good many of them have worked 
for Chrysler, and they get to work 
at 8:30 in the morning. The ex- 
planation for the second is simple 

the auto companies start at nine, 


and agency men have learned it’s 

sensible to be ready to talk to the 

client when he’s ready to talk. 
The backgrounds of the execu- 


“years of 


WARWICK 
type service 
-- only one 
correction” 


“Warwick typography is indeed fine and has remained 


uniformly so for vears 
astonishing speed 


I wish again to comment on the 
f vour service. We actually get faster 


service from Warwick in Saint Louis than we can get 


from our own local houses 


And furthermore, errors 


common to printing are held to a minimum. In the years 
we have used Warwick service, we have had to call for 


only one correction 


J. W. DURY, Vice-President G Production Manager 


Noble-Dury & Associates, Inc., 


Nashville, Tennessee 


Warwick serves advertising agencies print- 


ers, artists and manufacturers in 24 states 
and Mexico. If you have a typographical 
problem mail it to us for fast, efficient 
help. Send for new type specimen book. 


WARWI cK TYPOGRAPHERS, INC. 


<P OCR, 
‘ ~, 
*e, 


- 920 Washington Avenue + St. Louis, Mo. 
-... overnight by rail and air from nearly all U.S. 


tives demonstrate something else: 
in general, Ross Roy Ince. is dis- 
tinctly a Detroit agency and a 
midwestern agency. Most of its 
men are drawn from other agencies 
and other cities in the Midwest. 
Partially this is design—the other 
| midwestern agencies know the in- 
| dustrial pattern which is impor- 
tant to an agency which has a siz- 
able industrial spread of accounts. 
| Part of it is accident—almost any 
midwestern agency head can tes- 
tify to the difficulty of springing a 
| New York adman out of town. The 
| harrowed inhabitant of the Madi- 
son Ave. warrens may think long- 
| ingly of the vast reaches of a dis- 
| tant city, but when he actually 
poner down to make the switch, 
something very like palsy sets in 

| 

® Besides Tom McCormick, who 
was a DeSoto man before he joined 
| Roy, the rest of the top manage- 
|ment in the agency has this kind 
of background: Carroll F. Sulli- 
van, v.p. in charge of account op- 
erations, joined RR in 1947 after 
varied automotive experience, 
most recently as a Plymouth re- 
' gional manager; G. Fred De Bolt, 
|v.p. in charge of account opera- 
| tions, joined in 1936, after being 
}a copywriter with Fred M. Ran- 


regards himself as a “bug on writ-| dall Co. and N. W. Ayer & Son, and 
ing copy to be understood.” He! four years in Dodge's sales pro- 
wants the copy to be clear and | 
accurate, and his idea frequently | 
entails chasing a copywriter down | 
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ADVERTISING—Becouse the agency had 


prepared a showing for a Detroit Junior 


Achievement group, it had this panel showing the variety of products it advertises, 
ranging from ports to perfume, from airlines to mechanical milkers. 


motion department; Kenneth C. 
Lovgren, v.p. in charge of creative 
services, joined in 1945, from Mac- 
Farland, Aveyard & Co., Chicago, 
where he was senior copywriter 
—formerly with Y&R, and Henri, 
Hurst & MacDonald in Chicago. 
William W. Shaul, v.p. in charge 
of merchandising creative serv- 
ices, joined in 1946 as a copywrit- 
er, and had been a district mana- 
ger for DeSoto before joining the 
agency; John L. Thornhill, v.p. 
and account executive, joined RR 
after graduation from Michigan in 
1940; Robert A. Dearth, assistant 
to the president and the agency’s 


= 


BY-PRODUCTS—Here are some samples of Ross Roy Inc.'s “follow-through” as dem- 

onstrated on the Dodge truck account. The agency's services include advertising, 

mats, sales helps, literature, direct mail, publicity, showroom demonstration kits, 

films ond transcriptions. This kind of material was the agency's basic business for 
14 years. 


new business chief, joined in 1949, 
and was an account executive and 
| head of the new business commit- 
| tee in McCann-Erickson’s Cleve- 
land office; John W. Hutton, v-p. 
and operating manager, who han- 
|dles art, photography, production 
and traffic, joined in 1939, pre- 
viously worked with LaDriere Inc. 
and Holden, Peters & Clark, both 
| Detroit, and Tranquillini Inc., 
Cleveland; Harry C. Stalley, senior 
art director, is a veteran of sev- 
|}eral Detroit agencies and Tran- 
| quillini. 


@ The branch offices are headed 
by John G. Fogarty, now execu- 
tive v.p. of Ross Roy's Chicago of- 
| fice, and previously a partner of 
C. C. Fogarty and onetime mer- 
chandise manager of the Chicago 
Herald-American. He has Mark 
| Martin as a v.p.—a graduate of the 
Des Moines Register-Tribune, 
Gardner Advertising Co. and Tra- 
cy-Locke. Maurice G. Vaughn, v.p. 
in charge of the Hollywood office, 
had a radio and TV background 
and was with Zeder-Talbot, which 
Ross Roy bought. John F. Belcher, 
manager of the New York office, 
moved into Ross Roy in January, 
1951, and previously was a mar- 
keting and merchandising account 
executive with Batten, Barton, 
Durstine & Osborn, New York. 
At the moment, Ross Roy bill- 
ings are up 110% over 1947, and 
it hears the buzz of new business 
somewhere in the outer corridor. 
While its path may be swinging 
away from the kind of services 
which made it unique, chances are 
that its head won't let it go too far 
afield. ‘“‘There are only a few ad- 
vertising accounts that we want,” 


Ross Roy says, quietly. “Only 
those accounts we think we can 
help.” 


Eastern Starts Campaign 
for Chateau Martin Wine 


Eastern Wine Corp., producer of 
Chateau Martin wine, has started 
a 13-week saturation campaign in 
14 New York and New Jersey 
newspapers. Ads, which are 28 
lines, feature the Chateau Martin 
bottle and the price. 

The schedule calls for three in- 
sertions per week in the following 
13 papers: Amsterdam News, New 
York, Bergen Evening Record, 
Hackensack, N. J., Jersey Journal, 
Jersey City, Long Island Press, 
Long Island Star-Journal, Newark 
News, New York Mirror, Newark 
Star Ledger, Newsday, Paterson 
Call, Paterson News, Staten Island 
Advance, Syracuse Herald and 
Post Standard. Also, two ads 
weekly will run in El Diario de 
Neuva York, Spanish language 
newspaper. Ben B. Bliss Co., New 
York, is the agency. 


Two Join Chicago Office 

Mel Adams and Richard S. 
Smith have been appointed to the 
newly opened Chicago offices of 
O. B. Motter & Associates, finan- 
cial public relations organization 
with headquarters in New York. 


| Tooke Bros. Starts Drive 


Tooke Bros. Ltd., Montreal, is 
launching an intensive drive for 
| Kant-Krease shirts during March. 
Harold F. Stanfield Ltd., Montreal, 
is placing 1,000-line copy in Ca- 
|'nadian newspapers. 
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Neckties and a Magic Lamp Prove Helptul 
to Transformer Company at Conventions 


CANONSBURG, Pa., March 20— 
Promotional neckties for company 
salesmen are not new. But the 
Pennsylvania Transformer Co. 
here has built up the idea into an 
unusual sales promotion medium. 

Advertising Manager Irving R. 
Isaacs reports that the company 
has designed a tie “pleasing enough 
to warrant its selection on its own 
merits.” He says customers as well 
as salesmen are wearing the ties. 
As a result, a whole campaign has 
been built around the tie, with the 
company’s Pole Star Distribution 
Transformer getting the benefit of 
the promotion. 


@ Mr. Isaacs says it all started 
when ADVERTISING AGE carried a 
Story Feb. 5, 1951, about “Spe- 
cial Neckties Are Harvale Spe- 
cialty.” Pennsylvania Transformer 
wrote to the G. S. Harvale Co. in 
New York for further information. 

“Before long,” Mr. Isaacs re- 
lates, “‘we were well into the work 
of designing a trademark tie for 
one of our fast selling products, 
the Pole Star Distribution Trans- 
former.” 

The tie itself retained the trans- 
former’s emblem (a star in a cir- 
cle) and also had separate stars 
and circles. No lettering was in- 
cluded in the design. However, 
space on the back of the tie was 
provided for the complete trade- 
mark, including the words “Pole 
Star.” 

The ties are made of an all- 
silk fabric. Some have a dark blue 
background, others a_ gray-blue. 
Circles were rendered in red-or- 
ange, stars in white. 


@ Mr. Isaacs admits that “there 
was a certain amount of skepticism 
among some of our people” about 
getting customers to wear the ties. 
The company decided then to 
make a test check at an engineer- 
ing convention held in New York 
last January. 

“Our salesmen wore the Pole 
Star ties,” said Mr. Isaacs, “and in 
a short time we had distributed all 
of the ties we had brought along. 
They were given to our customers 
at their request. All of these peo- 


ple, but one, put on their new Pole | 


Star ties and wore them through- 
out the day.” 

This successful test encouraged 
Pennsylvania Transformer to de- 
velop a more elaborate campaign. 


It was decided to bring the ties to) 


another national convention and 
a new distribution gimmick was 
worked out. A Pole Star tie dis- 
penser was created along with a 


sy 


a! a 
promotion theme—‘New Ties for 
Old,” a variation of “New Lamps 


for Old” of the “Aladdin’s Lamp” 
tale. 


® The display, as described by Mr. 
Isaacs, “consists of a large lamp 
made in the fashion of lamps of 
old, gilt-finished, and resting on a 
black lacquered base. The back- 
ground to the lamp is a scene from 
old Bagdad.” 

The project carries out 
theme, “New Ties for Old.” Before 
a new tie is given out, an old one 
must be thrown into the lamp. A 
customer takes off his tie, rubs 
the lamp, utters the magic words 


the 


and a Pole Star tie emerges from a 
box at the base of the lamp. 

Mr. Isaacs said the promotion 
went over big at the convention. 
He reported that once again the 
“entire stock of ties sent with the 
display was quickly exhausted.” 
The old ties received were re- 
turned to customers later in the 
convention or were mailed back 
with a note thanking the customer 
for his sportsmanship and men- 
tioning the features of the Pole 
Star transformer. 

“New Ties for Old” will be 
Pennsylvania Transformer’s theme 
at a number of other conventions. 


Cross Joins Kimberly-Clark 


William W. Cross, formerly 
newsprint sales manager of Coosa 
River Newsprint Co., has been ap- 
pointed assistant general sales 
manager of Kimberly-Clark Corp., 
Neenah, Wis. 


Conveyor Mfg. Names Agency 
Alvery Conveyor Mfg. Co., St. 
Louis, has appointed Oakleigh R. 
French & Associates, St. Louis, to 
direct its account, effective May 1. 
Olian Advertising, St. Louis, pre- 
viously handled the account. 


F&S&R Appoints Graham 


Alan L. Graham, formerly with 
L. W. Ramsey Co., Chicago agency, 
has been appointed an associate 
account executive in the Chicago 
office of Fuller & Smith & Ross. 
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The Network 
of Weekly Newspapers 
reaching the U.S. 
Armed Forces Everywhere 


ARMY TIMES _ AIR FORCE TIMES 


reau of Circulations) 


NAVY TIMES 


Advertising Offices: (Est'd. Oct. 20, 1951) 
WASHINGTON: 3132 M St., N.W. 

NEW voRx. ai Eost 42nd St LOS ANGELES: 6399 Wilshire Bivd 
CHICAGO: 203 N. Wabash Avenue SAN FRANCISCO: Monadnock Bide 
PHILADELPHIA: R. W. McCorney, 1015 Chestnut St 

Also: LONDON — FRANKFURT — TOKYO 


DETROIT: Guordian Building 


et 


“THEY REALLY 


wee Re =m 


WATCH 


SARRA COMMERCIALS” 


Sarr G- 


New York: 200 East 56 Street 
Chicago: 16 East Ontario Street 


SPECIALISTS IN VISUAL SELLING 
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Starts Incentive Library New York. It is called the “In- 
Cappel, MacDonald & Co. has centive Library” and is designed to 


unique merchandising assist sales organizations, sales 


Started a 
its eastern offices in executives, business editors, etc. 


library in 


SOMEBODY'S SECRETARY | .. by POST-HALL SYNDICATE 


yES, T KMOW THE AD POST-HALL,OF COURSE ! 
MANAGER |S PLANNING A } THEY SPECIALIZE IN LOW- 
COMIC-TYPE ADVERTISING COST PICTURE BOOKLETS 
BOOKLET-- BUT WHO'S FOR ADVERTISING ... 
DOING \T FOR US? / HANOLE THE COMPLETE 
JOB FROM SCRIPT IDEA 
TO PRINTED BOOKLET! 


FREE SAMPLE BOOKLETS AVAILABLE FROM THE ABOVE ADDRESS 


Majestic Promotes Two 


CONTAINER CONSCIOUS—F. Di Bella & Sons, Boston fruit wholesaler, is one of an 

increasing number of companies making use of containers for simple and direct ad 

messages. This yellow and green printed container for shipping bananas was manu- 

factured by Robert Gair Co. Di Bella says that the eye appeal of the package has 
brought a number of unsolicited inquiries and orders. 


Federal Promotes Gleason 
Federal Chemical Co., Indian- 
apolis, has promoted Ronald J. 
Gleason, who has served the com- 
pany in a general sales capacity 
for three years, to v.p. in charge 


Majestic Co., Huntington, Ind., 
maker of metal building products, 
has promoted D. A. Purviance, 
general sales manager, to general 
manager. R. D. Hall, assistant 


Sales manager, succeeds him of sales. 
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THE COMMERCIAL APPEAL 
MEMPHIS PRESS-SCIMITAR 


SCRIPPS-HOWARD NEWSPAPERS 
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Peter Paul Candy 
Sales Hypoed by 
62-Ton Display 


New York, March 18—Peter 
Paul Inc. is combining show busi- 
ness and point of sale to keep the 

| customers coming for Mounds and 
| Almond Joy candy bars. 

In January the largest candy dis- 
play in history—a 6'-ton floor to 
ceiling affair—was unveiled at the 
Liggett store at 42nd St. and 
Broadway here. Window decora- 
tions featured the candy bars, as 
did streamers, shelf-talkers and 
counter cards. 

To open the sale, western star 
Gabby Hayes and songstress Peggy 
Lee drove up to the Broadway 
store in a horse-drawn covered 
wagon. Accompanied by a three- 
piece cowboy orchestra, they then 
entertained the crowd on hand. In- 
itial sales were conducted to ob- 
tain candy for donation to chil- 
drens’ hospitals; for every bar 
bought, Peter Paul donated an- 
other bar. 


s After the grand opening, pretty 


girls circulated among the cus- 
tomers giving them a taste of 
Mounds and Almond Joy and 


| handing out cards entitling them 
| to a free candy bar for every six 
| purchased. About 70% of these 
|eards were turned in to the 
cashier by purchasers. 

This display remained on ex- 
hibition for a month. During this 
time Liggett’s featured a special 
Mounds sundae. Concurrently a 
| one-ton island display of Mounds 
and Almond Joy were shown in 
other Liggett stores in this area 

Another mammoth display, in 
the six-ton floor-to-ceiling class, 
| will be erected within a few weeks 
as a part of the opening ceremonies 
for a new People’s Drug Store 
branch in Arlington, Va. Here 
again show business will be used 
to hypo sales. Stars from WTOP, 
Washington, will participate in the 
opening day’s festivities. 


| Commerce Dept. Issues 
| Two Marketing Booklets 

The annual review number of 
the “Survey of Current Business” 
and the “1952 Edition of Special 
| Days, Weeks & Months” have been 
| issued by the U.S. Department of 
Commerce. The review gives a 
comprehensive analysis of busi- 
| ness conditions throughout the na- 
| tion last year, including charts and 
tables. Price per copy is 30¢. 
| The second booklet, intended to 
| help business men coordinate their 
advertising and promotional plans, 
| lists some 400 of the leading events 
| which were made known to the 
|Commerce Department. There is 
| both a chronological and topical 
| listing. Cost is 15¢. Both booklets 
lare available from the Commerce 
Department New York regional of- 
fice, 2 W. 43rd St. 


Joins ‘Fishing L.1. Waters’ 
William C. Fowley, formerly ad- 
vertising director of the Review- 
Star, Nassau, L. I., has contracted 
for the national advertising repre- 
sentation of Fishing Long Island 
Waters, a magazine dedicated to 
fishing, boating and recreation in 
Long Island waters. The magazine 
was established two years ago and 
reportedly has a net paid circula- 
tion of 15,000. It is published 20 
times a year, twice a month from 
March to October, and once a 
month during the winter season. 


Young Joins ‘Maclean’‘s’ 

Jack Young, formerly with 
Goodyear Tire & Rubber Co. of 
Canada, has joined the Toronto 
|office of Maclean-Hunter Pub- 
lishing Co. as advertising promo- 
tion manager of Maclean’s Maga- 
| zine, 


NBC Appoints Wilkott 

John Wilkoff has left the ex- 
ecutive staff of Broadcast Adver- 
tising Bureau to become promo- 
tion manager of the co-op sales 
department of National Broadcast- 
ing Co., New York 
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ANA Spotlights 
Sales Problems 
at Annual Meet 


(Continued from Page 1) 
between great prosperity and deep 
depression in the U.S. has come 
to depend on persuading the 
American consuming public to 
keep on buying things which, 
however desirable, the consuming 
public is under no heavy pressure 
to buy.” | 

A large share of our production, 
Mr. Howard noted, can be bought 
or passed by without any great in- 
convenience to the public. 

Managements can plan to grow 
two ways, Mr. Howard observed, 
“either by horizontal growth with 
new products and an expanding. 
set of markets, or by vertical 
growth—which requires bold and, 
imaginative action.” | 


® “The key to sustained prosperity 
in this country is a sustained de- 
mand for new products,” he told 
the ANA, adding that “creative 
selling—to match the creative 
manufacture and production which 
has been this country’s transcend- 
ent genius—that is the need.” 

He warned the assembled ad- 
men: “We must wake up our 
managements to the suicidal as- 
pect of our Maginot Line sales | 
thinking—[the idea] that it is 
enough to sit back comfortably 
with our historic dollars and per 
cents and our twaddle about sell- 
ing expense.” 

Throughout the meeting,| 
speakers concentrated on better | 
ways to needle retailers, whole- 
salers and salesmen into better 
performance; better ways to pro- 
duce better advertising, and better 
ways to make advertising dollars 
pay off. 


® Perhaps the ideas which most 
interested the admen were those of 


Robert C. Temple, executive v.p. 
of Raymond R. Morgan Co., who 


PRUDENTIAL COMMENDED—Orville E. Beal (second from left), v.p. in charge of 
public relations and advertising for Prudential Insurance Co. of America, is shown 


receiving a Bureau of Advertising plaque 


awarded Prudential for efficient use of 


newspaper advertising in 1951 to promote sale of life insurance. Harold Barnes, di- 

rector of the BofA, presents the award. Looking on are Harold L. McClinton (left) 

end M. E. Carlock of Prudential’s agency, Calkins & Holden, Carlock, McClinton 
Smith. 


The advertising hammered at 
every possible weakness of deter- 
gents, from disputing the no-rinse 
claims to inquiring solicitously if| 
a detergent had caught the house- 
wife red-handed. 

They sold a combination of 
water softener and White King, | 
and did it successfully. The brand 
now holds about 14%-15% of the 
market in the 11 western states 
where it’s sold. 


@ Art Scaife, manager of mer- 
chandising, small appliance divi- 
sion, General Electric Co., ex- 
plained to the ANA how GE goes 
about integrating its sales pro- 
motion efforts. 

The big stumbling block to sales | 
promotion, he indicated, is the) 
misunderstanding by distributors | 
and retailers of what the material 
is supposed to accomplish. They 
traced the success of the company 
in converting its material into a 
valuable sales tool, for which the 
retailer pays. 

The association also took a care- 
ful look at the problems of adver- 
tising and its place in the social} 
community. | 


described the struggle of White|s# A special presentation illustrated 
King soap against the titans of the the methods and materials availa- 
industry. |ble for working with the joint 


Mr. Temple, who was assistant; ANA-Four A’s committee for bet- 
advertising manager of White) 


King Sales Co. before joining the 
Morgan agency in 1939, showed 
the group graphically the kind of 
advertising pressure his product 
was up against. 

He waved sheet after sheet of 
radio spots, page after page of 
advertising, and scattered a super- 
market basket of soaps and de- 
tergents sold on the West Coast 
to illustrate the variety and for- 


midable budgets of his competi- 


tion. | 


| 
s Yet, banking on a twice-a-day 
news show on Mutual and lashing 
out with a savagely competitive | 
newspaper campaign, White King 
actually improved its share of the 
total soap-detergent market in a 
period when all other soaps were 
losing ground. In fact, Mr. Temple 
told AA, White King not only is 
the leading soap in its market, 
but has as much of the market as 
the top national soaps combined. 
Further, it is topped by only one 
detergent, Tide. 

The advertising campaign which 
helped to consolidate the prod- 
uct’s position had two prongs. One 
was aimed at washing machine 
owners and service men, after re- 
search showed that detergents 
were producing poor results in 
washing machines and were caus- 
ing more repairs. 


s The soap company’s men made 
calls with washing machine re- 
pairmen, brought back samples of 
water, and rewashed the house- 
wife’s clothes with White King. 


ter understanding of our economic 
system. 

Leo Burnett, president of Leo 
Burnett Co., outlined an Adver- 
tising Council campaign aimed at 
getting out the vote and improving 
registration in the 1952 presiden- 
tial campaign. 

Preliminary advertising designs 
for the public service drive, of 
which Donald B. Hause, ad man-| 
ager of Armour & Co., is coordi- 
nator, were shown. 


8 As a testimony to selling man- 
agement on the worth of advertis- 
ing, David W. Tibbott, director of 
advertising for New England Mu- 
tual Life Insurance Co., reported 
a survey made of insurance com- 
panies and their advertising. Billed 
as an off-the-record talk, these are 
highlights released by Mr. Tibbott: 

Although total life insurance in 
force through all U. S. companies 
increased from $103 billion to $235 
billion from 1929 to 1950, and the 
industry had annual sales of about 
$8 billion (ranking just behind’! 
food, apparel and alcoholic bever- 
ages), the industry was spending 
a little less than $20,000,000 in ad- 
vertising. 


2 A study showed that although 
life insurance in force had doubled 
during this 2l-year period, life 
insurance per family had increased 
only from $3,300 to $4,900. Family 
income had risen, on the average, 
from $2,900 to $5,200. So the aver- 
age family in 1929 owned insurance 
amounting to 114% of its annual 
income, but in 1950 its life cover- 


age had dropped to 94% of its in- 
come. 

It looked as if the life insurance 
business was getting a declining 
share of the dollar, and was being 
out-advertised. 

The facts were complicated by 
an increased number of life in- 
surance companies since 160 com- 
panies went into the business dur- 
ing the 21-year span. 


@ When the individual growth of 
22 leading companies was studied, 
it was found that in 1929 they had 
77% of all ordinary life insurance 
in force, but in 1950 had only 72% 
—and the loss seemed reasonable 
in view of the entry of new com- 
panies. 

But further analysis showed that 
seven of the 22 companies had 
actually increased their shares of 
the total ordinary life in force, ris- 
ing from 26% to 37% of the total. 

The payoff: Six of these seven 
companies had employed continu- 
ous campaigns in national media 
for 18 or more years, and in 1950 
—the year for which the study was 
made—invested 60% of the total 
industry expenditure for national 
media advertising. 

Consistent and substantial ad- 
vertising in major media seems to 
be an essential growth ingredient, 
Mr. Tibbott said. Further, it is a 
competitive necessity if the indus- 
try is to maintain its share of fami- 
ly expenditures. 


® In a session devoted to how to 
use advertising to stimulate distri- 
bution, Ben Wells, Joe Thul and 
Ed Berg of Seven-Up Co. demon- 
strated how they boosted dealer 
cooperation during the “off- 
months.” 

They utilized a strip-film and 
a tumble-top binder, and after 
showing how they juiced up a 
sales meeting, Mr. Wells reported 
that January, 1951, sales were 
greater than all but five months 
of 1950. With the new program in 
effect, January, 1952, sales were 
better than all months in 1951 ex- 


cept June, July and August. And| 


January, 1952, was 40% better 
than December, 1951, a holiday 
month. The company’s hammering 
the theme—“It’s always summer 
in the home”—had paid off. 


@ H.C. Van Arsdale, v.p., Smith, 
Kline & French, told the adver- 
tisers that the way to get whole- 
salers’ support is: 

1. Provide him with simple, usa- 
ble information on your advertis- 
ing and product (no flipovers, 
please) . 

2.. Don’t dazzle him with sta- 
tistics. Just give basic facts as to 
media planned and products fea- 
tured. 

3. Design special promotion units 
for average size stores and multi- 
ple units for bigger stores. 

4. If you use selective policies, 
be sure definite release dates are 
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ABC's Kintner Urges FCC to Okay Merger 
with Paramount; Says Net Needs More Funds 


WasHincton, March 20—Presi- 
dent Robert O. Kintner of the 
American Broadcasting Co. told 
the Federal Communications Com- 
mission today that his network 
needs additional capital and earn- 
ing power to compete effectively 
with NBC and CBS. 

Urging commission examiner 
| Leo Resnick to approve the pro- 
posed merger of ABC and United 
Paramount Theaters, Mr. Kintner 
said ABC has grown substantial- 
jly since 1944 but lacks the re- 
sources to meet the other net- 
works on an equal basis. 


“While other stations carry these 
programs by kinescope,” Mr. Kint- 
ner explained, “clearance for live 
programs is important because ad- 
vertisers like to buy a program 
sequence. Moreover, kinescope 
programs may be used in less de- 
sirable time periods.” 


® As “the third network,” he said, 
ABC is being hurt by a TV re- 
cession which set in in mid-De- 
cember. “Since mid-December” he 
reported, “ABC has suffered sev- 
en cancelations.” 

Noting that CBS has “two and 


He said NBC and CBS increase possibly three” very desirable 
their domination of daytime TV time periods open, and NBC “ap- 
“with every month that goes by,”| proximately five,” he pointed out 
| because ABC can't afford the risks| that the other networks are ap- 
involved in experimenting with! proaching ABC sponsors about 
|}new daytime programs. moving. 

| “Only this morning,” he de- 
@ In the event the merger is ap-| clared, “a very important adver- 
proved, he said, ABC will be in| tiser sponsoring a very important 
a position to make program com-/| dramatic show was approached by 
mitments in the entertainment and| NBC offering more live stations 
public service fields “comparable | on another night.” 
to those now being made by CBS! 
and NBC.” |@ Throughout his two-day ap- 

At the opening of his testimony | pearance he stressed the fact that 
yesterday, Mr. Kintner told how| NBC, CBS, DuMont and Mutual 
ABC’s TV activities were ham-/all have “diverse usiness inter- 
pered by its inability to clear time ests” which provide earnings and 
on stations. The hearings are now | working capital. 
in their sixth week. | Rejecting charges that the UPT- 

With NBC and CBS dominating| ABC merger would stifle compe- 
the time in one- and two-station | tition, he contended that it would 
communities, he said ABC’s clear-| enable ABC to obtain “big name” 
ances vary from four to 34 sta-| personalities which would result 
tions for live programs. in the kinds of programs whi¢h 

would strengthen the network. 
® He reported only 17 stations He said the combined company 
cleared for “The Playwrights! proposed to push radio “very a@- 
Company,” sponsored by Celanese, | tively” through additional ex- 
and only 12 stations for “Pulitzer | penditures on programming, pa®- 
Prize Playhouse,” $25,000-a-broad- | ticularly daytime programs, whe 
cast program sponsored by Frigi- | television has made the small 
daire. inroads. ; 

Other ABC clearances: 

“The Name's the Same,” spon-| @ In television, he said, the com- 
sored on alternate weeks by Ben-| bined company planned to com> 
dix and Swanson, with rating of! pete for personalities “as well 
25 to 30—13 stations. | known and with as much follow+ 

“Stu Erwin,” sponsored by Gen-| ing and as great a reputation 
eral Mills, “ABC’s largest adver-| entertainment” as those carried 
tiser,” with a rating of 35 to 40—) NBC and CBS. 


six stations. | “That will mean in televisi 


“Beulah,” sponsored by Procter | 
& Gamble—seven stations. 
“Town Meeting’’—six stations. 
“Mr. District Attorney,” sponsor- 
ed by Bristol-Myers, 10 stations. 
“Stop the Music,” 34 stations. | 


that for the first time ABC w 


/enter the field of competing wi 
| comedy shows.” 


In addition, 

promised additional dramatic pre- 
grams, news coverage and public 
service programming. i 


<i 


used and that all distributors re- 
spect the dates. 

He argued that wholesalers and 
salesmen can assist national ad- 
vertisers by getting effective dis- 
tribution on a line, a consumer 
offer or a new item, maintaining 
distribution, selling in merchan- 
dising quantities, and coordinating 
retailers’ promotion to coincide 
with the national push. 


}@ Mr. Van Arsdale also warned 
that wholesalers are acutely aware 
|—particularly since the ham- 
stringing of fair trade laws—of the 
drift from independent dealers to 
'larger units. He said wholesalers 
|are sending their sales forces into 
jaction to help educate indepen- 
|dents to modern merchandising 
| methods 
| He also warned of the danger- 
ous trend of the bulk “of the busi- 
ness on packaged goods falling into 
the hands of the few, rather than 
the many. The further this ten- 
dency grows, the less control the 
advertiser will have over his 
trademark and his selling policies.” 
John McLaughlin, advertising 
and sales promotion manager of 
Kraft Foods Co., described Kraft’s 
methods of selling salesmen on ad- 
vertising. He told of the success of 
an “all advertising is local’ pres- 
entation, illustrated with slides, 
on which the company embarked 
after discovering that salesmen 
wanted a better understanding of 


advertising in general. - 
Mr. McLaughlin pointed out that 
the Kraft salesmen closely fol- 
lowed the findings of an ANA 
survey, which disclosed that while 
90% of salesmen believe national 
advertising is important, most had 
no idea of how advertising worked, 


and far over-estimated the 
amounts spent on advertising. 
s The presentation traced the 


thinking behind mass marketing, 
and played up such facets as that 
total expenditure of all advertis- 
ing amounts to about $130 a year 
per family, or about $36 per per- 
son. This is only a little more than 
the federal taxes paid on cigarets. 

And it pointed up the relatively 
small savings available if ali ad- 
vertising were removed from fre- 
quently-bought products. 

In summary, Mr. McLaughlin 
found that the story, largely fac- 
tual and with little dramatics, was 
not only understood but the sales 
staff had a better understanding 
of how advertising performs as a 
tool in their daily work. 

“The best way ‘to merchandise’ 
the advertising to our salesmen is 
to explain it to them,” he con- 
cluded. 


Tinnerman Boosts Gibbons 
Tinnerman Products Inc., Cleve- 

land, maker of Speed Nut fasten- 

ers, has promoted William H. Gib- 

bons from assistant ad manager 
to ad manager. 
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‘Register’ and ‘Tribune’ Readership — 


Inside and Outside 


(Continued from Page 3) 
ing study since 1939. The tech- 
nique used for the survey of each 
paper within the city is identical 


to those used in the continuing 
study 
@ Six hundred interviews, also 


equally divided between men and 
women readers, were made for the 
Register and for the Tribune out- 
side the city. Detailed information 
is given about procedures followed 
in selecting communities through- 


out the state for the “outside” 
study sample 
Publication Research Service 


conducted all of the field work for 
the study under the supervision of 
ARF executive and technical staffs. 
The 114 local interviewers who 
worked on the survey were per- 
sonally trained by headquarters 
staff supervisors of the research 
company 

The ARF conducted the study 
through a tripartite administrative 
committee composed of Walter P 
Lantz, advertising manager of 
Bristol-Myers Co. as the advertis- 
er representative; Henry L. Sparks, 
manager of publication media for 
Young & Rubicam, as agency rep- 
Wesentative, and Charles J. Feld- 

lann, manager of general adver- 
ine for the Register and Tribune, 
Fepresenting the newspapers. 


® All national and local advertise- 
Ments of 70 or more lines are list- 
@d in tabular form showing the 
r cent of readers inside Des 
SSoines, outside the city, and in the 
»tal sample (i.e., city and outside 
ymbined) who read or looked at 
ach ad 
The surveyed issue of the Regis- 
fer was a 28-page paper made up 
f two sections. It contained 38,226 
Bos of advertising, which placed 
e ratio of advertising to news- 
@ditorial-feature content at 55 to 
5 
' The surveyed issue of the Trib- 
@re was a 30-page paper, with 
two sections. It contained 43,690 
nes of advertising, which placed 
os ratio of advertising to all other 
Gontent at 59 to 41 
The level of “through-the-pa- 
per” reading by men in the out- 
Side area covered by the Register 


Seems to us, 

JOSEPH B. HALL, 

that Kroger’s 

“Live Better for Less” 


is being seen and heeded 
by more and more families 
year after year. Proof of the 
pudding: 1951 sales of $997 
million, highest in 69 years 
of operation! It’s obvious 
that a great many factors 
Kro- 


ger’s success. No doubt one 


have contributed to 
of these is your company’s 
widespread experience in 
newspaper advertising. It 
that 
we're delighted to find so 


goes without saying 
much of your Cincinnati- 
area advertising comes to 
Cincinnati's leading daily, 


the Times-Star 


of City Reported 


| was about one and one-half per- 
centage points higher per page 
than that of male readers in the 
city. The average page readership 
was just about equal for women 
inside and outside the city. 


8 The high level of both-male and 
female through-the-paper reading 
in the outside area is of consider- 
able significance, since the Regis- 
ter’s circulation outside the city 
of Des Moines is more than three 
times as large as its city circula- 
tion. 

National advertising in the sur- 
veyed issue attracted the same 
amount of attention among men 
readers inside and outside the city 
—on the basis of their having seen 
or read one or more national ads 
On the same basis, local advertis- 
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“YES MAN’—The time to be a “yes man” is when you are hot and thirsty and friend 

wife offers you a tall, cool glass of Genesee beer, according to this 24-sheet poster 

placed on 912 boards in New York state by Genesee Brewing Co. Rogers & 
Porter, Rochester, N. Y., is the agency. 


to 50% of the local ads. 


ing attracted more attention among 
men readers inside Des Moines 
than it did outside the city. 


However, individual local ads 


® Both national and local adver- 
tising drew substantially the same 
: amount of attention from women 
held up well in the outside area,/readers outside the city as from 
with men readers outside the city Des Moines women. The score of 
giving equal or higher readership! women’s reading of any national 


, advertising was one percentage 
point higher outside the city, while 
their score for reading any local 
| advertising was one percentage 
| oe higher inside Des Moines. 
| Department store advertising at- 
tracted slightly higher attention 
among women readers inside the 
city. 

| The level of through-the-pa- 
| er reading by men in the outside 
| area covered by the Tribune was 
| about three percentage points per 
page higher than that of male 
readers in the city. On the other 
hand, the average page readership 
of women in Des Moines was ap- 
proximately one and a half per- 
| centage points higher than it was 
in the outside area. 

Men readers outside Des Moines 
gave higher page readership scores 
to more of the pages carrying dis- 
play advertising than did the city 
readers. Women readers inside and 
| outside the city gave equal atten- 
tion to pages on which advertising 
| appeared. 
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. \dvertising Research Foundation Program 
old by Schachte, Manchee at ANA Meet 


Hot Springs, Va., March 19— 
1e new Advertising Research 
‘oundation won’t engage in re- 
arch itself, won’t be in competi- 
m with existing research agen- 
cies, won't pressure media into 
ssigned research projects or insist 


ANA Meeting 


hat they be done through ARF. 
These promises were reiterated 
here today before the Assn. of 
National Advertisers’ spring meet- 
ing by Henry Schachte, director of 
advertising of Bordén Co. and ARF 
vice-chairman, and Fred Manchee, 
executive v.p. of Batten, Barton, 
Durstine & Osborn, and by proxy 
from B. B. Geyer, ARF chairman 


and head of Geyer, Newell & 
Ganger. 
Unfortunately, no media men 


were present to hear the assur- 
ance. 


# At present, Mr. Schachte re- 
ported, ARF has 122 subscribers, 
including 20 from the media field. 
The total subscriptions are $125,- 
100, of which $51,400 came from 
55 advertising agencies; $41,300 
from 45 advertisers; media mem- 
bers, who put up $17,400; $7,500 
from the ANA, and a like amount 
from the American Assn. of Ad- 
vertising Agencies. 

Income from new members, Mr. 
Schachte said, can go amost alto- 
gether into new projects. 

A glimpse of what the new proj- 
ects might consist of came from 
Mr. Manchee, who forecast four 
projects, two long-range and two 
which needn’t take a lot of time 
or additional financing. 

The long-range projects are “ac- 


curate measurement of magazine, 


ad readership and study of radio, 
television ratings services.” 


@ The short-term projects are 
“analytical tabulations of findings 
from the continuing studies” and 
“study of advertising expenditures 
related to sales and national in- 
come.” 

These projects were decided up- 
on only after a quick survey of 
current ARF members, asking 
them to sort out from 35 projects 
the ones which should be done 
first. 

The 35 projects, Mr. Manchee 
said, fell into four classifications, 
which are listed here along with 
the percentage of members who 
ranked them “very important.” 

Research techniques (74% ); me- 
dia evaluation (61%); advertising 
craftsmanship (43%); and eco- 
nomic and market data (24%). 


® But when these findings were 
sifted by subscribers, a different 


picture emerged: 

1. Research techniques found 
90% of media, 81% of agencies 
and 61% of advertisers rating it 
an important area. 

2. Media evaluation was rated 


as important by 80% of media, | 


58% of agencies and 57% of ad- 
vertisers. 

3. Advertising craftsmanship by 
40% of media, 50% of agencies 
and 32% of advertisers. 

4. Economic-market data by 
20% of media, 31% of agencies 
and 18% of advertisers. 

So all types of subscribers put 
the classifications in the same 
rank and order. 


® Here are the top ten projects 
the board came up with: 

1. Accurate measure of magazine ad 
readership—72%. 

2. Study of radio-TV ratings services— 
65°% 

3. Magazine audience characteristics and 
duplication study—62”% 

4. Effect of TV on magazine and/or 
newspaper reading—55% 

5. Study to determine how long people 


No other man-woman magazine of 33-million readers 
or more screens them for the BUY on their minds! 


( mit circulations — of any of the three big- 
gest man-woman magazines—must, by sheer 
weight of numbers, include some good prospects. 


But isn’t it logical to 


prospects from such top circulation, when it’s 
built entirely by stimulating the reader’s own 


BU Y-mindedness? 


That’s how Better Homes & Gardens—and only 


expect many more good 


undirected editorial matter—but solely to see 
what’s new, what’s better, what's for THEM, 
among the myriad things offered for better living! 


Here are 3!%-million families with the means to 
convert their acquisitive impulses into purchases. 


Here are 3'2-million families who consider 


BH&G their tried and trusted family buying 


Better Homes & Gardens—multimillion circula- 


tion was built. 


Here are 3)2-million families—men and women 
together—who eagerly await each issue of BH&G 
not for general news-photos, or fiction, or other 


counselor! 


Everything they see in BH&G urges them to act 


—whether it’s a picture, an article, a helpful 
hint—or your advertisement! 


So, before you okay another space schedule, 


better learn more about BH&G’s multimillions 
—screened for the BUY on their minds! 


of 3'2-Million Better Families 


MEREDITH PUBLISHING COMPANY, Des Moines, lowa 


remember advertising—4™ 

6. Study of effectiveness of recognition 
techniques—51%. 

7. Manual on copy testing and research 
methods—50"% 

8. Analytical tabulations from continu- 
ing studies—47%. 

9. Study of ad expenditures related to 
sales and national income—46%. 

10. Study of audience duplication and 
tetals for combinations of media—45™ 

The actual voting on these proj- 
ects varied widely. For example, 
measurement of magazine ad read- 
ership was ranked first by adver- 
tisers, second by agencies and 
| third by media. Agencies ranked 
|a study of ratings first, advertisers 
|ranked it fourth and media fifth. 
Magazine audience and duplication 
study was ranked first by media, 


by agencies. 


@ Mr. Manchee said flatly that if 
ARF should launch a study of 
magazine advertising readership, 
it does not raean that ARF is en- 
tering the readership measurement 
business. He noted that legal 
counsel would certainly prehibit it. 

The study would be aimed at 
sample size, sample representation, 
interviewing techniques, etc. The 
same would hold for ratings. 

He did voice the hope that the 
report of the Test Survey Commit- 
tee (which was the result of in- 
vestigations into the conflicts in 
ratings after Stanley Breyer of 
KJBS complained) might at last 
get out of the conversation and in- 
to the action stage. 


® He also emphasized that the 
tentative selection of these four 
projects did not preclude others, 
He mentioned specifically an evale 
uation of TV, measuring results in 
the light of its costs. 

But he again made a guaranteé 
to media—“ARF could not force 
any study on any group of media 
even if it wanted to—which it 
doesn’t.” On the other hand, whem 
the amount of money involved in 
most media evaluation studies i¢ 
involved, he made it clear that it 
must come from media. : 

And he made one final assur< 
ance, pointing out that “if thi¢ 
survey does nothing else, I hopé 
that it once and for all dispels any 
feeling media people may have 
that the ARF exists only to d@ 
media studies.” e 

He made a plea for greater sup+ 
port of ARF from all factors in 
the advertising business, and noted 


that only about 10% of ANA 
members are subscribers. ; 
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| among Sales management's fe 
|) 162 Metropolitan County Areas 
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fe If your radio campaign is 

__ based on the first 100 markets 
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according to Retail Sales vol- 

ume—then over 234,000 

~ 4 Quad-Citians are buying above 

your standard. 

'— WHBEF has worked with mind, 

body and its facilities to assist 
| in the progress and growth of 

the Quad-City area to a major 

market position. 

Les Johnson, V.P. and Manager 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery Knodel Inv 


second by advertisers and third . 
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Nathanson of Toni Criticizes New TV Code; 
Tells How White Rain, Prom Were Promoted 


(Continued from Page 1) 
spots. 

Mr. Nathanson then asked the 
group if the public can tell the 
difference between three minutes 
and four. He said that this extra 
minute might be the difference be- 
tween the success or failure of a 
product on TV. 


® He could not understand, he said, 
why a national advertiser was al- 
lowed only three minutes when a 
shoppers’ show or a quiz program 
could run six minutes. Nobody pays 
much attention to them, he re- 
marked, 

“What gripes me,” the advertis- 
ing executive said, “is that the best 
programs that cost the most money 
usually have to take the least com- 
mercial time. If that’s a question 


of public interest, I can’t see it. 
Let's all of us honestly admit we 
groped in the dark when we de- 
cided three minutes was adequate 
commercial time for a half-hour 
TV program...Let’s do as Harold 
Fellows suggests and re-read that 
part of the code that says: ‘Since 
television is a developing medium, 
involving methods and techniques 
distinct from those of radio, it may 
be desirable from time to time to 
review and revise the presently 
suggested practices’.” 


® Speaking about TV costs, Mr. 
Nathanson said program costs and 
time costs have climbed to new 
heights during the year and with 
new stations coming into the coun- 
try, time prices will mount still 
higher if an advertiser wants to 


Point of Purchase Symposium + 


Waldorf Astoria + April 1-2-3 


Come, Come lo the Show 


and visit booth B-6 


See a complete exhibit of small disploys 


for large and small users 


in cordboard, wood, compositions and fabrics 


MERIT DISPLAYS 


-; © @@ §-3602 ¢« @& 
ee 


120 E. 16TH STREET, N .Y. C. 3, N.Y. 


J pnintinc, MOUNTING, DIECUTTING, FINISHING, 


WOODWORKING, SILK SCREENING, ASSEMBLY 


|us to merchandise that 


add new coverage. Where does all 
this money come from? he asked. 

Toni, he asserted, has tried to 
solve the high cost problem by us- 
ing an entirely new form of mer- 
chandising. When Toni introduced 
Prom and White Rain last year, 
he said, it used the old boxers’ 
technique—the one-two punch. 
One, Toni launched its campaign 
in TV markets, concentrating 60% | 
of its ad spendings in TV, radio 
and newspapers. The other 40%, 
he said, was spent for token ad- 
vertising. 

(Toni alternately sponsors these 
evening week TV shows: “Crime 
Photographer,” CBS; “Godfrey & 
Friends,” CBS, and “Stop the 
Music,” ABC. It also is one of the 
participating sponsors of the “Kate 
Smith Hour” over NBC-TV daily.) 


® The results? Mr. Nathanson said 
that in TV areas “Prom hit second 
only to Toni, and White Rain ap- 
proached Lustre Cream and Halo. 
It was the most successful new 
shampoo in years. In non-TV areas 
we were lucky to stay on the deal- 
ers’ shelves.” 

“This year Toni will follow 
through with the No. 2 punch,” he 
said. “A continued all-out cam- 
paign in TV markets. ..a newspa- 
per-radio campaign in non-TV 
markets. Will it work? We don’t 
know. But it’s our only course of 
action because high TV costs forced 
one-two 
way. We’re not complaining. May- 
be we wouldn’t have had two suc- 
cessful new products so quickly 
without TV.” 

The true relationship between 
radio and TV costs, he said, cannot 
be established by comparing circu- 
lation. The industry needs research 
that will measure the relative im- 
pact of a single TV ad compared 
to a single radio announcement, he 
opined. 


@ On the subject of TV commer- 
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AE 


finds he must 
head AA at 


“Since I have a pretty full schedule each day, 
I have found that if I am to get the full value 
out of the information and ideas that are 


‘Media Director 


available in each issue of Advertising Age I 


must read it at home. 


“I find myself looking forward to Monday 


evening and the opportunity 


Advertising Age so that I may try to keep 
abreast of the complex business of advertising. 

“On the rare occasions when for one rea- 
son or another I have to delay reading Adver- 
tising Age until later in the week, I frequently 
find someone asks if I have read a certain 


You are missing a lot if your reading of 
AA is confined to a hasty scanning of the 
routed-around-the-office copy that crosses 
your desk. Mr. Bayle has the right idea. Why 
don’t you try it? The coupon below will bring 
a personal subscription to your home—plus, 
FREE, a copy of “Advertising Agency Func- 
tions and Compensation,” a special research 
project by the Editors of Advertising Age. 


to go through 


Advertising Age 


My Name 
Street 
Address 
City 
My check for $3 is enclosed 


article in the current issue, so it is almost a 
must that I read Advertising Age thoroughly 
and as early in the week as possible.” 


------------------4 


Dept. M24, 200 E. Illinois St., Chicago 11, Ill 


Please enter my 1-year subscription to Advertising Age and 
mail it to my home address. I am to receive FREE a copy 
of “Advertising Agency Functions and Compensations”. 


HERBERT R. BAYLE, V. P. 
Brooke, Smith, French 
& Dorrance, Inc. 

Detroit - New York 


| stance, 


| 


Zone State | 


O) Bill me later 
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cials, Mr. Nathanson said that 
agencies are trying valiantly to 
write good commercials and they 
are succeeding, but the transition 
is slow. However, he said, TV writ- 
ers are really converted radio writ- 
ers. So many of them are selling 
with words, not with pictures. TV 
commercials should show visual 
proof of the product, he said. 

He also commented on the high 
cost of filming TV commercials. | 
He believes that the agency of the} 
future should have its own studio, | 
its own cameraman and director, | 
and do the job itself. 

“After all,” he said, “it seems 
to me that’s just about the main 
job an agency has—the creation 
of a commercial.” 


TV Code Unfair to 
Local Advertisers, 
Says Adman Green 


(Continued from Page 1) 
not true when it comes to a local 
sponsor, he insisted. 


ws Mr. Green charged the TV code 
was the work of program people 
who want to head off possible reg- 
ulation by Washington. 

“How do they know people don’t 
like it?” asked Mr. Green. He 
claimed that Meyerhoff bought TV 
time for a Chicago company and 
went over the code limit for com- 
mercials without any adverse au- 
dience reaction. 

“This program went into 300,000 
homes,” he said, “and we receive 
only 10 tetters a month complain- 
ing.” 

Mr. Green said he sees no reason 
why people should object when no 
one ever yells about an advertiser 
taking two or three pages in a 
newspaper. 


@ The agency executive reported 
that so far no TV station has re- 
quested him to curb his commer- 
cials. This confirmed AA’s recent 
poll which showed that the stations 
are doing little to keep commer- 
cials within the code limits. 

As for the radio code, Mr. Green 
commented: “Of course, everybody 
has forgotten about that. Things 
are so bad now that Charles Antell 
is running half-hour commercials.” 

Mr. Green called “smart” the di- 
rectors of the two Chicago stations 
which have not yet subscribed to 
the code—WGN-TV and WBKB. 
He pointed out that these people 
realize that once the freeze is lifted 
on new channels, TV will be look- 
ing more and more toward local 
sponsors. It’s impossible, he de- 
clared, for the stations to have 
this backing and the code as well. 


s Mr. Green said it has been his 
experience that “people don’t pay 
as much attention to advertising as 
we in the business do.” 

For this reason he follows a pol- 
icy of never making a rigid sepa- 
ration between commercial an- 
nouncements and program content. 

“T will never buy time in which 
the principal will not do the com- 
mercial,” he explained. “For in- 
I have bought Gabriel 
Heatter but I would not buy Kalt- 
enborn. Having a special announc- | 
er just to do the commercial lessens 
its impact.” 


Genera! Tire Sponsors 
WOR-TV Drama Series 

Adapting the stock company idea 
to television, WOR-TV, New York, 
will start a new dramatic series, 
“Broadway TV Theater,” April 14 
at 7:30 p.m., EST. Each play pro- 
duced will be repeated in full for 
five consecutive nights. Warren 
Wade, formerly of WPIX, New 
York, and NBC, will produce the 
show. First play will be “The Trial 
of Mary Dugan.” 

Sponsor for the series will be 
General Tire & Rubber Co. 
(D'Arcy Advertising Co.), which 
recently acquired WOR-TV. The 
station is looking for a co-sponsor. 
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Modern Age Agency 
Closing Its Door 


New York, March 20—Advertis- 
ing by Modern Age Inc., founded 
about 17 years ago, has filed an 
assignment for the benefit of cred- 
itors in New York court. The agen- 
cy reportedly billed about $250,- 


000 last year. 


No schedule of assets and liabil- 
ities has been filed yet but it is 
understood that liabilities will be 
under $20,000. Agency President 
Jerome Beigel and Executive V.P 
Marvin D. Richwald are believed 
to be among the largest creditors— 
each for about $6,000. 

The agency lists 28 accounts in 
the clothing, fabrics, accessories, 
mail order and other fields. These 
accounts are in the process of 
transferring to other agencies. Mr. 
Beigel reportedly was injured in 
one of the recent Long Island Rail- 
road wrecks and since then has 
not devoted full time to the agency. 


Butane-Propane News 


... because | know we 
reach an alert audience. 
From 80 to 100 readers ev- 
ery month write to the edi- 
tors for advice on technical 
and engineering probl2ms. 
This confidence in BUTANE- 
PROPANE News means bet- 
ter results from our adver- 
tising to the Liquefied 
Petroleum Gas Industry.” 


... and because BP-News has 


>» 50% greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry’s purchas- 
ing power. 


> Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


> The Pioneer Publication with 
more than 20 years editorial ex- 
perience. 


> Publishers of the only library of 
technical books — Headquarters 
for LP-Ges information since 
193). 


>» Seven Readership surveys prove 
BP-News first choice by a 2 to } 
mojority. 


> First in display and classified ad- 
vertising for 13 years. 


Db In 1950, 97 exclusive advertis- 


ers used only BP-News Publica- 
tions to sell this market. 


BUTANE PROPAR 
es 
A JENKINS PUBLICATION 
198 So. Alvarado Street 


Los Angeles 4, California 
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Point of Sale 
AdVolumeIs 
$560,000,000 


(Continued from Page 1) 
i maximum attendance of 1,250 is 
virtually assured. 


® “The reason is obvious,” Mr. 
Gould said. “There has been a 
marked increase in the use of point 
of purchase advertising during the 
past two years. 

“In 1949, the last time the in- 
stitute made a national survey, the 
finding was that national adver- 
tisers were spending about $438,- 
000,000 for point of purchase mate- 
rial. Our current survey shows it 
is $560,000,000. If the money spent 
by local stores, chains and syn- 
dicates for point of purchase mate- 
rial were added to the total spent 
by national advertisers the figure 
probably would be double. 

“With increasing costs all along 
the line, sales managers realize it 
is imperative to increase sales. 
They have found from practical 
experience that point of purchase 
advertising is one of the most 
economical and effective ways to 
increase stock turnover. 


s “Another thing that is helping 
to step up point of sale promo- 
tion,” Mr. Gould pointed out, “is 
the increasing trend toward store- 
wide promotions. More and more 
retailers, especially in the grocery 
and drug fields, are putting on 
special promotions at several places 
in their stores at the same time. 
This includes window displays, 
banners, and special multiple dis- 
play units. “Formerly,” Mr. Gould 
said, “merchants used to put on a 
one-unit display. Now they put on 
a number of displays in different 
parts of the store—a store-wide 
promotion of a particular item. 
They have found that this pays off 
better than ever. 

“People fail to realize,” he em- 
phasized, “that an average of 16% 
of all advertising appropriations is 
spent for point of purchase pro- 
motion. 

“Although the figures have been 

published before, it doesn’t seem 
to have sunk in that checks made 
among national advertisers show 
that in soft drinks 40% to 55% of 
the advertising budget is spent on 
point of purchase promotion. In 
cosmetics it is 30% to 50%. In 
food specialties it is 26% to 45%. 
In liquor it ranges from 20% to 
40%. For beer it is 25% to 30%; 
for drugs, 15% to 25%; for food 
staples, 10% to 20%. Even in meat 
the percentage is impressive, rang- 
ing from 10% to 16%.” 
@ Discussing highlights of the 
coming Popai convention, Mr. 
Gould stressed the exhibit, the 
panel sessions and the symposium- 
luncheon. 

The exhibit, he said, will pre- 
sent the latest developments in 
window and interior displays. And 
it will show what the current 
trends are in promotion devices for 
increasing sales at the retail level. 

The panel sessions will feature 
manufacturers and retailers. The 
first merchandising forum on point | 
of purchase advertising will open} 
April 1 under the direction of| 
Ralph Head of Batten, Barton, 
Durstine & Osborn, who will act 
as moderator, and W. Parlin Lil- 
lard, sales promotion director of 
General Foods Corp. 

Six manufacturers who are na- 
tional advertisers in different fields 
will tell about their own use of 
store displays to boost sales vol- 
ume. These will include Mr. Lil- 
lard; Robert P. Swan, director, 
field sales promotion, Personal 
Products Corp.; J. M. Williams, 
advertising and sales promotion | 


GROOM AND USHER—Anson Inc. is using 

this wedding group display to promote its 

line of jewelry as the ideal groom and 

usher gift. The full-color, three-dimen- 

sional, illuminated display is constructed 
of heavy cardboard. 


manager, home instruments de- 
partment, Radio Corp. of America; 
John Nemesh, advertising man- 
ager, F. & M. Schaefer Brewing 
Co.; C. A. Weslager, assistant man- 
ager, specialties sales, E. I. du Pont 
de Nemours & Co., and Charles P. 
Englebardt, national sales promo- 
tion manager, Schenley Distillers. 


s The merchandising forum on the 
closing day of the convention will 
feature a number of retailers and 
distributors who will tell how they 
use point of sale materials to get 
increased sales. 

Among the retailers who will 
give case history facts are E. C. 
Herrman, merchandising director 
of Bolman Co.; Nat Hollander, mer- 
chandising manager, Pergament 
Co.; Patsy D’Agostino, Buy Low 
Wholesale Grocery Co.; Ray A. 
Shapero, Gunningham Drug Stores, 
and George Ashdown, Ashdown 
Motors. 

William W. Wachtel, president 
of Calvert Distillers Corp., will be 
the speaker at the symposium 
luncheon. The annual directors’ 
meeting and election of officers 
will be held April 1. 


Electronic Watch 
Unveiled by Elgin 


Cuicaco, March 19—Elgin Na- 
tional Watch Co. today unveiled 
an electronic wristwatch that uses 
a tiny energy capsule as its source 
of power. The capsule will last 
for more than a year, Elgin says. 

The revolutionary new watch 
requires no mainspring or winding 
mechanism, but will keep nearly 
perfect time, Elgin asserts, be- 
cause it is driven by a motor that 
delivers power at an absolutely 
constant rate. 

In announcing the electronic 
watch, James G. Shennan, Elgin 
president, said that he would not 
estimate how soon the watch could 
be marketed. He said the present 
program of testing and evaluation 
on production models would con- 
tinue for an extended period. 


s Mr. Shennan also said that he 
would not speculate on the price 
of the watch when marketed. He 
admitted, however, that manufac- 
turing problems were such that it 
would be some years before it 
could be sold at a price compara- 
ble to that of the average conven- 


Last Minute News Flashes 


American Optical Plans Polaroid Promotion 


New York, March «1—American Optica] Co. will use about 30 Sun- 


|day newspaper supplements starting in May and continuing ‘through 


the summer to promote its Polaroid line of sunglasses. It also is par- 
ticipating in McKesson & Robbins’ vacation needs promotion in Puck— | 


The Comic Weekly. Federal Advertising Agency handles the account. 


Kutner to Join Norge as PR and Ad Director 

Cuicaco, March 21—David H. Kutner, director of merchandising for 
Campbell-Ewald Co., New York, has been appointed director of ad- 
vertising and public relations for Norge division of Borg-Warner Corp., 
effective April 1. Mr. Kutner succeeds Charles H. MacMahon, who has 


been named eastern regional manager. 
| 


K&E Names Lathrop and Standart as V. P.s | 

New York, March 21—Kenyon & Eckhardt will announce two a 
v.p.s Monday. They are Grayson Lathrop, account executive in New 
York, and John G. Standart Jr., account executive in Detroit on Lin- | 
coln-Mercury. 


Movie Ad Bureau Names Smith; Other Late News 

e Edward J. Smith has been appointed district sales manager of Movie 
Advertising Bureau, the national advertising division of Motion Pic- 
ture Advertising Service Co., and the United Film Co., New York. Mr. 
Smith formerly was associated with Good Housekeeping. 


e Station WHAS-TV, Louisville, has appointed Harrington, Righter & 
Parsons, exclusive TV station representative, as its national representa- 
tive. Owned and operated by the Louisville Courier-Journal and Times, 
the station formerly was handled by Edward Petry & Co. 


e@ Newest company to announce a chlorophyll product is Standard In- 
sole Co., Morris Plains, N. J., which has just introduced Chloro-peds, a 
foam rubber insole treated with the green chemical. Deliveries are go- 
ing to shoe, department, chain, variety, syndicate and drug stores. Re- 
tailing at 49¢ a pair, Chloro-peds will be promoted with extensive point 
of sale and newspaper advertising. H. W. Fairfax Advertising, New 
York, is the agency. 

e H. H. Dubois Inc. will not liquidate as a result of the loss of the Fels 
& Co. account to McKee & Albright here. Mr. Dubois told ADVERTISING 
AcE he plans to continue in business with his remaining accounts. His 
billing is believed to be near $500,000 a year now. 


McCall Sales Rise 
2 |ing plant in Dayton, O., not only 
But Profit Drops | produces its own publications, but 


New York, March 21—The an-/ also a long list of other magazines. 
nual report of the McCall Corp. | 
for 1951 provides graphic evidence | CURTIS’ NET PROFIT 
of the squeeze which magazine} DROPS 20% FROM ‘50 
publishers are under, between the | 
impact of higher costs and higher| PHILADELPHIA, March 19—Gross 
taxes. While revenues from ad-|°Perating income for 1951 for the 
vertising and circulation rose to a| Curtis Publishing Co. was $151,- 
new high, net profits declined be- | 836,671, compared with $149,553,- 
cause of the rapid rise in costs. | 765 for 1950. 

“Many of the cost problems; Net profit after taxes was $4,- 
which have plagued the magazine | 849,920, compared with $6,212,354 


Better Living, published by Mass 
| Market Publications Inc. Its print- 


‘Reasonable’ Ad 
Costs by Defense 
Firms Ruled Okay 


WASHINGTON, March 21—Final 
renegotiation rules adopted by the 
Renegotiation Board today protect 
advertising activities of defense 
contractors, and place additional 
emphasis on their right to buy 
space in trade and technical jour- 
nals. 

For the most part the adver- 
tising provisions of the final rules 
are identical with proposed rules 
circulated by the board in Janu- 
ary (AA, Jan. 14). As a result of 
suggestions from _ publishing 
groups, however, the board pro- 
vided more liberal treatment of 
technical publications. 

In the earlier rules, advertising 
in technical journals was recog- 
nized as an acceptable renegotia- 
tion “cost” provided the adver- 
tising had been placed “for the 
purpose of supporting such publi- 
cation.” Publishers complained 
that this indicated the trade paper 
space was being used in the nature 
of a subsidy, instead of a legiti- 
mate business need and aid in 
stimulating defense production. 


# Final rules omit the contro- 
versial phrase.and read: 

“Items of advertising expense corr 
prising ‘help wanted advertising,’ advet- 
tising in trade papers which are pr- 
marily directed to the dissemination @f 
technical information within the cof 
tractor’s industry, catalogs and technical 
pamphlets designed to aid users of the 
contractor's products, and house orgams 
and other publications directed to laber 
and personnel management and relations, 
are recognized as costs allocable to r@ 
negotiable business.” ; 

Other sections of the rules per 
mit contractors to claim adver 
tising expense in other media 
used to protect the company 
against the loss of its normal come 
petitive position, Advertising 
claims must, however, have @ 
reasonable relationship to the 
company’s past activities. : 

Renegotiation rules 


tional watch today. 

To illustrate the microscopic as- 
pects of the electronic watch, Mr. | 
Shennan said that the tiny motor 
driven by the energy capsule de- | 
veloped only 1/75,000,000th of a 
horsepower. 


publishing, printing and pattern) 


manufacturing business during 
1951 and the past several years,” 
said Marvin Pierce, president, 
“can be expected to continue in 
1952. 


® “Most of our paper sources have 
already announced further price 
increases. Under our Dayton and 
Stamford labor contracts, further 
wage increases have or will be- 
come effective in 1952. In October 
the Congress passed and the Presi- 
dent signed Public Law No. 2333, 
which increases postal rates... 
“Higher third-class rates will 
become effective in July of this 
year. With the large volume of 
subscription solicitations which 
are sent third-class mail and the 
higher subscription levels of our 
magazines, our postal costs, which 
exceeded $1,350,000 in 1951, will 
increase substantially in 1952. 
Higher tax rates, effective during 
the last nine months of 1951, will 
be in effect for the entire year.” 
Net sales of the company’s prod- 
ucts and services for 1951 were 


| 
| 


the highest in its history, totaling | 


$39,909,000, an increase over the 
previous year of $4,423,000. Net 


for the previous year. 

Gross advertising sales for The 
Saturday Evening Post and Holi- 
day showed nice advances over 
1950, while the Ladies’ Home Jour- 
nal and Country Gentleman 
showed declines. That of the latter 
was negligible, however. 

Total sales for the Post in 1951 
were $66,701,521, compared with 
$63,233,358 for 1950. Gross sales 
for the Journal were $22,279,121, 
compared with $22,510,622 for 1950. 
Country Gentleman’s gross sales 
last year were $8,805,523, com- 
pared with $8,805,816 for 1950. 
Holiday sales went from $4,032,- 
474 in 1950 to $4,307,031 last year. 


General Mills Revamps 
Its Television Sponsorship 


General Mills Inc., Minneapolis, 
will expand sponsorship of the 
Friday portion of “Bride & Groom,” 
(CBS-TV) from 15 minutes to a 
half hour, effective April 11. The 
company, through Dancer-Fitz- 
gerald-Sample, New York, cur- 
rently carries the 15-minute ver- 
sion of the show four days weekly. 
Hudson Pulp and Paper Corp., 
New York, sponsors the Thursday 
telecast. 

Meanwhile, General Mills has 


profits declined from $1,396,000 in| canceled alternate week sponsor- 


1950 to $800,880 in 1951. 


report that in the ten-year period 
1942-1951, the number of people 


ship of “Live Like a Millionaire” 
(CBS-TV, through Knox Reeves 


|@ It was also noted in the annual | Advertising) at the end of the 


current cycle. 


employed by the company in-| Transfers Ad Expenditures 


creased 75%, but total wages paid | 


to employes rose 235%. Over 42% 


|of the operating costs of the com- 


E. C. Watkins & Co. Moves 

E. C. Watkins & Co., Detroit 
agency, has moved to new and 
larger quarters in its own build- 
ing at 685 Pallister Ave. 


pany is represented by direct pay- 
rolls. 


The company publishes McCall’s, 


William Jameson & Sons, a divi- 
sion of Seagram Distillers Corp., 
New York, will transfer its ex- 


| penditures in outdoor and car cards 


to newspapers, A. C. Ebbesen, ad 
manager, told reporters at the ANA 
meeting in Hot Springs, Va. Dowd- 


are usaf 
during the government’s annu 
review of the defense contractor’§ 
earnings. Items recognized as cos 
under these rules are deduct 
from profit, reducing the — 
which renegotiators attempt to res 
claim. ¢ 


Fire Damage Fails 
to Dampen Spirits 
at Tool Exposition 


Cuicaco, March 21—The Amer- 
ican Society of Tool Engineers in- 
dustrial exposition closes its most 
successful show here tonight, de- 
spite a fire that caused $750,000 
damage and wiped out some 14 ex- 
hibits. 

Attendance at the week-long ex- 
position at the International Am- 
phitheatre is expected to reach 
35,000 by closing time, or more 
than double the registrations at 
any previous ASTE exposition. 

The fire, which started after the 
exhibits were closed Tuesday night, 
burned out about 3% to 4% of the 
total exhibit space and ruined 
large quantities of precision tools. 


@ Within 12 hours after the fire: 
salesmen representing the corn- 
panies whose exhibits had been 
burned out had cleaned up the 
debris, put up drop curtains, and 
were back at their exhibit stations 
—but sans equipment. 

In cleaning up after the fire, 
| products displayed by some of the 
| exhibitors—like penetrating oil 
for tools sprayed by fire extin- 
guishing chemicals, and a blast 
cleaning machine for some of the 


Redbook and Bluebook magazines, Redfield-Johnstone, New York, is damaged items—were used by the 
and has a controlling interest in the agency. 


| clean-up crews. 
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Official Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock in 


March 


Advertising Age, 24, 1952 


| February Advertising Pages and Linage in Farm Publications 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock in 
in Lines—— 


Total Advertising, in Pages Total Advertising, in Lines Lines —Total Advertising, in Page’ - Total Advertising, _— 
Feb. Feb. Jan-Feb. Jan-Feb Feb Feb. dan.-Feb. Jan.-Feb Feb Feb Feb. Feb. Jan.-Feb. foe Feb. Feb. Feb. Jan-Feb. Jan.-Feb Feb. Feb. 
1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 

Farm Magazines Montana Farmer- 

Stockman 606 59.2 98.8 98.9 45.787 44.779 74.669 74819 37.506 36,022 

Capper's Farmer 639 599 1065 98.1 43.461 40,731 72.403 681 41.267 31,593 6 ‘ 4a 

Country Gentleman 94 910 1585 1649 65.555 61870 107,788 112.104 62.112 38 860 py ey Se eS ee ee ee a ee ee 

Farm Journal 110.7 105.0 1748 1710 47.473 45,066 74.954 73,387 363 41,598 stead 450 450 844 791 31,509 31,469 59,120 55,315 23,641 23,997 

Farm & Ranch—Southern Ohio Farmer 664 657 1144 1091 50,999 50.454 7,890 83,822 906 44,310 
pti Oregon Farmer 462 450 808 75.5 34.953 34,038 61120 57,133 30.691 30,843 

Edition 40.7 419 661 722 27,652 28,520 44.912 49,030 25,007 25,470 Btin sg 128 «26.4 2.218.022 13,480 28,672 «25.060 15,022 13,440 
aL South 

enw 8 us 23 ns @9 699 28.737 28.438 a7 523 47,530 26,021 25.256 > a ny ~ hed 58.5 53.0 118.8 112.5 44.892 40,720 91,231 86,400 39,356 34,412 
#Southwest Edition 55.4 56.2 89.6 9 6 : ; 66.463 32,261 33,094 ph . t f 
Average 3 Editions 461 466 752 799 31,389 31.723 51113 $4,341 27763 27.980 os en. as Be me le 6S CST, 11 eee Sies | 52209 

Progressive Farmer: Average 2 Editions 96.1 85.9 1605 146.9 69911 62.527 116,783 106,940 60.738 52.209 
zUaro’ 

Edition 97.4 879 1598 151.0 66,203 59,757 108,650 102,678 62,579 55,261 | frural New Vorker = & Ss SS Uae COU 379 «381336 1a 
#Ga -Ala -Fla , ‘ 

Edition "|. 1032 93.7 1666 156.8 70177 63,714 113,257 106,630 66,648 59,351 ees: 3 SS HH Se Ce ae ei Shae? SL7el 
#Ky.-Tenn ~s Western Farm Life.. 383 455 66.9 72.4 30,053 35,658 52,497 56.731 27,610 33,004 
oan. Pet 9.2 885 1572 1465 65.424 60.189 106,910 99,646 62,397 56,541 watterasmen a 25.6 265 1555 1445 20.074 7 121,939 113,285 1846 2,071 

r sconsin Agricu 

Edition 98.7 85.0 583 1448 67,147 57,813 107,686 98, 63,257 53,661 : 

Texas Edition 1038 936 1703 160.0 70,590 63,632 115.802 108.773 65.234 57.907 — . oii? @1 1235 8 BM 2s SER SN 

Averace 5 Etitions 999 89.7 1625 1518 67.908 61.021 110.461 103239 64.023 HH Total Group 1386.5 1,365.6 2528.6 2,434.7 1,060,646 1,045,800 1.937.405 1.867.715 886.145 876,298 
Successful Farming 109.9 1088 | 174.7 1779 49/441 48.938 78.603 80.034 47.778 45.709 — ——— ag yk “~~ apes prior to April 1951. =Not included in totals. §This edition also 

Total Group ..... 5269 “SOLO “8522 ~843.6 305187 289,349 495.322 %89,786 287.306 261.844 ee ee 
Not included in totals - 

Monthlies Farm Linage Trend Figures in Thousands 

*Agricultura! Leaders : _ ne ame 2700 ean 

west 20.8 4.2 7 7 9 7.362 4074 2,792 MA MONTHLIES 

American Fruit Grower 38.4 37.1 70.9 73.5 16,601 16,030 3,625 31,758 16,449 15,854 1952 GAZINES 1952 

American Poultry Journal P 17 25 43) 2 “3650 
Eastern Edition 5 593 106 9 25,422 5.6 50,560 14,626 13,222 | 
Central Edition 40 479 834 968 19.751 20,550 35.780 41519 12.983 12'527 FEB. 1305 } FEB. 520 
Western Edition 38.0 414 73.2 44 <_< 17,759 ate 35,886 11,337 11.209 
Average 3 Editions 478 49.5 87.7 21,244 7.610 42.655 12.982 12,319 190s 

Arkansas Farmer 16.1 18.3 26.7 0.8 12,207 13,801 20,233 23.276 10,680 13,041 wan[i90 | JAN.| 480 } 

Better Farming 1951 ‘ 
Methods 6 6282 «BL 725 1G.S77 12100 95.139 31.093 16241 11.792 1951 

Better Fruit 23.3 20.9 9 98 88 6606 17.5 9817 8813 ee 

Breeder's Gazette 25.0 278 436 45.4 12,271 12,527 19.626 20.451 8653 7.510 it) bens + 96 

"California Citrograph 31.0 25.8 57.8 51.7 860 7,304 38.668 34.706 20.692 17.164 

*Carolina Co-operator 123 120 246 22.7 5,320 5.020 0,500 9,500 5320 4,740 

. Cattieman The 126.2 983 268.7 2285 53,099 41.280 112,939 95,992 21.861 20,969 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
Farm 161 103 27.2 18.4 5,714 . 9.697 6571 5.741 3, 1952 1952 195 

Farmer-Stockman 38.9 45.6 69.6 72.5 29,56 34,651 52.912 55.069 25,516 30,375 FEB. 1343 

*Florvéa Cattleman .. 65.4 SL2 1335 MS6 27622 21472 56227 48531 17570 15980 | FEBILO6I = 

Florsda Grower 25 2 26 ; 1 5 439 17.162 17,916 35 562 29.936 17.162 17.916 

*Idaho Granger 9 . 6. 6.39 7 6.072 17.738 6.328 7,672 365i 

Kentucky Farmer 30.0 30.2 515 518 23.549 23.713 429 40,639 21.427 21,335 ian [865 Jan 289 

*Michigan Farm News 17 35 46 5.6 3,842 8,154 10.664 13,182 3,752 8,120 195) 1951 

Missouri Farmer 44 31 9.0 117 2.485 2.321 5.969 8.828 2345 1,881 

National Live Stock FEB. TT 04 = FEB. 

Producer 92 102 18.4 183 © 6.729 7,406 13,444 13.281 6,142 6,921 te 

Nation's Agriculture 7.5 10.5 15.4 18.4 3,406 4,748 6,983 8,206 3,406 4,748 
New Jersey Farm & 
Garden 565 425 1047 90.5 25,458 19,165 47,174 40,760 21,077 14,552 ; ; 
ane fares taaae Bi-Weeklies 
:, News . p s 10 3 16.8 216 3.918 5,602 7,525 9.751 3,668 5,167 Pte My taal ee 728 645 1368 119.1 55,050 48,783 103,462 90,037 51,691 44,094 
acifi ‘oult & 0 89.7 t : : ' ; , 4 aliform. armer: 

a 9 5. 86.9 20,735 19,148 38,488 37,108 12,688 10,773 Northern Edition 56.1 $17 1031 975 42.419 39,049 72.972 73.669 39.077 35.682 
zEastern Edit 1 79 1229 1304 ’ } 74 . . ’ =Southern Edition 6 : ; 265 = - 37.328 
Saautme. 2 22 we ese ae ee ULC CUES USS qiverave 2 Editions 56.3 528 1080 9K.2_ 42.513 39.872 78.608 74,170 39,171 36,505 

> Western Edition 464 526 85.5 99.8 19,906 22.562 36,682 42,823 14.559 15,792 | *Dairymen’s League 

Average 3 Editions 55.8 60.7 1041 115.0 23,956 26,034 44679 49,349 16.286 16,697 News 121 138 249 _259 _ 8814 10.077 _17,.474 18,861 _ 8.179 _ 8,179 
§*Southern Farm & Total Group 1412 W311 ~ 265.7 ~ 2432 106.377 “98.732 199.544 183.068 99.041 88.778 

Home : 99 102 20.8 215 9,930 11,227 20,836 22.617 (7,776 ~«=—-9,197 = Not included in totals. 

Southern Planter 33.9 %8 66.0 67.2 23.717 25.794 46.159 47.079 21,943 23.647 

~Turtey World 634 604 1420 1440 27,197 25,903 899 = 61.951 -13.449 12.285 

*Western Dairy . . . * .* 

Journal 34.3 37.1 66.1 78.0 14.431 15,596 27,798 32.816 9.545 10.906 : All figures in the following groups were compiled by Advertising Age 

"Western Livestock Weeklies 
: urna sinsi 1456 1241 2399 1879 61152 52,111 100,779 78,960 15,761 17,220  g§Weekly Star Farmer: 

“Wyoming Stockman K Edition . 236 238 438 444 58,093 58,576 7,747 4 42, 42,91 

Farmer 139 141 26.3 35.9 12.418 12,670 23,506 32,191 9,716 9,170 Missouri Edition 23.6 23.6 43.1 44.2 58.101 58,265 106 245 108934 ret 45.388 
: Total Group “071.3 20238 19258 “519,722 495.970 397,524 969,321 368.067 363.210 Okla.-Ark. Edition 215 22.5 40.0 417 52,981 55,323 98,543 102,751 39,291 41,283 
§ Not included in totals. et. page size (1,100 lines) in February 1951 §Formerly Weekly Kansas City Star 

Newspaper Monthly Farm Sections Dailies 

t*lowa Farm & Chicago Daily Drovers 
Home 24.0 24.0 43.4 42.5 25.314 25.598 45.806 45.349 24449 24.856 Journa . 27.6 70.8 56.6 81.737 58.636 150.727 126,268 38,544 37,969 

*Rural Gravure 67 67 12.5 126 6.652 6.702 12.425 12603 6.652 6.702 Kansas City Daily Drovers 

Texas Ranch & Telegram 8 326 94.3 71.0 101,717 69.445 200,606 151,247 37,033 32,795 

Farm _165 17.2 558 55.1 17,584 18,326 59,430 58.702 15,869 16.888 Omaha Daily Journal 
Total eed ' 172 —W79 “THT “T02 —a8550 ~50.626 TI7.66l Tigses “46970 ~WBAlc sotnmen rae 31.6 90.8 75.2 90,684 67,176 193,177 160,019 39.442 32,953 

arger page size (1,065 lines) in February 1951 Reporter 26.3 16.7 55.3 40.9 55,907 35.617 117.683 87.145 22,379 23,581 
Semi-Monthlies Total Group 1551 1085 311.2 243.7 330.045 230.874 662.193 518.679 137,398 127.298 
American Agriculturist 36.7 49 65.9 65. 9: 5) 47,98 47,308 3, 22.082 : 

*California Grange ‘ 24 aaa _a a ene Canadian 

P bea F 7.7 10.0 15.9 225 8,327 10.866 17,581 24,438 4,718 6,034 ony b naar A A tae = 42.9 75.2 74.9 35,010 30,861 54,149 53,900 35,010 30,861 

olorado Rancher & amily Hera eekly Star: 

Farmer 34.5 33.8 60.8 62.8 26.053 25,537 45.915 47.496 22,272 20.26 Eastern Edition 87.3 85.7 169.0 155.5 87,299 85,698 169,030 155.479 60.647 63,454 
“Cooperative Digest 8.1 7.1 149 12.3 3,395 2.975 6.230 5.145 3,395 2.975 Western Edition 74.0 76.1 143.8 136.8 73,960 76,053 143,741 136,765 56,303 1,409 
Dakota Farmer 66.1 70 110.3 #1128 51846 55.292 486 88.471 47.244 49.716 Average 2 Editions 80.7 809 1565 1462 80,630 80,876 156,431 146,123 58,475 62,432 
Farmer, The 90.0 87.6 1500 1386 70,547 68.667 117.562 108.662 61,176 60,347 Farmer's Advocate & Canadian 
Hoard’s Dairyman 50.2 454 906 87.5 %581 33,021 ‘008 63,638 30.669 27.889 Countryman 45. 43.8 811 73.3 32,029 30,669 56.753 51,314 24,013 25,143 
Idaho Farmer 46.7 48.2 82.1 82.3 35.286 36.453 62.063 62.251 31,766 33,286 Farmer's Magazine . 33.4 60.1 611 25,280 23,359 42.097 42,761 24,223 22,249 
*Indiana Farmer's we Press Prairie o - 

Guide 31.9 30.6 54.1 56.0 25,049 23,972 42.453 43,901 19,096 17,904 armer 9 99 1918 189.5 109,977 108,797 211,106 = 63,152 68,127 
Kansas Farmer 513 549 85.2 82.5 38.983 41.703 Prey 62.679 3.091 35,589 Western Producer . 56.1 47.6 103.9 82.4 60, 50.8 111,120 186 37,645 483 
Michigan Farmer 56.3 576 1008 98.2 43,260 44,242 77,398 75,422 37,163 306 Total Group ‘ 7.2 3475 ~6686 6274 342,926 325,441 631,656 oT 242,518 243,295 
Missouri Ruralist 48.2 53.0 79.1 85.2 % 638 40,295 60,109 64,731 9,557 34,350 Not included in totals 


TV Owners in N. Y. Area Own More Radios 
Than Radio-Only Families Do, Study Shows 


New Brunswick, N. J., March 20 
—TV families in New York usually 


own more radios than non-TV 
families do 

Three out of four radios bought 
by New Yorkers last year were 
for use as additional sets in the 


home, rather than for replacement 
of broken sets 

These are two of the findings in 
anew study by Advertest Research 
of the effect of television on radio 


in the New York area, TV’s top 
market. The study included 1,036 
personal interviews Feb. 4-8 


Sixty-eight per cent of those in- 
terviewed owned a TV set as well 
as one or more radios; 30.6% had 


radio only and 1.4% had no work- 
ing radio. The study breaks down 
the data into three groups—radio- 
only homes, TV homes and total 
homes 


® More than 70% of all the homes 
visited had two or more radios in 
usable condition. The number of 
AM sets per family averaged 
higher (2.52) in TV homes than in 
radio-only homes (1.97). Many of 
the families—37.2% of the total 
sample—had three or more work- 
ing radios in the house. 

More radios than TV sets were 
purchased by these families during 
1951, Advertest reported. About 


17% of the families questioned 
said they bought one or more ra- 
dies during 1951, while 14% pur- 
chased a television receiver. 

“An average of one radio was 
purchased for every five homes, 


while an average of one TV set 
was purchased for every seven 
homes. Further analysis showed 


that three out of every four radios 
purchased were for use as addi- 
tional sets in the home, rather 


than merely as replacements for 
broken radio sets,” the report con- 
tinued. 


@ More than 54% of the families 
owned at least one car equipped 
with a working radio. 

For all families, the living room 
was still the No. 1 location for the 
radio. But among TV families it 


held only a slight edge over kit- 
chen and bedroom locations. The 
breakdown (for the total sample): 
living room, 70%; bedrooms, 
55.6%; kitchen, 55.4%; and mis- 
cellaneous (dining room, den, 
basement, porch, etc.), 23.5% 

During the average weekday 
hour (6 a.m. to 6 p.m., EST), 31% 
of the TV homes used a radio and 
36% of radio-only homes used a 
radio, The average TV family de- 
voted four hours and 20 minutes 
to daytime radio listening on the 
average day; the average radio- 
only family listened to radio four 
hours and 34 minutes on the aver- 
age day. These last figures refer 
to total listening to home sets by 
all members of the family. 

Music and news were the fav- 
orite radio program fare of TV and 


radio families alike. 

This survey will be followed by 
similar studies on nighttime radio 
listening and weekend radio listen- 
ing. 


Headley-Reed Appoints Two 


Headley-Reed TV, television sta- 
tion representative, has appointed 
Ray D. Scofield and C. Rodney 
Gibson to its New York sales staff. 
Mr. Scofield formerly was an ac- 
count executive with John E. Pear- 
son Co., television station repre- 
sentative. Mr. Gibson previously 
was an account executive for All- 
Canada Radio Facilities Ltd. 


Northrup Joins Polaroid 

Richard D. Northrup Jr. has 
joined the camera sales promotion 
department of Polaroid Corp., 
Cambridge, Mass. 
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Everybody reading this magazine is in selling. And almost surely, everybody reading 
this magazine is out of date on selling. 


Maybe you're a salesman yourself—maybe a sales staff works for you—maybe a sales 
manager works for you—maybe your job depends on someone else selling. (Almost surely, 
it does.) 


But whatever you do, whatever your job, you and your firm and all of American industry 
will be caught short unless you turn your attention (personally and corporately) to the major 
problem of how to sell more--and more effectively. 


For these reasons, the editors of FoRTUNE are devoting a major part of the text in their 
next ten issues to a series of searching articles on “Selling in Today’s Economy.” 


You have probably read a great deal on the subject, much by men who call themselves 
“experts” in this quasi-science, al] written from some point-of-view in the remote or recent past. 


This Fortune series has little if anything in common with other things on Selling you 
have read. The editors of Fortune are not specialists in selling—nor do they pretend to be. 
They are not writing a “how to do it” series (in the ordinary sense of the phrase). What they 
are doing (for the first time on this scale in their twenty years of publishing) is to apply to the 
great, lore-laden subject of selling their peculiar and special talents as first-rank business 
journalists with unique experience in their trade. 


In the course of these ten articles, the editors will marshal and report many techniques 
and procedures of selling as they are used and employed by companies of all kinds all through 
our economy today. Since you cannot read about the way knowledgeable people conduct their 
businesses without learning a great deal to apply to your own business, these articles might 
after all be called a “how to do it” series. 


But they make no judgments. They do not recommend ways of selling—methods of com- 
pensation for sales—retirement policies or distribution set-ups. They report, with a clarity and 
understanding unapproached by any other group of journalists writing about business today, 
on what many companies of considerable stature and reputation all through the American 
economy are doing and thinking about the subject of selling. 


The first report appears in Fortune's April issue. It will be called "Why do People Buy” 
and it will not be “easy” reading. It sets the stage for what will follow—and may well be a 
mind-stretching exercise for many a reader. The following articles will get highly specific, will 
probe and expose such areas as: 


* Is the social taboo against salesmen %* How much is the science of merchandis- (77> ~~~—~~~ 


growing? ing replacing the art of selling? 
* Can retailers be turned into merchants? % Is “Market” research really research? 


* The secrets of the Ivy League of Selling %* Are small companies outbidding big ones 
(capital goods) for top salesmen? 


* How to keep a salesman...... happy * How effective is advertising? 


This series on Selling is in addition to all the stories on distribution Fortune has 


already published and will continue to publish. Through this series, you'll get a om 
special no-holds-barred look at the selling procedures, good and bad, of many specific STREET 
companies. All can suggest to you alterations in your own sales-thinking, in prepara- 

tion for the great selling crisis that almost surely lies ahead. city 


TO: FORTUNE Subscription Service, Kittredge Bldg., Denver 2, Colo. 


Send me Fortune each month for the next year, begin- 
ning with the April 1952 issue with the first of the Selling 
series. This coupon entitles me to an introductory rate of 
$10. (FortuNEis regularly $12.50 a year, $1.25 a copy.) 


The series on “Selling in Today's Economy” 
will continue all through your Fortune sub- 
scription—if you subscribe today. And, what- 
ever problems arise in your business life dur- 
ing the next 12 months—you will be able to 
meet them more knowingly with the help of 
the unmatched information, ideas, stimulus 
you'll gain from reading venvens —oveds 
month. 
For every month, you'll find in Fortune the 
essence of the fast-paced, epic story of o 
industrial civilization—deeply probed, orga 
ized, beautifully presented. For example, t 
monthly Business Roundup is the Srebeoll 
short and long range look ahead in type t 
day. Labor brings you the best labor reportin 
available anywhere—and other departmen 
keep you up-to-date on essential, provocati 
news about New Products and Processe 
People and Technology. These features a 
continuity to the definitive articles of ventu 
and adventure, in-and-about Business, whi 
are the long-famous foundation of ForTUNE 
continuing story. : 
And always you'll find Fortune filled with “¢ 
ative raw-material you can use to spark yo 
work, your conversation and your progress. 


—~Where Business Concentrates 
on Business News-In-Depth 


Editorial & Business Offices, 9 Rockefeller Plaza, New York 20,N.Y. 


ZONE____ STATE 


Invest in yourself — subscribe to FORTUNE today by mailing the coupon | 


0 | ENCLOSE $10 
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eap year proposal — 
o a bashful business man: 


a a 
wt >» 
og my 


7 \ 
“ Don't be shy. we don’t mind having you ~\ 
/ look us over. After all we’re WOMEN... \ 
/ your very best customers. \ 


/ Since your eye has a tendency to waver, ; 
/ you may have missed the fact that last year \ 
we gals bought thirty billion dollars worth \ 
—_ of food alone . . . to say nothing of all our 
\ other purchases. 


\ And while on February 29 we’re supposed | 
\ to have our choice, we’re the ones who | 
really do the picking and planning and | 

\ buying for the family every day of the year. l 
| 

| 


\ Frankly, you can woo us best in the 
| magazine that’s closest to our interests and 
problems... that’s our most helpful guide 
to daily living and shopping... McCall’s. | 


| 

| 

| McCall’s is the magazine that has gained | 
| most in popularity with us during the / 
| past year. ABC says there are now / 
| more than 4,150,000 of us who build / 


\ our lives with the help of McCall’s. / 
\ We think you’re wonderful, too. Give us a ring. PA 
4 Our New York telephone number is J 


\ Murray Hill 6-4600. ff 
Ft 


\ 


f\f\ a 


speaking for 450,000 women 
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